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Abstract 
   
Within the marketing discipline academics, students and practitioners have long been 
informed that marketing is a pervasive societal activity (Kotler and Levy 1969) and that 
the concept of exchange is marketing’s core element (Alderson 1957; 1965: Kotler and 
Levy 1969; Kotler 1972; Bagozzi 1975).  
 
Yet, in 2015, marketing as a term remains misunderstood by the majority of those who 
are the subjects of this pervasive societal activity. It means different things to various 
audiences, sometime not always positive. Further, its practice within organisations and 
the society it is meant to serve is often problematic. The credit due to the discipline for 
the good that it has delivered and offers into the future is often not recognised by 
organisations and the public at large.  
 
Such thinking leads to a conundrum: ‘If marketing is a pervasive societal activity does 
exchange theory adequately explain why this is so?’ The conclusion drawn in this thesis 
is that there is room to doubt the scope of the current relationship between these two 
variables, particularly, ‘Is exchange theory the most complete explanation for 
marketing’s core element?’ The question that follows is, ‘What is the substance of 
marketing?’ This, throughout the history of marketing thought, is a perennial question 
asked by the fraternity. 
 
This thesis speaks to this question.  
 
By conducting a review of the history of marketing thought, it can be determined that 
the concept of exchange is a building block upon which marketing’s future development 
can be based. This same literature review reveals that the concept of change has been 
instrumental in marketing’s theoretical and practical development throughout the 
discipline’s history. Despite this insight change is not afforded either a role in any 
definition of marketing or any understanding of it as being the substance of marketing.  
 
The concept of change is the unit of analysis for this thesis.  
 
The thesis employs case study methodology and the research technique known as 
Historical Analysis as a model for enquiry. Cases are chosen from primary documents 
xi 
 
taking the form of journal articles and chapters in scholarly books. These cases are 
scrutinised by means of a candidate generated purposely constructed Problem Solving 
Historical Analysis Marketing Model. The findings of this analysis identify statements 
(referred to as Affirmations) where change has influenced marketing thought thus 
confirming that the substance of marketing is the concept of change. Implications for 
marketing theory, practice, research methodology, scholarship and education follow 
from such a determination. In particular, three contributions are made for the 
advancement of the discipline. A new definition for marketing is articulated and the 
Darwinian Model of Marketing Thought Development is espoused as is the Marketing 
Leadership School of Thought.  
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Chapter 1 Introduction 
 
 ‘Has any of us really grappled the total dimensions of marketing change over time?’ 
– Hollander et al (2005:40)  
 
1.1 Research Background 
 
This thesis seeks an alternative explanation for the substance of marketing. 
 
Despite over one hundred years of scholarship the marketing discipline has been 
challenged throughout its history with explaining the substance of marketing. Ames 
(1970:94) sheds light on this subject by making the observation that ‘few companies 
[go] beyond the trappings and achieve the change in attitude that ensures substantive 
marketing’. While the discipline has progressed its thinking over time, the literature 
from Bartels (1988) to Kotler et al (1994b) and Vargo and Lusch (2004) all question the 
origins of marketing thought. Hollander et al (2005:40) pose the question, ‘Has any of 
us really grappled the total dimensions of marketing change over time?’ and Wilkie and 
Moore (2006) suggest that there is a need for a superior concept to explain the substance 
of marketing. Within this context, this thesis sets out to establish a history of marketing 
thought that progresses marketing’s understanding of both history and the substance of 
marketing thought.  
 
As marketing scholarship has progressed and delineated its own territory, academic 
marketing is essentially about solving the problems of organisations and society through 
the act of exchange (Kotler 1972; Bartels 1988). Because of the marketing as exchange 
paradigm, the domain of marketing has been broadened from its traditional base as a 
business application to that of a discipline that can be applied across all of society 
(Kotler and Levy 1969; Kotler 1972). The concept of exchange is both the core unifying 
concept for the discipline and the building block for its future development.  
 
However, despite examples to the contrary, the practical application of marketing is too 
often seen as a negative. Outside of academia, marketing is often seen as the selling of a 
good, service or idea that the customer does not want or as relentless advertising that 
bombards the public. Professionally, the practice of marketing within organisations is 
seen too often as a single function as opposed to, as the theory would suggest, a 
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unifying, dominant organisational logic for application within these entities. Whilst 
current marketing thought pursues a seemingly never-ending quest to determine the 
substance of marketing, the acceptance of marketing in the society it is meant to serve is 
questioned by the public. The only certainty appears to be that marketing remains a 
misunderstood term.  
 
Such thinking could be interpreted to suggest that the starting premise that explains the 
substance of marketing should not be the concept of exchange. Troubling still is Kotler 
and Levy’s (1969) belief that marketing’s hold makes it a pervasive societal activity. If 
this is the case then the question should be asked ‘Why is marketing so misunderstood?’  
Importantly, it follows that such misunderstanding limits marketing’s claim to be a 
pervasive societal activity as academia’s understanding of marketing appears different 
to that of the public it serves and the practitioners who act on its behalf. Further, within 
this context, this researcher is sceptical that the exchange concept fully explains the 
substance of marketing and that partially this reliance upon exchange theory leads to 
such misunderstanding.  
 
The candidate’s motivation for conducting this research and scepticism about the 
existing explanation for the substance of marketing is couched in terms of this 
misunderstanding. Notwithstanding this confusion, importantly the thesis also draws 
upon the candidate’s four decades of observing the application of marketing in the 
workplace particularly within government corporatised businesses, in traditional public 
sector agencies, within the domain of the politician, and whilst employed in the private 
sector. This thesis seeks an alternative explanation for marketing so that marketing is 
better understood by all. A further objective is to make marketing work better in 
practice. This thinking has been dominant in the candidate’s mind throughout his 
marketing career. The thesis offers the candidate an opportunity to address the problems 
of marketing – principally the imbalance between the theory of marketing and the 
practice of marketing – and to articulate new thinking about the marketing discipline 
based upon this practical experience, and informed by readings from scholarly 
marketing literature, post graduate studies, conducted by the candidate over the last 20 
years.   
 
As a starting belief the candidate subscribes to the Kotlerian view of marketing as 
taught in undergraduate courses which articulates that all organisations (profit and non-
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profit alike) engage in marketing through the act of exchange and that marketing is a 
pervasive societal activity and a dominant force for good. The candidate views the 
practice of marketing as being at the centre of how society functions, and that exchange 
theory only partly explains the marketing phenomenon as is understood by academia 
today. The candidate further believes that the reading of the history of marketing 
thought suggests an alternative explanation for the substance of marketing that more 
readily explains marketing’s universality as a pervasive societal activity. 
 
1.2 Literature Summary 
 
This thesis conducts an extensive literature review pertaining to both the domain of 
marketing (Chapter Two) and the history of marketing thought (Chapter Three).  
The purpose of Chapter Two is to better appreciate what currently is thought of as the 
substance of marketing. Then, for future understanding, introduces and scopes 
marketing from the perspective of alternative disciplinary frameworks, namely change 
and leadership.  
 
Chapter Two ‘Marketing Literature Review’ consists of two parts. Firstly, the chapter 
begins by providing an overview of marketing’s current domain. Key marketing 
paradigms, concepts and schools of marketing thought are explained to demonstrate 
how marketing thought and practice has progressed over time. A third concept, the 
concept of exchange, is presented as marketing’s core element (Bagozzi 1975; Cravens 
and Woodruff 1986; Kotler et al 1994 (b); Kotler 1972; Webster 1992; McColl-
Kennedy and Kiel 2000; Armstrong et al 2012). This concept is the dominant feature of 
the first half of this chapter and sets the scene for addressing the prime research 
objective particularly given the assertion that the exchange concept is the building block 
upon which new marketing theory can be developed (Alderson 1965; Vargo and Lusch 
2004; Dann 2008).  
 
Next, discussion on the domain of marketing details a chronological understanding of 
the evolving definitions of marketing since the first definition espoused in 1935 through 
to the current definition dated 2007. A conclusion is drawn at this stage that, despite 
over 100 years of scholarship marketing in the organisations and society it is meant to 
serve, marketing remains a misunderstood term with questionable acceptance and 
problematic application. This suggests that marketing’s claim to be a pervasive societal 
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activity based upon the concept of exchange is limited and is subsequently challenged in 
this chapter.  
 
An alternative paradigm by which to explain the substance of marketing in the context 
of it being a pervasive societal activity is presented in the second half of Chapter Two. 
This alternative paradigm is based upon the concepts of change and leadership. The 
balance of this chapter introduces the scope and interactions of marketing and change. A 
review of the literature identifies that marketing thought and practice has developed as a 
function of marketing’s interaction with its changing internal and external environment 
(Engle 1941; Alderson 1957; 1965; Bartels 1988; Dixon 1999; Wilkie and Moore 1999; 
2003; 2006).  
 
This chapter argues that change is a significant feature of society including the 
environments in which marketing operates. This change has influenced the development 
of marketing thought and practice (Alderson and Cox 1948; Bartels 1988; Dixon 1999; 
Kotler 1972; Wilkie and Moore 1999, 2003, 2006; Vargo and Lusch 2004) with such 
views being long standing (Francis 1938; Engle 1941). It is further noted that the 
scholarship of marketing has failed to acknowledge marketing being a function of these 
environments as characterised by the ever-present variable of change. The chapter 
argues that a gap exists in the existing marketing literature between how the substance 
of marketing has been traditionally explained as exchange (Bagozzi 1975) and how 
scholars, such as Alderson (1957; 1965), interpreted marketing from the perspective of 
transformations and changes.  
 
The pursuit of marketing as change presents an opportunity by which to advance the 
discipline. Marketing’s role becomes concerned with creating, communicating, 
delivering and responding to the individual’s desire for a change in state. In addition 
marketing acknowledges the existence and influence of, and responds to, the changes 
occurring within the external environment. This role extends marketing’s domain 
beyond managing the singular exchange process (Kotler 1972) to one of providing a 
suitable model of marketing leadership for the benefit of organisations and society. 
Accordingly, the Darwinian Marketing Orientation and the Marketing Leadership 
School of Thought are conceived to advance the marketing discipline. 
 
5 
 
Chapter Three serves to detail the discipline’s rich history pertaining to the evolution of 
marketing thought and notes that the element of change has had a significant influence 
on this evolution of thought. The chapter also contributes to the existing literature 
presenting a new collective understanding of marketing history. With this combined 
knowledge, the output of these chapters supports the design and application of the 
research methodology that addresses the research problem (Chapter Four), the 
presentation of findings (Chapter Five) and the articulation of conclusions about the 
research problem, in particular the principal conclusion drawn that the substance of 
marketing is change (Chapter Six). 
 
1.3 Research Problem 
 
The motivation for this thesis is to contribute to a better understanding of the substance 
of marketing and, in the process, propose a rethink of marketing theory and practice.  
To this end the primary research problem is: ‘What is the substance of marketing?’ As 
stated above this is a question that has dominated marketing thought (Bartels 1988; 
Kotler et al 1994 (b); Vargo and Lusch 2004; Hollander et al 2005; Wilkie and Moore 
2006).  
 
Two axioms are proposed to facilitate an understanding of, and answer to, this research 
problem. These axioms are: 
 
Axiom One:  Marketing creates exchange. 
 
The concept of exchange has been recognised as the core element of marketing. A 
reading of contemporary marketing thought attests to this basic tenet (Alderson 1965; 
Kotler 1972; Bagozzi 1975; Houston and Gassenheimer 1987; Anderson et al 1999; 
Cant et al 2006; Armstrong et al 2012). Of relevance to this thesis and to the 
development of the axioms is the belief that the exchange paradigm is also understood 
to be the building block for the future development of marketing thought and practice 
(Alderson 1965; Vargo and Lusch 2004; Dann 2008). However, the origin of marketing 
thought continues to be questioned by the marketing fraternity. This thesis continues 
that theme. By understanding better the reason for exchange, in the first instance, 
marketing scholarship will draw closer to a more complete explanation of the substance 
of marketing. 
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Axiom Two:  The act of marketing, including but not limited to the exchange, is 
preconditioned upon the concept of change.  
 
This research proposes that the substance of marketing is the concept of change and that 
the traditional understanding of marketing wherein the core element is the concept of 
exchange is incomplete. Axioms One and Two together define the marketing as change 
paradigm. Axiom One (as detailed above) becomes the building block upon which 
marketing thought can be further enhanced. Further, Axiom Two – the concept of 
change – takes shape by acknowledging that the act of marketing is both a function of 
the discipline’s interaction with its changing external environment (Engle 1941; Kotler 
1972; Bartels 1988; Dixon 1999; Wilkie and Moore 2003) and a function of the inherent 
transformations that take place within the internal aspect of the marketing system 
(Alderson 1957, 1965; Dixon 1990; Wilkie and Moore 2006). Both the external 
marketing environment and internal marketing system influence marketing exchange.  
 
Existing marketing literature is abundant in references to marketing as change. For 
example, Shaw (1912), Alderson and Cox (1948), Alderson (1957;1965), Wilkie and 
Moore (2003; 2006), Vargo and Lusch (2004), and Shaw et al (2007) all imply the 
existence of change influencing marketing thought development. Francis (1938:27) is 
direct in his understanding of marketing by stating that ‘change has long been the 
essence of marketing progress’. Finally, this thesis draws reference to the composition 
of the word exchange itself to confirm Axiom Two. That is, the word exchange is made 
up of two parts ‘ex’ defined as out of / from and ‘change’ 
(http://dictionary.reference.com). Considering these various aspects, this thesis 
concludes that the substance of marketing is change. An additional axiom follows and 
provides the scope by which to argue for a new marketing orientation and a new school 
of marketing thought. 
 
Axiom Three: Marketing expressed as exchange requires marketers to manage the 
marketing function. Marketing preconditioned upon the concept of change requires 
marketers to lead the marketing function. 
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The traditional understanding of marketing as exchange suggests that the marketing 
practitioner manages all of the marketing mix activities to ensure that a successful 
exchange between two or more parties takes place.  
 
However, to define marketing as change requires more than a management approach. 
For change to be effective leadership is required (Bass 1985a; Kotter 1995; Parry 1996; 
Ellyard 1998; Yukl 2010) and thus it is proposed that for marketing defined as change 
to be effective marketing leadership is required. This thesis introduces a new orientation 
to the marketing discipline: ‘Darwinian Marketing Orientation’ where the element of 
continuous, cumulative change is noted as historically influencing both marketing 
thought and practice. Further, this thesis introduces the related Marketing Leadership 
School of Thought which focuses upon the skill base necessary for practitioners to lead 
the marketing function within organisations and society, which are the subject of this 
continuous, cumulative change.  
 
1.4 Research Justification 
 
This research addresses the discipline’s core problem, “What is the substance of 
marketing?” Justification for the research is four fold. Firstly, this research verifies 
existing theory; that is, marketing creates exchange but, in doing so, it challenges this 
assertion as being an incomplete explanation for the substance of marketing. This 
research in turn proposes new marketing theory and thought by which to explain the 
substance of marketing. This new theory draws from the established building block of 
marketing – the concept of exchange – to reveal a more fundamental element critical to 
a better understanding of marketing – the concept of change.  
 
Secondly, this research is further justified given the contribution it makes to the practice 
of marketing within organisations and society more generally. In particular the 
articulation of a new element by which to explain the substance of marketing speaks 
directly to Kotler and Levy’s (1969) claim that marketing is a pervasive societal 
activity. Kotler and Levy’s view that marketing is a pervasive societal activity is 
premised upon the notion that marketing’s core element is exchange. This thesis thus 
argues that such an explanation does not adequately explain the substance of marketing 
and, therefore, cannot adequately explain why marketing is such a dominant force 
within society. The usefulness of this research is that it goes beyond the exchange 
8 
 
paradigm to understand why the exchange takes place, in the first instance, and thus 
contributes a novel explanation as to the substance of marketing and, therefore, why 
marketing is such a dominant force within society.  
 
In so doing the research conducted in this thesis determines that the core element of 
marketing is the concept of change where the internal activities of the marketing system 
experience change and parties to the exchange seek, in the first instance, a change in 
state. The culminating act of an exchange is also an example of this change in state 
(Shaw 1912; Shaw 1995; Jones and Shaw 2008; Dixon 1981, 1990; Alderson 1965; 
Vargo and Lusch 2004). Equally, this research demonstrates that the element of change 
present in marketing’s external environment influenced the development of thought and 
thus its practice (Alderson and Cox 1948; Francis 1938; Wilkie and Moore 1999, 2003, 
2006; Kotler and Levy 1969; Kotler 1972; Vargo and Lusch 2004). In itself, marketing 
as change is a more meaningful explanation by which to understand marketing as a 
pervasive societal activity.  
 
This thesis evolves Kotler’s (1972) model of marketing consciousness (one, two, three) 
to marketing consciousness four, wherein the marketing discipline acknowledges the 
presence and influence of the constant cumulative change that pervades all things 
marketing. The discovery of this new element challenges the existing marketing 
management school of thought, based upon Newtonian laws of exchange, to propose a 
new marketing orientation, the Darwinian Marketing Orientation, based upon the 
evolutionary nature of marketing featuring the element of change (Hamilton 1991), and 
the related Marketing Leadership School of Thought where, for change to be effective, 
leadership is required (Bass 1985a; Kotter 1995; Parry 1996; Ellyard 1998; Yukl 2010).  
 
Thirdly, this study is important as it provides a new research methodology that is novel 
in its design and application, and fruitful for the evidence that is produced to answer the 
research question. By studying the history of marketing thought, the researcher comes 
to appreciate this history as a rich source of information for thought development. 
Accordingly, the Problem Solving Historical Analysis Marketing Model is conceived 
and offered to the discipline as a framework for enquiry and analysis.  
 
Finally, this research is important for the opportunity it offers for future marketing 
scholarship in terms of investigating quantitatively and qualitatively the new theory, 
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marketing orientation and school of thought developed, as well as interrogating the new 
research methodology through further application. 
 
1.5 Research Methodology 
 
An exploratory research methodology in the form of case study analysis will be 
implemented to collect data for the purpose of constructing this new theory (Eisenhardt 
1989). Case studies are considered a useful framework for conducting such research as 
they are sources of fruitful information (Yin 2009; Perry 1998) and will ensure validity 
(construct and external) and reliability (Bordens and Abbott 2005; Perry and McPhail 
2003; Zikmund 2003).  
 
The use of case studies allows the researcher to address real world management 
problems, such as that stated above. By employing this established research technique 
case studies offer the researcher a rigorous framework for the collection of evidence 
while encouraging a concentration upon a particular unit of analysis (Parasuraman 
1986). The case studies chosen in this thesis are sourced from primary documents, 
namely written records, such as marketing journal articles and marketing scholarly texts 
with the unit of analysis being the concept of change. Each case study will be assessed 
for evidence that the concept of change influenced the development of marketing 
thought and practice. In all, seventeen (17) case studies will be analysed. This number 
of case studies is considered suitable for generating appropriate findings (Perry 1998).  
 
The analysis of evidence collected from each case study is the critical activity 
undertaken to build new theory (Eisenhardt 1989). This thesis looks to the history of 
marketing thought for possible answers to the research question. As such, data analysis 
in this thesis will take the form of an established technique for enquiry and analysis in 
marketing, the Historical Analysis Model (Savitt 1980; Nevett 1991; Golder 2000). 
Drawing upon the contributions of Savitt, Nevett and Golder and insights from the 
study of history (Tosh 1984; Mandell 2008; Berringer 1978), this research will 
articulate a new model of enquiry and analysis – the Problem Solving Historical 
Analysis Marketing Model. A fundamental question – ‘What is the substance of 
marketing?’ – will be asked resulting in the articulation of new marketing theory and 
thought. This model proposes to answer the research question by taking the embedded 
knowledge that exists within the history of marketing thought and reshaping it as new 
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marketing theory. The use of this model will not recreate the past, but will reinterpret 
the past for the benefit of the discipline’s future scholarship and practice. The model 
will highlight the existence of a gap between the marketing discipline’s current 
worldview (exchange theory) and the researcher’s alternative worldview (marketing as 
change).  
 
1.6 Conclusions and Implications 
 
Section 1.2 articulates and details the research problem and the three axioms which 
underpin the proposed new marketing theory.  
 
In response to the ensuing chapters (Chapters Two, Three, Four and Five) the final 
chapter of this thesis (Chapter Six) makes two contributions which take the form of 
conclusions and implications. Initially, conclusions are made about each of the axioms 
and then the research problem. 
 
From the evidence collected, Axiom One (marketing creates exchange) is confirmed in 
this thesis. In itself, this conclusion is not surprising given the volume of literature 
attesting to this fact. What is surprising is the conviction that marketing as exchange is 
the building block for the further development of marketing thought and practice. This 
thinking leads to a conclusion about Axiom Two.  
 
Axiom Two, the act of marketing including the exchange is preconditioned upon the 
concept of change, is confirmed based upon the evidence presented. The conclusion 
made is that marketing as change is based upon a literal interpretation of the word 
exchange and the motivation for the exchange, in the first instance. Secondly, the 
existence of change is identified in existing marketing thought, in the external 
marketing environment and is inherent in the marketing system. 
 
Given the above conclusions, Axiom Three suggests a new domain for marketing 
academia and practitioners. Axiom Three advocates that the marketing management 
school of thought, which is based upon the concept of exchange (Axiom One), needs to 
be enhanced by the Marketing Leadership School of Thought wherein marketing 
preconditioned upon the concept of change (Axiom Two) requires marketing 
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practitioners to more effectively lead the marketing function within organisations and  
society.  
 
The conclusions stated with regard to Axioms One and Two above provide the 
foundation upon which to draw the final conclusion about the research problem. This 
thesis concludes that the substance of marketing is the concept of change not the 
concept of exchange as previously espoused in the marketing literature.  
 
Implications for such an understanding of marketing necessarily follow. 
 
There is an immediate implication for existing marketing theory in that definitions to 
date have reflected the concept of exchange. This thesis proposes a new marketing 
theory based upon the concept of change and notes that this new core element of 
marketing manifests itself in part as an act of exchange. Associated with this new theory 
is the more significant implication for marketing practice within organisations and 
society.  
 
Marketing as change not exchange gives depth to Kotler and Levy’s (1969) assertion 
that marketing is a pervasive societal activity. Accordingly, within liberal democracies 
marketing as change provides the marketing discipline and practitioner with the 
opportunity to enhance the rights of the individual in organisations and society. This 
implies that the marketing discipline should take on a much stronger leadership role 
within these organisations and society as opposed to accepting its traditional role as 
managing the process that only results in an exchange between willing parties. It further 
implies that the marketing practitioner requires new skills for this greater transformative 
role. By redefining marketing, the discipline becomes a dominant voice within 
organisations and society and thus a pervasive societal activity as promised by Kotler 
and Levy (1969).  
 
Additional implications from this study relate to the beneficial practice of using 
historical analysis methodologies to develop new marketing thought. Marketing 
scholars and students would benefit from knowing the collective history of marketing 
thought and using this knowledge to benefit the future evolution of thought and 
advancement of the discipline. Further, the model of historical analysis developed in 
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this thesis, the Problem Solving Historical Analysis Marketing Model would benefit 
from further testing.  
 
1.7 Thesis Outline 
 
This thesis consists of six chapters. 
 
Chapter One provides the foundation upon which this thesis is constructed. Initially the 
background to the research is presented providing the reader with the researcher’s 
motivation for this undertaking (Section 1.1). Next, the research problem and 
supporting axioms are articulated detailing the logic and theory underpinning the thesis 
(Section 1.2). Section 1.3 details the justification for the thesis by initially noting the 
established support that exists for the current way of thinking about marketing 
(exchange theory) and that it is a building block for the discipline’s future development. 
Justification further rests upon the subsequent challenge to this established paradigm of 
marketing (marketing as change) which, in turn, impacts upon how marketing is both 
thought of and practiced within organisations and society and provides a better 
understanding of the claim that marketing is a pervasive societal activity. The next 
section (Section 1.4) provides the reader with an understanding of the literature review 
chapters, Chapters Two and Three, discussing the basis for the transition of marketing 
thought presented in this thesis. The methodology to be used in this thesis is then 
outlined, demonstrating how the research problem is to be addressed (Section 1.5). 
Section 1.6 presents an overview of the conclusions drawn from the research and the 
implications of these conclusions for future scholarship. Finally, an outline of the thesis 
is presented (Section 1.7). 
 
Chapter Two provides a review of the marketing literature drawing the reader’s 
attention to the tenets that underpin existing marketing thought. Initially a brief 
description of the domain of marketing is presented in the context of the influence it has 
on an individual’s day-to-day living and on society more generally (Section 2.2). Next, 
the major orientations (production, sales, marketing, societal) that have guided the 
development of marketing are articulated (Section 2.3). Section 2.4 identifies important 
additional concepts that contribute to the understanding of marketing. Of particular 
importance for the development of this thesis is the concept of exchange, recognised as 
the core element of marketing and the key for the future expansion of the discipline. 
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Section 2.5 details the schools of marketing thought and Section 2.6 provides an 
understanding of the evolving definitions of marketing. The first half of this chapter 
concludes with the assertion that the term marketing is misunderstood (Section 2.7).  
 
Chapter Two next details the proposed marketing as change paradigm (Section 2.10) 
and Marketing Leadership School of Thought (Section 2.12) by noting that the maturing 
of marketing thought, as outlined in the preceding paragraph, has been the result of the 
discipline’s interaction with its changing environment (Section 2.8), and 
acknowledgment that by studying the history of marketing thought, the element of 
change emerges as a determinant for understanding the substance of marketing (Section 
2.9). Section 2.11 brings this discussion together by referring to the concept of change 
as being the unit of analysis in this thesis. The chapter concludes with the articulation of 
three core beliefs for the advancement of this thesis (Section 2.12).  
 
The intention of Chapter Three is to provide, in the first instance, an overview of the 
evolving story of marketing thought to provide the reader with an appreciation of 
marketing’s development throughout time. This synopsis summarises the works of 
noted marketing scholars (Section 3.3) namely, Bartels (1988); Wilkie and Moore 
(2003), and Vargo and Lusch (2004). In their respective works each scholar provides a 
unique understanding of the history of marketing thought by noting the characteristics 
that they believe constitutes this thought evolution.  
 
Such biographical accounts also allow the researcher to connect the author’s thoughts to 
the social, economic, technological, legal and political environments in which they were 
written with the aim being to recognise the existence of change in these environments 
impacting the development of marketing thought. An output of this chapter is the 
articulation of a collective understanding of the history of marketing thought from the 
researcher’s perspective (Section 3.4). This collective understanding notes the 
contributions of key scholars – Phillip Kotler, Richard Bagozzi and Wroe Alderson –
who wrote at a time which was said to be the most important of all for the development 
of marketing thought.  
 
Of significance to the advancement of this thesis is the finding that emerges from this 
chapter’s review of marketing history (and Chapter Two); it is identified that a gap 
exists in the literature in terms of the discipline’s understanding of the substance of 
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marketing. The traditional understanding of marketing as exchange appears not to 
correspond to what emerges from the literature reviews of Chapters Two and Three. 
These chapters suggest that the concept of change could well be the substance of 
marketing. 
 
Chapter Four lays the foundation upon which to investigate this gap in the literature by 
identifying an appropriate research framework for enquiry and analysis. Commencing 
with an understanding of the institutional determinants that comprise marketing 
(Section 4.2), this thesis is interpreted as an example of basic research (Section 4.3) and 
proposes the use of case study methodology to explore a real world research problem 
(Section 4.4). Analysis of the data collected from the case studies will take the form of 
the technique known as Historical Analysis. Section 4.5 details this technique by 
reference to its past use in marketing. The chapter concludes with the articulation of the 
specific historical analysis model used in this thesis and designed by the researcher, the 
Problem Solving Historical Analysis Marketing Model (Section 4.6). 
 
Chapter Five applies the Historical Analysis methodology to the 17 case studies chosen 
with the intent of satisfying the External Scrutiny Parts A and B Step of the Historical 
Analysis Model. The analysis of the three pilot case studies are detailed in this chapter 
with all case study analyses located in Appendix A. The aim of this undertaking is to 
analyse each case study in order to create an evidence trail that answers the research 
problem and supports the axioms. The evidence trail takes the form of affirmations that 
confirm the premise that the determinant of change has influenced the development of 
marketing thought. In all, one hundred and sixty six (166) affirmations were recorded. 
  
Affirmations were then assessed individually (External Scrutiny Part A) for their fit 
with the research problem and axioms (Appendix A). A summary forms part of each 
case study. Section 5.5 and 5.6 takes the singular evidence and assesses it collectively 
for the purpose of providing a narrative detailing how this evidence answers the 
research problem and provides support for the axioms. Quotations from the case studies 
are used to provide depth to the narrative. This section satisfies the requirements of 
External Scrutiny Part B.  
 
Finally, Chapter Five encapsulates these results and discussions with the presentation of 
a schema entitled the ‘Four Pillar Approach to Marketing as Change’.  
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In Chapter Six, conclusions are presented with regard to each of the axioms (Section 
6.2) and the research problem (Section 6.3). The chapter next identifies four 
implications that follow from this research (Section 6.4). These are: implications for 
theory, implications for marketing practice within organisations and society, 
implications for marketing research methodology, and implications for future marketing 
scholarship and education. Section 6.5 provides the boundaries to the research study 
undertaken by detailing the limitations of the thesis.  
 
Major contributions arise from this chapter. These are: the presentation of a new 
definition for marketing based upon the newly established concept of change as the core 
element of marketing (Section 6.4.1 Implications for theory); the presentation of the 
Darwinian Model of Marketing Thought (Section 6.4.1.1); and the presentation of the 
Marketing Leadership School of Thought (Section 6.4.2.1). Further contributions of 
note in this chapter include the completion of the schema first detailed in Chapter Five. 
Figure 6.1 incorporates these four implications into the four pillar structure and provides 
a diagrammatic representation of the journey undertaken in this thesis, from research 
problem through to concluding that the concept of change is the core element of the 
substance of marketing. A final contribution, arising from the study’s implication for 
theory (Section 6.4.1), is the presentation of Marketing’s Tree of Life (Figure 6.2). This 
figure symbolically utilises the tree’s branch structure to demonstrate evidence of 
change existing in various forms within marketing thought.  
 
A review of Chapter Two Marketing Literature now follows. 
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Chapter 2  Marketing Literature Review 
 
2.1  Introduction 
 
An appreciation of the marketing literature (Chapter Two) and the history of marketing 
thought (Chapter Three) is necessary to achieve a better understanding of what 
constitutes the substance of marketing. This understanding is necessary for the purpose 
of building new marketing theory (the objective of this thesis) based upon the 
established core concept of exchange and upon the new concepts of change and 
marketing leadership. The study of history adds value and offers insight for the 
continued development and evolution of society. In the same vein, the study of 
marketing history is the narrative foundation upon which marketing thought has evolved 
and will evolve into the future.  
 
An analysis of the existing marketing literature and the history of marketing thought 
development is necessary when building new theory as, without acknowledging the 
current thinking and the history of the discipline, the researcher is unable to holistically 
present a new position of thought without risking repeating the agreed paradigms and 
errors of the past. The writings and musings of those academics recognised for their 
significant contribution to the development of marketing thought offers value and 
insight to today’s researchers who seek to influence the nature and scope of the 
marketing discipline into the future. By studying the history of marketing thought, 
marketers draw closer to a greater understanding of their discipline.  
 
2.2 Marketing – The Broad Domain: Parameters and Meaning 
 
The practice of marketing, and its integrated use of and individual application of tactics, 
affects our everyday lives. Marketing is an essential part of who we are as individuals, 
affects what we buy and consume, improves our standard of living, and influences our 
society and its culture. Goods, services and ideas are the subjects of marketing that form 
part of this cultural fabric. Marketing is the driving force of an economy and a country’s 
wealth. It drives the success of companies, the well-being of individuals and the 
collective well-being of us all as a society.  
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A significant percentage of the total workforce is employed in marketing. For example, 
McKoll-Kennedy et al (1992:6) refer to approximately one-third of the Australian 
labour force being employed in marketing related activities. One of these marketing 
related activities lies within the service sector of the Australian economy where 
‘services account for approximately 70 per cent of all jobs in Australia’ (McKoll-
Kennedy and Kiel 2000:20). Kotler et al (2006:6) states that ‘the service sector accounts 
for over 70 % total value added and over 80% of all employment’. Reed (2010) updates 
this figure and the importance of marketing to the economy and jobs stating that 70 per 
cent of the GDP in Australia consists of services. In summary, the forces of marketing 
shape our day to day interactions and the decisions we make (Armstrong et al 2012; 
Cant et al 2006; CIM 2005; McColl-Kennedy and Kiel 2000; Gross and Peterson 1987; 
Cravens and Woodruff 1986; Kotler et al 2006; Levens 2010; Monger 2007; Groucutt et 
al 2004).  
 
In our day-to-day activities, marketing underpins the types of goods and services 
available to consumers, how consumers receive and become aware of these goods and 
services, and the price paid for them. Marketing activities include advertising, 
promotion, public relations, market research, product design, packaging, warehousing, 
transportation, pricing strategy, and customer service personnel. These activities occur 
within the marketing system (Gross and Peterson 1987). Expenditure on marketing 
represents a significant allocation of scarce internal financial resources and makes 
marketing one of two success factors for the organisation (Cant et al 2006; Monger 
2007; Summers et al 2005; Wilkie and Moore 2007). In the commercial application, 
marketing ‘makes the money’ through sales generated income which is necessary for 
the organisation to prosper and to allocate financial resources to other parts of the 
business and to stakeholders.  
 
2.3  Paradigms of Marketing 
 
The view researchers have of marketing today has evolved through four distinct 
business orientations. Kotler et al (2006:18) refers to these orientations as ‘marketing 
management philosophies’. Both profit and non-profit organisations practice these 
orientations in one form. Jones and Shaw (2002) refer to these orientations as 
marketing’s ‘standard chronology’ (198). Organisations focus upon either production, 
selling activities, satisfying customers by understanding and delivering to their needs, or 
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ensuring the satisfaction of consumer needs are consistent with the expectations of 
society in general. Despite contrary views as to validity of these orientations (Jones and 
Richardson 2007) students are introduced to the subject of marketing through the 
articulation of these business orientations. These orientations are generally accepted as 
being: 
  
• Production Orientation; 
• Sales Orientation;  
• Marketing Orientation; and 
• Societal Orientation. 
 
(Sourced from Cant et al 2006; Keith 1960; Kotler et al 2006, Monger 2007; McColl-
Kennedy and Kiel 2000; Miller and Layton 2000; Quester et al 2004; Summers et al 
2005; Winer and Dhar 2011).  
 
Jones and Richardson (2007) further add to the list of introductory textbooks advocating 
these orientations (Refer to Table 1 below). 
 
Quester et al (2004:9) steps outside the normal description of these orientations by 
suggesting two additional foci. These are, before the production orientation, ‘the simple 
trade orientation’ and, in response to the challenge organisations faced as a result of a 
successful sales orientation, the establishment of a ‘marketing department orientation’ 
for the purpose of integrating marketing effort more effectively. In this thesis, the 
marketing department orientation will be treated in unison with the consumer 
orientation. 
 
However, some disagreement does exist as to whether these orientations are in fact 
distinct episodes in marketing’s evolution. For example, Jones and Richardson (2007) 
argue that there is evidence of the sales and marketing orientations existing in 
conjunction with the production orientation. 
 
This thesis now details the four traditional paradigms of marketing and, given the 
orientation of this thesis towards a historical analysis of marketing, details initially a 
fifth paradigm that of the Simple Trade Organisation. 
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Table 2.1 Eras of Marketing in Contemporary Textbooks 
Boone and Kurtz (2005): 
Production (pre-1925)  Sales (1920s-1950s)  Marketing (1950s-1990s)  Relationship (1990s-present) 
Etzel, Walker, and Stanton (2004): 
Production (late 1800s-early1930s)  Sales (early 1930s-mid 1950s)  Marketing (mid-1950s-present) 
Evans and Berman (2002): 
Barter (pre-nineteenth century)  Production (late nineteenth century)  Sales (n.d.)  Marketing department (n.d.)      
Marketing company (n.d.)  
Kerin et al (2006): 
Production (1850-mid-1920s)  Sales (1920s-1960)  Marketing concept (1960-1990)  Marketing orientation (1990s-
present) 
Kinnear, Bernhardt, and Krentler (1995) 
Production concept (up to 1920)  Sales concept (1920s-early 1950s) Marketing concept (n.d.) 
Lascu and Clow (2004) 
Production (1870-1930)  Sales (1930-1950)  Marketing (1950s–present) 
Shapiro et al (2002) 
Simple trade (pre-nineteenth century)  Production (late nineteenth century-1920)  Sales (1930-1950)  Marketing 
Department (1950s)  Marketing Company (n.d.)  
Solomon et al (2005) 
Production (pre-1925)  Sales (1930s-1950s)  Consumer (1950s-1990s)  New Era (1990s-present) 
Sommers and Barnes (2004) 
Production focus (pre-1930s)  Sales (1930s-1950s)  Consumer Interest (1960s-1980)  Customer service (1890-1990)        
 Customer Relationship (1990s- present) 
(Sourced Jones and Richardson 2007:16) 
 
2.3.1 The Simple Trade Orientation 
 
Prior to the Industrial Revolution and the mass production of goods, trade was a simple 
endeavour. Post subsistence farming, individuals were able to specialise their 
production to the extent where surplus produce was able to be traded with community 
members in markets. The practice of bartering became the norm where surplus items 
were exchanged for items the individual did not have. In time, markets developed and 
resulted in these communities adopting a simple trade orientation where local producers 
traded their surplus to intermediaries who in turn traded with other consumers or other 
intermediaries in different locations (Quester et al 2004).  
 
2.3.2 The Production Orientation 
 
The production orientation was so-called given the advent of mass production and the 
industrialisation of factories. This orientation saw the selling of a product the 
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manufacturer wanted to produce regardless of the consumers’ actual desires (Cravens 
and Woodruff 1986; Kotler et al 2006; McColl-Kennedy and Kiel 2000; Miller and 
Layton 2000; Quester et al 2004; Summers et al 2005). Cravens and Woodruff (1986) 
noted that this orientation commenced during the nineteenth century (late 1880s 
Industrial Revolution) until the 1930s onwards (Quester et al 2004). Further citing the 
doctoral work of J.E. Hagerty (dated 1899), Cravens and Woodruff (1986:15) referred 
to the assumption of the time, ‘if goods were produced they would be sold and there 
was no need in studying the methods of selling them’ – a view with which Hagerty did 
not agree. McColl-Kennedy et al (1992) draws reference to this orientation being a 
feature of the Australian economy after the Second World War (until 1960) due 
primarily to the large unmet demand for basic items.  
 
2.3.3 The Sales Orientation 
 
The sales orientation (circa 1930s – 1950s) is premised upon the assumption that 
consumers will not buy enough of an item unless there has been a program of selling 
and promotion associated with that product. The emphasis is on encouraging potential 
customers to buy the firm’s products (Kotler et al 2006, McKoll-Kennedy and Kiel 
2000, Miller and Layton 2000, Quester et al 2004, Summers et al 2005). 
 
A flaw with sales and production orientations is that both are myopic and lack the 
embodiment of satisfying customer needs as they focus instead upon satisfying the 
needs of the producer and seller (Levitt 1960). This fact is the major difference between 
the marketing orientation and the production and sales orientations. In the sales 
orientation, the customer only becomes relevant to the firm after the product has been 
produced and needs to be sold. For organisations practicing this orientation, the sale is 
the objective. This approach is the opposite of a marketing (consumer) orientation 
(McColl-Kennedy et al 1992; McColl-Kennedy and Kiel 2000). 
 
2.3.4 The Marketing Orientation 
 
This orientation has many names. It has been referred to as the marketing management 
philosophy, the marketing concept, and the consumer orientation (Cravens and 
Woodruff 1986; Gross and Peterson 1987; Kotler et al 2006; McKoll-Kennedy and Kiel 
2000; Miller and Layton 2000; Quester et al 2004; Summers et al 2005). Houston 
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(1986) infers that there are varying definitions of the marketing concept and as a result 
it is a misunderstood term. The use of the term ‘marketing orientation’ in this thesis is 
taken as being synonymous with the term ‘market orientation’. Marketing literature 
treats these terms as, for example, the association between a company’s marketing 
orientation and the nature and scope of the market within which it operates (Avlonitis 
and Gounaris 1999). Kurtinaitiene (2005) states that the marketing orientation is 
sometimes referred to as market orientation with the objective being to implement the 
marketing concept in order to satisfy consumers and customers. This objective being a 
position shared by Racela et al (2007:146) who state that ‘market orientation is a central 
component of modern marketing concepts.’ 
 
The marketing orientation took root towards the end of the 1950s and holds true to 
today. Fundamental to this approach, despite the various names and definitions, is the 
sovereignty of the consumer where organisations satisfy customer needs without 
compromising organisational objectives. (Cravens and Woodruff 1986; Gross and 
Peterson 1987; Houston 1986; Kotler et al 2006; Kotler and Armstrong 1994; Kotler et 
al 1994 (b); McColl-Kennedy and Kiel 2000; McColl-Kennedy et al 1992; Miller and 
Layton 2000; Quester et al 2004; Summers et al 2005). Kotler et al (2006) refers to this 
approach as being the opportunity for management to look from the perspective of 
‘outside-in’ as opposed to the traditional ‘inside-out’ organisational centred orientation 
of production and sales. That is, organisations should obtain feedback from the client 
perspective, which is outside of the organisation.  
 
This perspective is the opposite to the orientation of sales where the customer is not 
embraced as part of the production process (Cravens and Woodruff 1986; Gross and 
Peterson 1987; Houston 1986; Kotler et al 2006; Kotler and Armstrong 1994; Kotler et 
al 1994 (b); McColl-Kennedy and Kiel 2000; McColl-Kennedy et al 1992; Miller and 
Layton 2000; Quester et al 2004; Summers et al 2005). Houston (1986:86) drawing 
upon the heritage of marketing, in particular its concept of exchange between parties, 
states the marketing concept as being, ‘a willingness to recognize and understand the 
consumer’s needs and wants and a willingness to adjust any of the marketing mix 
elements, including product, to satisfy those needs and wants’.  
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2.3.5 The Societal Orientation  
 
A final orientation to note is the societal orientation, a revised version of the marketing 
orientation (Cravens and Woodruff 1986; Gross and Peterson 1987, Houston 1986, 
Kotler et al 2006, Kotler and Armstrong 1994; Kotler et al 1994 (b); McKoll Kennedy 
and Kiel 2000, McColl-Kennedy et al 1992; Miller and Layton 2000, Quester et al 
2004, Summers et al 2005). Gross and Peterson (1987:14) refers to this orientation as 
being, ‘an extension of the marketing concept’. 
  
The central tenet of this orientation is the organisation’s determination to identify 
customer needs and to satisfy those needs within a total system that enhances the 
consumer’s and society’s wellbeing (Cravens and Woodruff 1986; Gross and Peterson 
1987; Houston 1986; Kotler et al 2006; Kotler and Armstrong 1994; Kotler et al 1994 
(b); McColl Kennedy and Kiel 2000; McColl-Kennedy et al 1992; Miller and Layton 
2000; Quester et al 2004; Summers et al 2005). Cravens and Woodruff (1986:10) refers 
to this societal perspective as being macromarketing, ‘the ways in which marketing 
should be carried out to satisfy the objectives of society and optimise social benefits, 
including the delivery of a material standard of living to society’. Hunt (2002 (a):13) 
defines macromarketing as incorporating ‘the study of marketing systems, the impact of 
marketing systems on society and the impact of society on marketing systems’.  
 
2.4 Additional Concepts of Marketing  
 
Additional concepts of marketing that have been articulated in introductory texts to 
explain the nature and scope of marketing include the marketing mix (McCarthy 1960), 
the concept of exchange (Bagozzi 1975), and the broadened domain of marketing 
(Kotler and Levy 1969; Kotler 1972). 
 
2.4.1  Marketing Mix 
 
The marketing manager finds themselves having to develop marketing programs to 
achieve the objectives of satisfying the needs and wants of customers through mutually 
satisfying exchanges whilst, at the same time, ensuring organisational goals are met. To 
assist with this endeavour the marketing manager makes decisions relating to the use of 
marketing tools known universally as the four Ps of marketing. The four Ps consist of 
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product (or service), price, place (or distribution) and promotion (McColl-Kennedy and 
Kiel 2000). The coordinated, integrated use of these elements to achieve customer 
satisfaction is called the marketing mix. In organisations the marketing manager is 
typically responsible for managing the planning and execution of these elements 
(Cravens and Woodruff 1986). 
 
2.4.2 The Concept of Exchange 
 
Any understanding of the substance of marketing requires due consideration be given to 
the concept of exchange. It is well recognised in the marketing literature that the core 
element of marketing is the concept of exchange (Alderson 1965; Anderson et al 1999; 
Bagozzi 1975; Fry and Polonsky 2004; Houston and Gassenheimer 1987; Levy 1976).  
 
Alderson (1965) refers to the ‘Law of Exchange’ and details the conditions upon which 
exchanges take place. Bagozzi (1978:536) noted that ‘a new theoretical perspective 
emerged in the discipline’ throughout the 1970s. This perspective was expressed using 
the interchangeable terms of: exchange; transaction; or dyadic paradigm (Bagozzi 
1978). Equally, associated with these terms has been the use of the word ‘value’ to 
explain the nature (Kotler and Levy 1969; Kotler 1972) and potency (Alderson 1965) of 
the exchange. For example, Kotler and Levy 1969; Kotler 1972 refers to the exchange 
of value between the parties to the exchange whereas Alderson (1965) refers to the 
strength of the relationship between the act of exchange and the subsequent anticipated 
or realised value upon the exchange taking place. Houston and Gassenheimer (1987:4) 
add to the above positions by stating that ‘exchange consists of a passing of value’. 
Anderson et al (1999:9) refers to exchange as being ‘the consummation and 
confirmation of the marketing process’. 
 
Regarding the declaration of the concept of exchange as the core element of marketing 
(Bagozzi 1975) historically the linkage between marketing and exchange has been both 
evident and strong. For example, Shaw (1995) refers to Plato’s construction of society 
premised upon the economic principles of market exchange, which Plato defined as 
being the acts of buying and selling. Dixon (2002:89) takes the understanding of 
marketing as exchange back to the thirteenth century, stating that ‘Ricardus de Media 
Villa integrated the scholastic arguments by linking the finding that both parties gained 
from a transaction with the recognition of the social benefit of market exchange’. Jones 
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and Monieson (1990 a:105), in referring to work undertaken by Samuel Sparling (early 
marketing academic Winconsin School circa 1906), state that ‘Sparling classified all 
business activity as extractive, manufacturing, or distributive. Distribution was divided 
further into marketing activities that facilitated exchange’. Elsewhere in this article, 
Jones and Monieson (1990 a) refers to the marketing function adding value to 
commodities (goods) through exchange.  
 
Marketing, as a word, has its origins from the Latin meaning to trade in a market place 
(Gross and Peterson 1987) – implying that marketing occurs in an environment of 
exchange and takes the form of a transaction. Dixon (1999) noted the use of the term 
marketing in early dictionaries well before marketing emerged as an academic 
discipline in the twentieth century defining it as the activities associated with buying 
and selling.  
 
Kotler (1972) refers to the word transaction when building upon the theme that all 
organisations and their publics undertake exchanges of one type or another. In this 
regard he states, ‘the core concept of marketing is a transaction. A transaction is the 
exchange of values between two parties’ (Kotler 1972:22). Endorsing Sparling’s early 
twentieth century thinking was Bagozzi (1975) who states that marketing is principled 
upon the concept of ‘exchange’ and those activities that characterise this exchange as its 
focus. Bagozzi (1975:32) states, ‘that exchange forms the core phenomenon for study in 
marketing’ and as such took hold as a paradigm in marketing in the early 1970s 
(Bagozzi 1978).  
 
Kotler et al (2006:10) refers to the concept of exchange as ‘the art of obtaining a desired 
product from someone by offering something in return’. For exchange to occur, Kotler 
et al (2006), articulates that five conditions needed to be satisfied. That is, ‘at least two 
parties must participate and each must have something of value to the other. Each party 
must also want to deal with the other party and each must be free to accept or reject the 
other’s offer. Finally each party must be able to communicate and deliver’ (Kotler et al 
2006:10). 
 
The concept of exchange espoused by Bagozzi has been generally supported in 
marketing literature as the central tenet necessary in order for marketing to occur (see, 
for example, Anderson et al 1999; Armstrong et al 2012; Cant et al 2006; Cravens and 
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Woodruff 1986; Fry and Polonsky 2004; Graham 1994 (b); Gross and Peterson 1987; 
Houston 1987; Hunt 1976; 2002 (a); Kotler et al 2006; Kotler and Armstrong 1994; 
Kotler et al 1994 (b); Kotler 1972; Kotler and Levy 1969; Kyambalesa 2000; Lazer and 
Kelley 1973; McColl-Kennedy and Kiel 2000; McColl-Kennedy et al 1992; McKenna 
1991, Miller and Layton 2000; Monger 2007; Quester et al 2004; Summers et al 2005, 
Webster 1992).  
 
The importance of the concept of exchange to marketing is evidenced by Kotler’s 
(1972) articulation of three levels of marketing consciousness. Consciousness one 
features the market transaction. Consciousness Two expands the transaction to 
organisational-client exchanges. Consciousness Three moves beyond exchanges with 
customers to include all the exchanges between an organisation and its publics. Kotler’s 
articulation of Consciousness Three broadens marketing’s domain to include all human 
exchange relations (Webster 1992) across ‘multiple institutional contexts effecting 
transactions with multiple targets’ (Kotler 1972:21). Kotler (1972:22) concludes by 
stating, ‘Marketing is specifically concerned with how transactions are created, 
stimulated, facilitated, and valued. This is the generic concept of marketing’. The key 
feature of Kotler’s work in defining Consciousness One, Two, and Three marketing is 
the inherent use of the word ‘transaction’ as a base for these definitions. Marketing as 
such applies to any process (goods, services, ideas) which features an exchange of 
value, facilitated through a transaction be that exchange intangible or tangible (Trustrum 
1989). This view is in contrast to the Service Dominant Logic explanation of marketing 
(Vargo and Lusch 2004) wherein it is suggested that the intangible service exchange is 
now considered a more appropriate description of marketing than the traditional 
tangible goods exchange.  
 
The marketing concept of exchange has traditionally been interpreted as associated with 
the narrow firm/consumer two-way exchange. Given Kotler’s broadened explanation, 
exchanges can be interpreted as a complex set of interactions between many actors or 
stakeholders (Fry and Polonsky 2004). This view of exchange is particularly relevant 
given marketing’s role as a function of society where it interacts with traditional 
stakeholders, such as the firm and consumer and beyond to all publics including 
stakeholders, such as non-profits, public sector, and community groups. As such, any 
marketing activity needs to consider these complex exchanges, all of which have an 
influence on marketing decision making (Fry and Polonsky 2004).  
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The exchange paradigm is the building block for the marketing discipline and lies at the 
heart of marketing’s (past and) future development (Alderson 1965; Dann 2008; 
Houston and Gassenheimer 1987). It is also the foundation upon which marketing 
thought has evolved to this point. Vargo and Lusch (2004) premise their service 
dominant logic upon an evolving model of exchange as did Kotler and Levy (1969) and 
Kotler (1972) in their work towards a generic model of marketing. Bagozzi (1975; 
1978) agrees with the building block analogy by stating that the concept of exchange is 
the means by which marketing thought can be further developed. Foxall (1989) 
disagrees arguing that marketing should not be concerned with all human exchanges, 
but limited to only economic exchanges. A final word on the subject can be attributed to 
Anderson et al (1999:9) who suggests ‘that exchange is the key to unlocking a new 
conception of marketing with near universal applicability in any organizational context’ 
believing that a focus upon the ‘general rather than specific’ application of exchange 
that is societal versus firm/business context, ‘provides a far richer theoretical 
foundation’ upon which to build marketing theory. In this regard, exchange theory 
remains the constant throughout which an evolution of marketing thought and theory 
can be undertaken.  
 
Contemporary explanations of marketing have moved beyond the traditional simple 
transactional exchange view. Researchers now see marketing as being expressed in 
terms of an evolving understanding of the concept of exchange; for example, marketing 
exchanges which take the form of the creation of long term relationships – relational 
exchange (Anderson et al 1999; Grönroos 1994; Gundlach et al 1995; Morgan and Hunt 
1994), or a pluralistic view featuring both transactional and relational exchange 
approaches (Pels et al 2000). More recently a considered response to the goods-centered 
exchange model is expressed by Vargo and Lusch (2004:1) who suggest an evolving 
model of marketing wherein ‘service provision rather than goods is fundamental to 
economic exchange’. This service dominant logic differs from the traditional model of 
exchange of goods and values in that it expresses the exchange as “value in use” 
describing the value in the exchange from the perspective of the service being both 
defined and co-created by the consumer.  
 
Historically marketing thinkers have interpreted the practice of marketing as being 
principally about problem solving (Alderson 1965; Bartels 1988). More specifically, 
with the broadening of marketing’s domain (Kotler 1972), marketing has sought to 
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solve the various problems of society. For example, in the traditional sense within the 
business genre solving the problems associated with distribution, such as bringing 
surplus agricultural produce from the farm gate to market (supply and demand), to the 
more complex social issues facing developing nations, such as preventing hunger, 
reducing poverty, establishing markets and distribution channels and improving the 
country’s standard of living.  
 
Anderson et al (1999:10) states that in order to solve these problems ‘exchanges form 
the indispensable link’ between the problem and the solution. As such, Anderson et al 
(1999) contends that exchange is vital for a society to function effectively. In order for 
societies to be effective, to survive and evolve problems need to be solved. For this to 
happen, exchange – the core element of the marketing process – needs to take place 
between individuals and institutions in society. Change is an essential co-element of the 
process and an outcome of that exchange. For every marketing exchange, a change in 
state has either taken place, taking place or is about to take place. This notion of a 
change in state is the final characteristic of exchange that is not articulated by the Kotler 
model of conditions that need to be met for a successful exchange to occur. However, 
the concept of change is consistent with Alderson’s (1965:280) thoughts that upon 
solving a problem, a ‘changed state of mind’ results. 
 
To conclude, an analysis of the marketing literature would support the assertion that the 
concept of exchange has proven to be a useful basis upon which to explain the 
phenomenon of marketing. Definitions of marketing are premised primarily upon the 
concept of exchange (Anderson et al 1999). The most recent definition of marketing 
(2007) returning to this principle in response to unease with the 2004 redefinition which 
saw marketing expressed without reference to ‘exchange’.  
 
In this thesis, the concept of exchange is considered the foundation upon which the 
marketing discipline is built. The act of exchange is manifested by a transaction that is 
of value to the parties involved. The terms ‘exchange’, ‘transaction’ and ‘value’ are 
used mutually to explain the marketing process. An exchange cannot be transacted 
without value. Marketing does not occur without an exchange, be it exchange of value 
(goods) or exchange of value in use (services). The Vargo and Lusch (2004) 
dissertation, while constructive to the overall understanding of marketing, is not so 
much a paradigm shift as it is an internal exercise in differentiating between whether 
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market exchanges are based originally upon being either a good or a service. The real 
interest for marketing scholarship and this thesis is what causes and leads to the 
exchange taking place.  
 
Bagozzi (1975:35) explores the meaning of exchanges from the starting perspective that 
‘exchange is more that the mere transfer of a product or service for money’. This 
perspective is significant for the questions Bagozzi asks in justifying his argument that 
exchange is the building block upon which the future development of marketing thought 
can occur. Bagozzi makes the assertion that marketing thought is concerned with three 
questions ‘(1) Why do people and organizations engage in exchange relationships? and 
(2) How are exchanges created, resolved, or avoided?’ (Bagozzi 1975:32) and (3) ‘What 
are the forces and conditions creating and resolving marketing exchange relationships’ 
(Bagozzi 1975:37). Bagozzi further states that ‘the processes involved in the creation 
and resolution of exchange relationships constitutes the subject matter of marketing, and 
these processes depend on, and cannot be separated from, the fundamental character of 
human and organizational needs’ (Bagozzi 1975:37). In answering these questions 
Bagozzi’s focus upon the unit of analysis, “the concept of exchange” as marketing’s 
building block, is perhaps premature, incomplete and limiting. The purpose of this 
thesis is to explore the concept of change, using the words of Bagozzi, as a force, 
condition and process that facilitates marketing exchanges and as a constituent element 
of the substance of marketing.  
 
2.4.3 Expanding the Concept of Marketing – The Broadened Domain of Marketing. 
 
Bagozzi’s 1975 article promoting ‘Marketing as Exchange’ links the exchange principle 
with that of the contemporary debate at the time heralding the advent of a new expanded 
role for marketing. This debate took place at the end of the 1960s and into the early 
1970s. Bagozzi (1975:32) states ‘the exchange concept is a key factor in understanding 
the expanding role of marketing’. The 1985 definition of marketing as advocated by the 
American Marketing Association reflects a more encompassing role for marketing 
within the business and non-business environments. This definition is the result of 
initially work undertaken by Kotler and Levy (1969) and Kotler (1972) where 
collectively and individually, the authors broaden the concept of marketing. Kotler’s 
thinking has today been accepted universally as the generic model of marketing, 
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concerned with ‘how transactions are created, stimulated, facilitated and valued’ (Kotler 
1972:22) for all organisation and their publics. 
 
Kotler and Levy (1969) ask whether traditional marketing principles used in the selling 
of toothpaste, soap and steel could in fact be applied to non-business organisations. 
Their assumption is that all organisations have customers whose needs have to be met 
and that marketing as a discipline is ‘a pervasive societal activity’ (Kotler and Levy 
1969:10) suitable for transfer to non-business entities.  
 
Although the marketing profession universally accepted Kotler’s original work with 
Levy, a disapproving viewpoint was advanced by Luck (1969). Luck interpreted Kotler 
and Levy’s work as nothing more than an image building exercise for the marketing 
profession. Graham (1993:166) states that Luck saw ‘little to be gained from such 
reasoning’. Despite this criticism by Luck, the theory of the expanded role of marketing 
was the subject of the 1970 Autumn Conference of the American Marketing 
Association (Graham 1993). Discussion about marketing’s new role and purpose 
extended to the July 1971 edition of the Journal of Marketing. Graham (1993:166) 
states, that there was ‘no published article voicing significant dissent from Kotler and 
Levy’s proposition’.  
 
Kotler’s 1972 article entitled ‘A Generic Concept of Marketing’ refers to his belief that 
he and Levy’s 1969 work did not go far enough. In fact, to quote Kotler, ‘the original 
broadening proposal should be broadened even further to include the transactions 
between an organization and all its publics’ (Kotler 1972:46). Today the generic 
concept of marketing ‘has become the dominant paradigm in the discipline’ (Graham 
1993:166). The generic concept of marketing is now the foundation upon which the 
marketing discipline is established and taught in learning institutions. The legacy of 
Kotler’s articulation for an expansion of the domain of marketing was that new areas of 
academic study were now available to be researched. For example:  
 
• Non-profit (inclusive of public sector) and social marketing (circa 1970s) – 
Kotler and Zaltman (1971); Kotler (1982); Kotler and Roberto (1989); Kotler 
and Andreasen (1991) 
• Services marketing (circa 1980s) – Grönroos (1978) (1980); Lovelock (1983); 
Parasuraman et al (1985); Zeithaml et al (1985); Bateson (1989)  
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• Relationship marketing (circa 1990s) – Grönroos (1994); Gummesson (1994) 
and 
• Online one to one marketing (circa 2000s) – Hoffman and Novak (1996) 
 
2.5 Schools of Marketing Thought 
 
Various schools of thought have been articulated throughout marketing history to 
explain the scientific study of marketing. Three schools of thought were observed in the 
early years of the 1900s through to the end of the 1940s. These schools which broadly 
can be defined under the ‘economic utilities viewpoint’ (Cooke et al 1992; Darroch et al 
2004) were: 
 
• Marketing functions school – concerned with the tasks and activities of 
marketing transactions; 
• Marketing commodities school – concerned with the attributes of the goods 
being marketed; and  
• Marketing institutions school – concerned with the activities of intermediaries in 
the marketing process in particular the flow of goods and services through 
distribution channels (Reed 2010; Groucett et al 2004; Jones and Shaw 2002). 
 
The 1950s heralded the articulation of a new managerial philosophy, the marketing 
concept, which became known as the marketing management school of thought (Reed 
2010). This school of thought asked managers to concentrate on the needs of the 
customer (the market) as opposed to the previously accepted practice of focusing on the 
goods being sold. This approach saw the advent of marketing departments within 
organisations. These departments were responsible for the functions of marketing, for 
example, planning, advertising, sales, market research and achieving customer 
satisfaction. All management decisions made within these organisations were made with 
the customer in mind. All personnel were ‘focused on the customer because the firm’s 
only purpose is to create a satisfied customer’ (Vargo and Lusch 2004:3). The emphasis 
of the marketing management school of thought was upon the role the marketing 
manager played in marketing the organisation’s goods and services (Reed 2010; Bartels 
1988). The marketing management paradigm remains the dominant world view of 
marketing today. 
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In recent times, an emerging school of thought based upon the service dominant logic 
theory of Vargo and Lusch (2004) has been advanced. To date, this school of thought 
has not yet been recognised as a successor to the established marketing management 
school of thought. 
 
2.6  Definition of Marketing  
 
Exploring the concept of change and its relationship with the discipline of marketing 
requires an examination and understanding of the definition of marketing. Debate over 
the nature of the meaning of marketing continues even after some 100 plus years of 
formal marketing scholarship. Notable contributions include: Cassels (1936), 
Cherington (1937), Francis (1938), Converse (1945), Alderson and Cox (1948), 
Alderson (1957) and (1965), Kotler and Levy (1969); Kotler (1972), Bagozzi (1975), 
Hunt (1976), Bartels (1988) Grönroos (1994), and more recently by Wilkie and Moore 
(2003) and Vargo and Lusch (2004).  
 
The official definition of marketing has been the responsibility of the American 
Marketing Association (AMA). On behalf of the marketing collective, the AMA has on 
five separate occasions (in 1948 in response to the 1935 definition as presented by its 
predecessor the National Association of Marketing Teachers, 1960, 1985, 2004 and 
2007) advanced a definition in response to the changing conditions the discipline of 
marketing found itself in. In the case of the 1960 articulation, the AMA reconfirmed the 
1935/1948 position (Darrock et al 2004; Keefe 2004; Cooke et al 1992).  
 
A strength of the evolving nature of these marketing definitions has been its ability to 
both represent and respond to changing societal conditions (CIM 2005). Cooke et al 
(1992:11) note that ‘the definition of marketing changes both with its use and with time. 
This is because the environment and our knowledge of the environment both change’. It 
is an important academic and professional pursuit to understand what is meant by the 
term marketing given that it is an activity that affects us all as individuals, as 
consumers, as members of organisations, and of society. Keefe (2004) suggests the 
marketing fraternity will not have to wait long before the question of definition is again 
raised. She suggests that ‘looking ahead, those involved with the process sense that 
fewer than 19 years will pass before the definition is updated again’ (Keefe 2004:18), 
with possible revision periods of every five years.  
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In reviewing the marketing literature, particularly introductory marketing texts, it is 
generally agreed the most commonly used definition of marketing is that espoused by 
the American Marketing Association (Gross and Peterson1987; Groucutt 2004; McColl-
Kennedy et al 1992; McColl-Kennedy and Kiel 2000; Kotler and Armstrong 1994; 
Kotler et al 1994 (b); Kotler et al 2006; Cravens and Woodruff 1986; Summers et al 
2005). An outline of these definitions as articulated throughout the history of marketing 
thought is now presented.  
 
Marketing is difficult to define (Winer and Dhar 2011) and means many things to many 
people (Summers et al 2005). For most, marketing means advertising and selling 
(Wilkie and Moore 1999). For the cynical, it is a manipulative means by which sales 
people convince customers they should purchase something they do not want (Cant et al 
2006; CIM 2005; Cooke et al 1992 McColl-Kennedy and Keil 2000; Kotler et al 2006; 
Summers et al 2005). Graham (1994b) states that there is no particular model of 
marketing akin to the Australian context. Nor is there a definition Australian marketers 
can claim as unique to the Australian context.  
 
Although the definition of marketing as declared by the AMA is to the outside world 
universally accepted by the marketing fraternity, throughout the history of marketing 
thought much debate and disagreement has existed on the best definition (Cooke et al 
1992). The most notable case is that of the 1985 definition, which resulted in the AMA 
articulating a new definition for marketing after 25 years of controversy and divergence 
of thought (Cooke et al 1992). This trend continues to this day with much debate 
surrounding the 2004 definition of marketing, which resulted in the 2007 redefinition 
(Darrock et al 2004; Dann 2008). 
 
The first definition of marketing was proposed in 1935 by the National Association of 
Marketing Teachers a forerunner organisation to the American Marketing Association. 
The AMA embraced this definition in 1948. It read: 
 
‘marketing is the performance of business activities directed toward, and incident to, 
the flow of goods and services from producer to consumer or user’ (American 
Marketing Association 1948:202). 
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This definition was a reflection of the understanding of marketing at the time. That is its 
focus was upon marketing as a study of distribution channels (Wilkie and Moore 2007). 
The definition also recognised that the environment upon which marketing was set was 
subject to the influences of change, which took the form of principally the change from 
subsidence farming to the production of goods on a mass scale (industrialisation) for 
sale in centrally located markets. These new markets were the result of a population 
moving from rural depressed areas to the urban domain of cities for work and 
opportunity. 
 
The 1960 definition remained basically the same as the 1948 definition except for a 
slight editorial change. This definition was the definition used in most introductory 
marketing textbooks (Graham 1994b).  
 
The 1960 definition of marketing read: 
 
‘Marketing is the performance of business activities that direct the flow of goods and 
services from producer to consumer or user’ (American Marketing Association 
1960:15). 
 
Definitions of marketing draw upon the discipline’s heritage and take into account the 
environment within which marketing operates and the marketer’s understanding of how 
this environment changes over time (Cooke et al 1992; Gundlach 2007; Zinkhan and 
Williams 2007). In particular, as Bagozzi (1975) states, the heritage value of ‘exchange’ 
is the core principle if an understanding of marketing is to be assumed. Therefore, any 
definition would reflect this core principle.  
 
In 1985, a revised definition was promulgated by the American Marketing Association. 
The definition focused upon the creation of exchanges (Keefe 2004) and ‘the exchange 
paradigm as the bedrock of marketing theory and practice’ (Dann 2008:93). Equally, 
Wilkie and Moore (2007) note that this significant redefinition firmly focuses upon the 
manager tasking them with applying the four Ps and managing the exchange process 
and its success. It read:   
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‘Marketing is a process of planning and executing the conception, pricing, promotion 
and distribution of ideas, goods, and services to create exchanges that satisfy individual 
and organizational objectives’ (Marketing News 1985:1). 
 
Marketing, according to this definition, was principally a management function. Various 
individual definitions of marketing throughout time have reinforced Dann’s above 
proposition that the concept of exchange is the bedrock of marketing theory and 
practice. Among these definitions are: Crompton and Lamb (1986) defines marketing as 
‘a set of activities aimed at facilitating and expediting exchange’. In 1992, Cooke 
defined marketing as ‘a process by which satisfactory exchanges of ideas, goods and 
services are managed from conception to final consumption’ (Cooke et al 1992:16). 
Kotler et al 1994:5 (b) defines marketing ‘as a social and managerial process by which 
individuals and groups obtain what they need and want through creating and 
exchanging products and value with others’.  
 
Between 1985 and 2004 there was much discussion and discord in regard to the 1985 
AMA definition. This discord reflected unease with the scope of marketing as just a 
managerial function and the responsibility of the marketing department. The 1985 
definition also reflected the changing nature of society and economies resulting in the 
broadening of marketing’s domain into non-traditional areas of marketing, such as 
services, government, non-profits and electronic marketing. 
 
Keefe (2004), in reflecting upon the AMA (2004), redefinition notes that the marketing 
community witnessed changes in the nature, scope and practice of marketing throughout 
the 1990s and early 2000s. These changes again heralded questions as to the meaning of 
marketing and culminated in Vargo and Lusch’s (2004) reappraisal of marketing. In 
response to the influence of change over the previous 20 years, the AMA in 2004 
created a new definition for marketing. 
 
It read: 
 
‘Marketing is an organizational function and a set of processes for creating, 
communicating and delivering value to customers and for managing customer 
relationships in ways that benefit the organization and its stakeholders’ (Marketing 
News 2004:17). 
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The 2004 definition was also subject of much reaction and commentary (Gundlach 
2007; Wilkie and Moore 2007; Sheth and Uslay 2007; Ringold and Weitz 2007; Mick 
2007; Zinkham and Williams 2007). Implicit in this definition is the notion that 
marketing was more intrinsic to the organisation (Keefe 2004) and not just the 
functional responsibility of the marketing department (CIM 2005). An alternative 
perspective expressed by Wilkie and Moore (2007:270) is that the 2004 definition 
continued the earlier 1985 view of marketing as a managerial function, but did so in a 
manner that ‘delimit(ed) marketing with its singular focus on the individual 
organization acting alone’.  
 
Keefe (2004:17) quotes AMA academic head Greg Marshall as saying that the 2004 
definition ‘is really something that makes the organization run’. Wilkie and Moore 
(2007:270) take issue with this narrow focus, noting the deficiency of the definition that 
does not take into account the ‘entire field or discipline of marketing’. Wilkie and 
Moore (2007:273) call for ‘a larger conception of marketing’. Given this view and 
consistent with the thoughts of earlier pioneering marketing thinkers, such as Kotler and 
Levy (1969) who stated that marketing is a pervasive societal activity, it follows that a 
more complete definition of marketing was necessary (Wilkie and Moore 2007). A 
more complete definition should reflect the view that marketing makes not only the 
organisation run, but also society as a whole run. This is a conclusion that can be drawn 
from Wilkie and Moore’s (2007) focus upon the limiting factors of the 2004 definition 
wherein their focus is upon the role marketing plays more broadly in society not just as 
an organisation centric activity. 
 
It is the view of Wilkie and Moore (2007:274) that ‘the 2004 definition is no longer 
sufficiently encompassing to stand for the entire field of marketing’. In addition the 
2004 definition does not use the term exchange as was the case for the 1985 definition, 
(Sheth and Uslay 2007), but instead states that ‘marketing’s purpose is to create value’ 
(Darrock et al 2004:31). Further, the 2004 definition extends the premise of marketing 
beyond satisfying individual objectives to include ‘managing relationships with all 
stakeholders’ (Darrock et al 2004:31). 
 
As stated earlier, the 2004 definition met with concern as to its suitability as an 
appropriate definition for marketing (Wilkie and Moore 2007). This concern manifested 
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into a formal five-year review process (Ringold and Weitz 2007). The first revision of 
the 2004 definition took place in late 2006 and resulted in the release of a new 
definition. This definition read: 
 
‘Marketing is the activity, conducted by organizations and individuals, that operates 
through a set of institutions and processes for creating, communicating, delivering and 
exchanging market offerings that have value for customers, clients, marketers and 
society at large’ (Wilkie and Moore 2007:275). 
 
In January 2008, the AMA released an agreed set of words. This read: 
 
‘Marketing is the activity, set of institutions, and processes for creating, 
communicating, delivering and exchanging offerings that have value for customers, 
clients, partners, and society at large’ (Marketing News 2008). 
 
2.7 Marketing Remains a Misunderstood Term 
 
Throughout the study of marketing thought, marketing has been interpreted as solving 
the problems of business and society (Kotler 1972; Bartels 1988). However, marketing 
as a discipline is experiencing its own problem. The problem with marketing today is 
that, despite the well accepted academic broadening of the concept of marketing to 
serve all publics (Kotler 1972), its acceptance and understanding in the society it serves 
is still questioned and its application problematic (Day 1996; Brown et al 1997; Doyle 
1995).  
 
It is interesting to note that Day (1996), Brown et al (1997) and Doyle (1995) expressed 
these views at a time of significant change, the closing of the 20th century and dawn of 
a new century. This problem is due to the belief that marketing is primarily a business 
activity with its core element being the concept of exchange. It is this focus upon the 
concept of exchange that reinforces the public perception that marketing is a business 
application only, principally about advertising or selling, both of which are negatively 
characterised by undertones of unnecessary and unethical behaviour forcing the 
individual to purchase (exchange) something they do not want or need (Armstrong et al 
2012; Cant et al 2006; CIM 2005; McColl-Kennedy and Kiel 2000; Gross and Peterson 
1987; Cravens and Woodruff 1986; Kotler et al 2006; Levens 2010; Monger 2007 
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Groucett et al 2004). Such an understanding limits marketing’s domain as a pervasive 
societal activity (Kotler and Levy 1969).  
 
Marketing is a misunderstood term with many definitions and interpretations. This view 
seems to have existed forever, with Aristotle claiming that marketing men (traders) 
were ‘useless profiteering parasites’ (Cassels 1936:130). Modern marketing scholars 
attest to such descriptions joining with scholars of the past to present a not too flattering 
portrait of the discipline (Cherington 1937; Cravens and Woodruff 1986; Francis 1938; 
Gross and Peterson1987; Houston 1986 Kotler et al 2006; Kyambalesa 2000; Lazer and 
Kelley 1973; McColl-Kennedy and Kiel 2000; McKenna 1991; Miller and Layton 2000; 
Quester et al 2004; Summers et al 2005; Wilkie and Moore 1999). Similarly, Bartels 
(1988:29) in his thesis on the history of marketing thought refers to the views held 
towards marketers by the broader community at the turn of the twentieth century stating 
that ‘wholesalers were parasitic’, and that consumers were subject to the unfair 
activities of vendors. Jones and Shaw (2002) cite such prejudice against the marketing 
profession and those who practice marketing as long standing with its beginnings in 
ancient times. Such perceptions by the public led early marketing thinkers to try to 
explain and justify marketing activity in order to clear up these misunderstandings and 
misperceptions. Despite over a century of formal marketing study, the pursuit for 
marketing to create its own legitimacy continues at the beginning of the twenty-first 
century.  
 
This raises the question, ‘So why does the public’s misperception continue?’ 
 
Notwithstanding the above lack of clarity over meaning (AMA 2007; CIM 2005; Vargo 
and Lusch 2004), marketing is an important management undertaking to study (Cravens 
and Woodruff, 1986; McColl-Kennedy et al 2000; Quetser et al 2004). Marketing 
pervades and influences all human activity (Kotler et al 2006; Kotler 1972; Kotler and 
Levy 1969; Quester et al 2004) from exchanging conversation at a bus stop, buying 
bread at the corner shop, to getting a job, to changing attitudes and behaviours. 
Marketing is practiced in all organisations, for example, the public sector, political, 
religious organisations and non for profits. Despite criticisms that marketing creates 
“unintended consequences” (Fry and Polonsky 2004) for society, such as traffic 
congestion and poor air quality management, ‘marketing has performed fairly well for 
society’ (Lazer and Kelley 1973:8) creating the standard of living modern societies 
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today enjoy. Marketing functions in a society because individuals who make up the 
various publics in one form or another allow it to happen, (Lazer and Kelley 1973) 
require it to happen, and encourage it to happen. Hunt (2002 b:306) reminds the 
marketing collective that ‘society is always the ultimate client of our discipline’.  
 
Reflecting on Kotler and Levy’s (1969) accepted view of marketing as a pervasive 
societal activity, this thesis intends to draw and test the conclusion that as all individuals 
in society are a part of the marketing process, marketing in itself must be a fundamental, 
dominant force within society, responsive to change in the environment and a force 
capable of driving change and renewal. Therefore, change, is a possible factor worth 
investigating in addition to the concept of exchange that causes or influences how we 
interpret, view and come to understand what is meant by the substance of marketing. 
The pursuit for marketing to create its own legitimacy continues. ‘Is marketing 
behaviour, that is, how marketing is applied in practical application, how marketing is 
taught in academia, and how it is conceived by the public, primarily shaped by an out of 
date normative framework, the exchange paradigm, which in fact limits a fuller 
understanding of what marketing means?’  
 
This thesis aims to draw upon the motivations, thoughts and insights of early marketing 
pioneers, such as Wroe Alderson (1957; 1965), to question the practical and academic 
domain of modern marketing as we understand it today. This aim will enhance the 
existing marketing framework by better understanding marketing’s underlying 
assumptions and methodological approaches including those of Alderson (1957;1965) 
whose work on transvections and transformations (change) appears to have not been 
reflected in any modern interpretation of marketing. This thesis will challenge the 
prevailing assumption associated with marketing thought development; that being, that 
marketing is premised solely upon the concept of exchange (Bagozzi 1975; Kotler and 
Levy 1969).  
 
2.8 Marketing and Change: The Environmental Influence 
 
Individuals, organisations and society are a critical part of the marketing planning 
process. All three conduct exchanges that result in their needs and wants being satisfied 
(Bagozzi 1975; Kotler 1972; Armstrong et al 2012; Cant et al 2006; Summers et al 
2005). Within the marketing system transformations or changes also occur in order to 
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satisfy these needs and wants (Alderson 1957; 1965). In academic terms, this has been 
interpreted as adding value; for example, the making of bread adds value to the raw 
material wheat. An alternative way of looking at the notion of an exchange of value is 
that it is the outcome, the end result, of a preceding transformation or change.  
 
Change is a significant characteristic of organised society, and represents the essence of 
marketing progress (Francis 1938). The twentieth century has been punctuated by 
significant events which, by their nature, have led to fundamental change. Societal level 
changes have ranged from: the transition from cottage-based craft to large centralized 
factories mass producing the basic goods required by society; the emergence of market 
economies throughout the world; and the development of coherent patterns of 
globalised trade, communications and business. Significant international events from 
the First World War, the Great Depression, and the Second World War introduced 
change at increasingly large scales and pace. Economic interconnection, dawn of 
consumerism (1950) increased wealth and innovation (1950s), a conservative society 
(1950s) undergoing transformation by a generation seeking fundamental change, the 
space race, the arms race, the Civil Rights movement (1960s and 1970s), the oil crises 
(1970s), globalisation’s (1980s and 1990s) fundamental realignment of  how business is 
conducted, office automation, the internet (1990s), the advent of world-wide terrorism 
(2000s), the global economic crisis (2000s) and its aftermath (2010s) have embedded 
change as a constant in society.  
 
Of interest to the academic and marketer alike, is the fact that within this environment 
characterised by change, marketing as it is understood today has flourished. The basic 
understandings, definitions, concepts and practices embodied in twentieth century 
marketing thought development have matured as a function of the discipline’s 
interaction with its changing environment. According to Dixon (1999) and Wilkie and 
Moore (1999; 2003) marketing is a discipline that reflects, and functions within, the 
environment that it finds itself. Engle (1941) saw marketing systems as a fundamental 
part of a larger political and social milieu. Hamilton (1991) states that, economic 
systems do not function in a space devoid of external or environmental influences. It 
therefore remains to be investigated that marketing as a system, with its origins in 
economics and which is inherently part of our social and human structures, similarly 
functions by being influenced by environmental factors. The most significant of these 
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factors is the concept of change. In light of this, the concept of change as a determinant 
in marketing needs to be further investigated. 
Bartels (1988:1) argues that ‘the development of marketing was a result of 
circumstances’ which involved change, particularly in the environment in which 
marketing operates and, in turn, led to a change in the way marketing was thought of. 
Such a view supports the evolved wider notion of marketing as not only a business 
application but also a societal force concerned with solving the practical problems of 
economies and societies.  
 
Bartels’ (1988) commentary leaves the student of marketing to ponder whether 
marketing thought and the definition of marketing should reflect the environmental 
influences that were and are present at any given time in its development. For example, 
early marketing thought (1890 – 1930) reflected the dominant problems of the time 
found in the agricultural sector in particular the need for farmers to provide access to 
their surplus produce, and for consumers (increasingly relocating to cities) to access 
farm produce.  
 
Marketing’s role was to direct customers to goods by creating a market and improving 
distribution networks to satisfy the unmet needs of the market and the producer 
(National Association of Marketing Teaching 1935 in Keefe 2004). The environment 
was characterised by the industrialisation of the agricultural sector to produce mass 
volumes of produce for consumption. Marketing thought development of the time was 
influenced by this changing environmental factor and was subsequently reflected in the 
discipline’s concentration upon distribution. The 1935 marketing definition attests to 
this point by linking the demands of the environment to the meaning of marketing. 
 
Equally so marketing thought in the early 1960s reflected the problems facing society, 
and responded by proposing solutions through the marketing planning process (Kotler 
and Levy 1969; Kotler 1972). The concept of exchange was presented as the element of 
the marketing planning process that could solve the problems faced by non-business 
organizations such as churches and museums (Kotler 1972) whilst still supporting the 
commercial ventures of business. However, during the 1960s, the fact that society was 
beset by change and undergoing a process of change is a significant factor. The 
conservative nature of society was challenged by the transition of society in the 1960s 
towards more permissive cultural frameworks.  
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Marketing thought, in reflecting this environment, would reflect the notion of change, 
the process of change and the change activity that facilitates the exchange and creates 
the value proposition. Currently, the pursuit and meaning of marketing, in academic 
terms and in practical application has focused upon the nature and scope of the 
exchange as its building block (Alderson 1965; Kotler 1972; Bagozzi 1975) not the 
concept of change as a determinant for explaining the substance of marketing. A gap 
exists in the existing marketing literature for researchers to explore the nature and scope 
of these transformations and changes as an additional complementary building block for 
improving the marketing planning process and for gaining a greater appreciation of the 
substance of marketing.  
 
2.9  The Role of Change in Marketing History 
 
As a civilization, any review of human history shows that change is a core characteristic 
and requirement for the evolution of man. Change similarly has a role to play in the 
evolution of marketing and has been reflected upon in the analysis of marketing history 
with Hollander et al (2005:35) referring to the study of history as being ‘the study of 
both continuity and change’. As new paradigms are presented with the aim of providing 
a more complete world view for marketing, the profession has come to understand the 
reason for such a change. The advancement (and future) of the marketing profession is 
only possible by understanding the past events that have shaped the nature and scope of 
marketing to date. Coming to terms with what constitutes or is understood to be the 
substance of marketing has been both an important preamble and prerequisite to 
determining what is currently understood to be the nature of marketing thought. 
Therefore, it follows that any evolving understanding of the substance of marketing will 
equally act as a preamble and precondition to the future direction of marketing thought. 
 
A familiar validation for studying the history of any given discipline is that: for those 
who do not know their past, they are doomed to repeat its mistakes. A premise in this 
thesis is that marketing has not so much made mistakes in repeating and mimicking 
since the 1960s the proposition that exchange is the core concept of marketing, but that 
as a discipline it has failed to acknowledge the implications of marketing being a 
function of the environment in which it operates and thus, in particular, one condition – 
a constant of that environment – the variable of ‘change’. Marketing operates within an 
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environment where exchanges take place between willing parties, in a fair and equitable 
manner but also in an environment characterised and influenced by change (Bartels 
1988; Cooke et al 1992; Jones and Shaw 2002).  
 
The study of marketing history allows for the better understanding of the changes that 
have taken place in marketing, by building for the researcher a chronology of prior 
knowledge. Without prior knowledge, there can be no real advancement of a discipline. 
Equally without an understanding of the history of the marketing discipline is the 
researcher able to consider the questions that have not been answered, question the 
answers that constitute current marketing thinking, and shape the questions that may 
provide further insight into the future evolution of marketing thought (Jones and Shaw 
2002). The generation of new thought in a given discipline requires the researcher to 
respect the important dates upon which the discipline is founded, as well as the 
important figures and ways of thinking. The study of the marketing discipline is no 
different.  
 
2.10 Marketing: The Change Paradigm 
 
The last decade of the twentieth century and the first decade of the twenty-first century 
has firstly, seen concern as to the future of marketing (Day 1996; Brown et al 1997; 
Doyle 1995), secondly, a rethink on the meaning of marketing (Vargo and Lusch 2004; 
Day 2004; Deighton and Narayandas 2004; Gummersson 2004; Hunt 2004; Prahalad 
2004; Rust 2004; Shugan 2004) and thirdly, new definitions for marketing (AMA 2004 
and 2007). The purpose of this thesis is to investigate the concept of change in the field 
of marketing aiming to express the theoretical view that the concept of change has a role 
to play at least equal to the concept of exchange in any articulation of the basic core 
elements that constitute a definition and paradigm for marketing. 
 
This thesis argues that, upon an analysis of the history of marketing thought, the 
condition of change is ever-present and has, at times that are now known as critical in 
marketing thought development, influenced the development, articulation and 
acceptance of new, evolving marketing paradigms. The dynamics of change are always 
in progress and as such alter the parameters and the way in which marketing is 
conceptualised, much the same as in economics (Hamilton 1991). In light of this, this 
thesis will explore the concept of change in marketing as a new paradigm for marketing 
43 
 
thought and will explore the concept of exchange to investigate the cause and 
motivation for the exchange in the first instance. An axiom will be advanced that a 
desire for a change in state exists, in the first instance, in order for successful marketing 
exchanges to occur. 
 
A starting point for the development of theory is to ascertain how existing knowledge in 
the discipline is constructed. The pursuit of marketing theory is no different in this 
regard and leads one to ask, ‘How is the knowledge, the intellectual heritage, of 
marketing constructed?’ From such a historical understanding comes the opportunity to 
contribute new theory to the marketing discipline. As discussed in Section 2.4.2, the 
dominant paradigm in marketing is the premise that the concept of exchange is the core 
element of marketing. This thesis will demonstrate how marketing evolved over time as 
a result of change from a branch of economics (concerns over distribution and pricing), 
to a business way of thinking, through to being thought of as a societal wide framework 
applied by all organisations to the problems faced within their direct sphere of 
influence.  
 
The influence of the concept of exchange, as the core element of marketing, is self-
evident to the marketing student; this is proven by the extent to which marketing 
academics have written of its importance and used the concept as a starting point for 
their respective discourses in marketing thought development (Armstrong et al 2012; 
Cant et al 2006; Kotler et al 2006; Summers et al 2005). This inference, and the belief 
by academics that it is the crux upon which marketing’s future development lies, has 
become the dominant principle of all schools of marketing thought through repetitive 
use and acceptance. However, Mizruchi and Fein (1999:670) state that ‘a dominant 
discourse is not necessarily all-encompassing’ as there may be an alternative 
explanation to a given phenomenon.  They further conclude that those scholars 
advocating the dominant paradigm may do so because it is a condition for their 
acceptance into the respective academic fraternity.   
 
The condition in this case being that the concept of exchange has too readily been 
accepted as an all-encompassing explanation of marketing. The dominance of the 
concept of exchange in marketing is an example of what DiMaggio and Powell (1983) 
refer to as mimetic isomorphism. That is, to say that while the initial intentions of the 
forefathers of marketing exchange theory (Alderson 1957; 1965; Kotler 1972; Bagozzi 
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1975) were genuine and just in that it set a course to differentiate marketing from other 
disciplines by declaring the concept of exchange as marketing’s unique ‘X’ factor, 
subsequent academics have imitated these forefathers by adopting without question the 
belief that exchange is solely the core element of marketing. The body of marketing 
literature over the years supporting the concept of exchange as the only core element is 
testament to this assertion. The concept of exchange in marketing is rational; however, 
the more substantive question is, ‘Does it satisfy completely an explanation of the 
substance of marketing?’ ‘Could there be an alternative explanation?’ 
  
Such thinking has led to a condition of sameness (DiMaggio and Powell 1983) in how 
the marketing discipline has come to be interpreted – sameness in terms of marketing 
structure, marketing definition and marketing culture. This sameness manifests itself in 
terms of academics modelling their research output (publications) and textbooks on 
those leaders who went before them without questioning this underlying assumption of 
marketing. Such a practice ensured legitimacy of research effort, publication and an 
academic future. Such thinking accords with the prevalent discourse over time, the 
articulation of the concept of exchange as the core element of marketing. That is, the 
concept of exchange has been used and repeated for the last 60 years to become the 
common discourse and firmly held belief in marketing thought. Although, the question 
remains does ‘the concept of exchange’ completely satisfy an appropriate explanation of 
the substance of marketing.  
 
To facilitate a better understanding of the substance of marketing, it is necessary to 
appreciate the institutional determinants that make up the structure (isomorphism) of 
marketing. In this sense, ‘What is marketing’s reality?’ ‘What are the actions that over 
time have been repeated and accepted by the fraternity as representing the substance of 
marketing?’ It is fair and right to say that the concept of exchange is the repeated 
determinant that makes up the structure of marketing thought. 
 
Marketing from an institutional perspective has traditionally been seen as a business 
activity operating within the economic framework of the production and consumption of 
goods. A feature of this economic context is the concept of exchange (Bagozzi 1975).  
 
The marketing view of reality is also supported by a definitive set of normative beliefs 
that have been attributed to the development of modern marketing thought. The concept 
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of exchange has become marketing’s shared belief system and its principal structural 
component. Meyer and Rowan (1977) understand institutionalism to be a belief system 
based upon a set of elements that established a given organisational structure. Berger et 
al (1973) refers to these beliefs as a discipline’s modern consciousness.  
 
Kotler (1972) articulates three states of marketing consciousness, all premised upon the 
concept of exchange. Marketing Consciousness One specifies the market transaction 
between the producer of the good and the purchaser of that good. Beyond the concept of 
a market transaction and the associated specific payment is Consciousness Two where 
market transactions are replaced by organisation-client transactions (exchanges). 
Consciousness Three marketing ‘holds that marketing is a relevant subject for all 
organizations in their relations with all their publics, not only customers’ (Kotler 
1972:19). Consciousness Three marketing is referred to by Kotler as the generic model 
of marketing relevant to all human interactions (Webster 1992). It has become accepted 
as the common understanding of marketing – the generic concept – in institutional 
theory terms its social reality.  
 
Kotler (1972), by his articulation of a generic model of marketing, has become the 
authority, the major influence upon the structure of modern marketing thought. Authors, 
such as Vargo and Lusch (2004), have built upon the essential features of Kotler’s 
world view to embrace the concept of exchange as the building block by which to 
develop theory. Kotler (1972) along with Bagozzi (1975), ‘the core element of 
marketing is the concept of exchange’ and earlier Alderson (1957; 1965), ‘the law of 
exchange’, have created the rule that determines the institutional structure of marketing. 
In turn the concept of exchange and its universal approval has been accepted as 
legitimising marketing as a field of academic endeavour and human activity. 
 
Scott (1987) refers to organisations mirroring or replicating features of the environment 
into their structures. This is consistent with the view that marketing has been expressed 
as a function of the environment in which it operates. The marketing environment is 
defined as being the microenvironment, ‘forces close to the organization’ (McColl-
Kennedy and Kiel 2000:54) and the macro environment (societal forces), which are 
‘constantly changing’ (McColl-Kennedy and Kiel 2000:58).  
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The macro environment is expressed as social, economic, technological, legal and 
political forces (Cravens and Woodruff 1986; McColl-Kennedy and Kiel 2000) each of 
which are subjected to change and thus influence the marketing planning process. 
Wilkie and Moore (2006:227) refer to the need for ‘a historical understanding of the 
development of marketing and the various ways it has shifted to reflect wider social, 
economic, technological, legal and political concerns’ as providing opportunity for 
marketing scholarship.  
 
Such scholarship would focus upon the significant issues of, and questions facing, 
current marketing thought development. One such significant issue and the subsequent 
questions it raises, is that of: ‘What is the substance of marketing?’ It is within this 
framework of macro environmental (social, legal, technological, political and economic) 
forces that the ever-present concept of change can be explained and tested as an 
influencing variable on any explanation of the substance of marketing.  
 
Table 2.2 below chronologically details the nature of the concept of change in 
conjunction with the forces operating within the macro environment of the time. The 
marketing practitioner must, in particular, be conscious of the macro environment and 
how such forces affect the marketing process noting that change affects how they 
perform their duties in particular the marketing strategy to be developed (Armstrong et 
al 2012; Winer and Dhar 2011; Groucutt 2004). 
 
Within the broader social, political, economic, technological and legal environments 
Kotler (1972) and Bagozzi (1975) have successfully argued that the concept of 
exchange applies to all transactions between all publics within society and that 
decisions made around such transactions are influenced by these environmental forces. 
In this regard, marketing thought has demonstrated its capacity to draw upon specific 
environmental forces within which the function of marketing operates and apply these 
forces to the concept of exchange in order to substantiate this concept as an 
interpretation for defining the substance of marketing. Such an interpretation has 
resulted in the articulation of exchange theory as the core element of marketing. 
Applying a similar methodology to the concept of change invites an opportunity to 
expand the substance of marketing and marketing thought.  
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Table 2.2: Chronology of the Concept of Change 
Marketing Environmental Forces Nature of the Change Influencing 
Marketing Thought 
Marketing Chronology 
Social Changing societal values  1960s-early 1970s 
Economic Changing demographics, transition 
from rural to urban dwellers. 
Problems associated with the 
distribution of goods. 
Rising inflation, energy crises. 
Severe economic recession. 
Rapid expansion in technology and 
information technology. 
Increasing globalisation, 
Global Financial Crises. 
1900-1930s 
 
 
 
1970s 
 
1980s 
1990s 
2000s 
Technological Changing business platforms, 
Information Technology Revolution 
(The Internet, World Wide Web), 
electronic retailing, and virtual 
market space. 
1990-current 
Legal Changing legal frameworks –
Legislative changes in consumer 
law (Consumer Bill of Rights) and 
civil rights. 
1960s 
Political Changing political climate – Civil 
Rights, antiwar, end of the era of 
conservatism. 
1960s 
 
Kotler (1972:46) refers to marketing as being a discipline that can willingly re-evaluate 
itself as ‘the surrounding society changes’. The ability to adapt to forces within the 
environment is crucial in order for the marketing discipline to survive and prosper, 
particularly the force of change. Evidence suggests that marketing has demonstrated a 
strong capacity to do so. For example, marketing’s ability to respond to changes in 
society with solutions to social structures, such as improved ways of distributing goods 
to create markets throughout the 1900s  to 1930s, the consequence of an agrarian 
society changing due to the industrialisation of farming practices (economic and 
technological forces) and the unmet needs of an increasingly urbanised population 
(social forces), runs parallel to marketing’s ability to respond in a positive manner to the 
consequences of a generation demanding social change (1960s), of individuals within 
society seeking an enduring relationship with goods and service providers (1980s-
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2000s), and an information technology era where society has been transformed by the 
use of electronic exchanges (1990s-2000s).  
 
The implication of Kotler’s statement for the marketing discipline is that if marketing 
re-evaluates what is understood to be the substance and meaning of marketing as the 
surrounding society changes, then where does the concept of change – an element that 
according to Kotler is a precondition for the re-evaluation – fit into the collective 
understanding of the substance of marketing? To date, any understanding of the 
substance of marketing has been based upon its traditional heritage of economics in 
particular the traditional view of marketing being a transaction – an exchange of value – 
following agreed rules and norms (Kotler 1972, Bagozzi 1975, Vargo and Lusch 2004) 
or in the views of Hamilton (1991) based upon the doctrine of ‘Newtonianism’. 
 
Kotler and Levy (1969) proposed a broadening of the concept of marketing. Their 
starting point was that no attempt had previously been made to integrate any reference 
to non-business marketing into marketing thought development. The result of their work 
(Kotler and Levy 1969; Kotler 1972) was the articulation of an expanded view of 
marketing subsequently agreed upon by the marketing collective. 
 
In a similar manner, this thesis asserts, that one aspect of modern marketing thought – 
the concept of change – appears not to have been replicated from the environment 
within which the discipline operates. In this regard, there has been little attempt to 
incorporate the most significant of environmental influences, the concept of change, 
into the body proper of marketing thought development. The extent to which change is 
treated within the marketing literature rests firmly as an outcome-based focus. That is, 
the application of marketing is a means by which to create change (Levy and Zaltman 
1975).  
 
Marketing is responsible for a change in behaviours and attitudes such as better health 
outcomes. For example, an individual choosing to stop smoking and people living 
healthier lives through exercise. The practice of marketing is traditionally thought of as 
delivering change (Wilkie and Moore 1999), as opposed to marketing being inherent of 
change; that is, marketing contributing to society as a consequence of change occurring 
in the environment in which it operates (Levy and Zaltman 1975). The concept of 
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change in any understanding of the substance of marketing thus remains unexplored in 
the marketing literature.  
 
Throughout their work, Levy and Zaltman (1975) refer to the study of marketing and 
society from the perspective that the societal part of the relationship has been 
interpreted as static. Consistent with the general thesis advocated by Levy and Zaltman 
(1975), it is wrong to suggest that the marketing discipline has remained of this view. 
Kotler’s (1972) generic model of marketing demonstrates that marketing thought has 
taken into consideration the dynamics of the whole system, as evidenced by the societal 
orientation of marketing. Social marketing is an example of marketing’s greater role in 
society in this regard. If marketing causes social change, then it stands to reason that the 
processes involved in marketing are determinants of both the change condition and the 
resulting desired outcome. For example, the desired outcome is the change in state from 
unhealthy lifestyle to a healthy lifestyle, whereas the change condition is expressed as 
the individual being under the influence and effect of the need for a change. The current 
marketing orthodoxy interprets such an outcome (social change) as being manifested 
through the condition of exchange only. 
 
Equally if marketing is a consequence of change (Levy and Zaltman 1975), then it 
stands to reason that marketing is influenced and determined by the change paradigm 
which is sourced from the environment in which the marketing activity is taking place. 
The hypothesis in this thesis is that the concept of change occurs throughout the 
marketing process and is also a function of its environment, an environment that 
features the concept of change as a basic element of society. A key question then 
follows: ‘Should the concept of change be represented in any explanation of what is the 
substance of marketing?’ 
 
Work by Alderson (1957; 1965) reinforces the view that the concept of change at the 
definitional, paradigmatic level is not afforded representation in modern marketing 
thought. Change is not one of the conditions as articulated by Kotler (1972) upon which 
exchange and, therefore, marketing is premised. The notion of change remains implied 
in marketing literature with the main focus being upon the exchanges that take place 
between parties. A more balanced analysis requires a careful consideration of 
Alderson’s transvections theory to reflect the more fundamental and complimentary role 
that change plays in the marketing process. 
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The institutional approach to marketing holds that the discipline is focused upon a 
structure which embraces all marketing activity within society, a perspective that 
affords consideration given Kotler and Levy’s (1969) reference to the discipline’s 
pervasive influence within society. In other words, this approach views marketing as a 
component of a holistic, all-encompassing system of interrelated human activity. In 
such a perspective, marketing’s defining activity (exchange) cannot be separated from 
other human activities of which the ever-present concept of change is a significant 
component. The concept of change belongs to the realm of the institutionalist (Hamilton 
1991). When adopting an institutional approach, a key question for the marketing 
discipline is: ‘What is the nature of the interrelationship between the concepts of 
exchange and change?’ The concept of exchange in marketing terms should not and 
cannot be separated from the concept of change in any understanding of the substance 
of marketing given both are key parts of an all-encompassing system of human activity. 
 
Hamilton (1991:13), an economist (the traditional domain of marketing), leads a 
possible way forward for a more robust analysis of marketing by stating ‘that an 
adequate economic theory should deal with cumulative change and that traditional 
economics failed to meet the test of a valid theory by not dealing with change’. Other 
than dealing with the concept of change through the cause marketing literature 
(marketing as a cause of change, Levy and Zaltman 1975), marketing theory has not 
dealt with the concept of change as an expression of theory or as a paradigm of 
thinking. Applying Hamilton’s words, the traditional view of marketing has failed to 
incorporate the concept of change into marketing theory. Emphasis should be given to 
the evolutionary nature of change when studying the substance of marketing. Such a 
perspective would recognise the core element of marketing as ‘change’ and not just the 
traditional way marketing is thought of – its core element being exchange. 
 
As previously stated, the core element of marketing is recognised as being the exchange 
that takes place between parties. The purpose of this thesis is to look at the reason for an 
exchange in the first instance. The assumption is that the parties, be they individuals, 
organisations or society as a whole, desire a change in their fundamental state of being 
in the first instance. This desire manifests itself into the exchange that is the core 
element of marketing. However the question can be posed: ‘Is this understanding of 
marketing (the concept of exchange) a true representation of the discipline?’ Such an 
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assumption leads to a possible conclusion that the fundamental unit of analysis in 
marketing should not be the concept of exchange but, rather, the concept of change.  
 
An alternative view of marketing is that it is not so much about an exchange creating 
value for those involved, but that it is about the individual’s desire for a change in their 
current state of being and about marketing’s role in creating, communicating, 
delivering, and responding to the desire for a change in that state of being. For 
marketing to occur, a desire for change in state must precede the exchange between 
parties. The current dominant paradigm of marketing does not allow for this 
interpretation and instead focuses upon the concept of exchange and the task of 
managing the marketing activities that create the exchange. The marketing as change 
paradigm goes beyond this managerial role to focus attention upon what motivates the 
exchange before it takes place and introduces and explores the importance of the 
marketing discipline and its practitioners providing leadership (Cant el at 2006) in the 
form of transformational leadership (Bass 1985a), as opposed to transactional 
management (Burns 1978), in the marketing process. 
 
The study of change is important for marketing thought development given its 
implications for the classical traditional model of marketing – the marketing 
management school of thought. Where traditional marketing has been premised upon 
classical economic theory in that marketing theory is based upon Newtonian laws 
(Hamilton 1991), with the result being marketing professionals practice managing the 
laws and norms of marketing, the study of change characterised by institutionalism and 
the evolutionary nature of society and accumulated knowledge – Darwinism (Hamilton 
1991) – presents an opportunity to move beyond the traditional marketing management 
model. An alternative model of marketing is the marketing leadership paradigm. This 
model features marketing practitioners playing a much stronger transformational 
leadership role in the social structures they serve. Such an alternative marketing model 
is apt given the nature of institutionalism, principally the application of the concept of 
change to theory development (Hamilton 1991). 
 
Kotler (2005:114), in part, defends the broadening of the marketing concept beyond the 
traditional commercial for profit sector by stating the that, by expanding its domain, 
marketing as a field of study will be more attractive to a ‘wider audience of young 
people’. Bartels developed a lifelong interest in the development (history) of marketing. 
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One of his motivations for doing so was to improve marketing text for educational 
purposes and saw this pursuit as most important (Shaw and Tamillia 2001).  
 
With similar motivation, a criticism of the teaching of marketing is that marketing texts 
often only refer to marketing as production, sales, the marketing concept and the 
societal concept (refer to Section 2.3). The proposal to expand the substance of 
marketing to include the concept of change offers for those currently studying and 
practicing marketing an expanded horizon upon which to realise a more substantial 
domain for their profession. To those not of the persuasion of McKenna (1991) who 
states that marketing is everything, the concept of change as applied to marketing offers 
them an introduction to the marketing concept that may entice further exploration of its 
domain and its relevance to what they do. In doing so, marketing may well be able to 
gain more attention and respect from an audience beyond its current field. It may well 
also encourage more academic interest in the study of marketing where the variable, the 
concept of change, is seen to fit neatly and be a partner to future discussions on 
marketing expressed as the concept of exchange. 
 
In summary, the pursuit for marketing to create its own legitimacy continues. ‘Is 
marketing behaviour; that is, how marketing is applied in practical application, how 
marketing is taught in academia, and how it is conceived by the public, primarily 
shaped by an out of date “Newtonian” (Hamilton 1991) normative framework of 
conventions, rules, laws, routines and habits based upon the notion of exchange?’ ‘Does 
such a worldview limit a fuller understanding of what is the substance of marketing?’  
 
In pursuing marketing’s legitimacy, this thesis will draw upon the motivations, thoughts 
and insights of an early marketing pioneer, Wroe Alderson (1957; 1965), to question the 
practical and academic domain of modern marketing as we understand it today. It is 
hoped that such an endeavour will enhance the existing marketing framework by better 
understanding marketing’s underlying assumptions and methodological approaches. In 
so doing note will be made of Alderson’s work on ‘transvections’ and to a greater extent 
‘transformations’, which is a concept that appears to have not been reflected in any 
modern interpretation of marketing.  
 
The prevailing assumption that marketing is premised solely upon the concept of 
exchange (Bagozzi 1975, Kotler and Levy 1969; Kotler 1972) will be challenged by the 
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belief that the concept of change has at least an equal, if not greater, role to play in 
providing an interpretation on defining the substance of marketing. The marketing 
discipline has interpreted the concept of exchange as the building block for marketing’s 
development to date and interprets this concept as the means by which marketing 
thinking can be developed further in the future (Vargo and Lusch 2004; Kotler and Levy 
1969; Kotler 1972). Similarly, this thesis will build upon the exchange concept to 
advance new marketing theory premised upon the concept of change. 
 
The belief that ‘for marketing to be successful exchange must occur’ will also be 
challenged in this thesis as not being a complete statement of how marketing occurs in 
practice. A more valid interpretation of marketing would stress the role of change in the 
marketing planning process; that is, marketing as a consequence of change as opposed 
to being a cause of marketing (Levy and Zaltman 1975). It is proposed that for 
marketing to be successful, exchange is not only necessary but, further, change must 
occur both simultaneously with exchange as part of the marketing planning process and, 
more importantly, recognition must be afforded to the desire for a change in state as a 
motivator for the subsequent exchange. It is also proposed to advance an extra condition 
for successful marketing in addition to those conditions articulated by Kotler (1972) for 
a successful exchange. That being, ‘For each party to the exchange a desire for a change 
of state precedes the exchange’. 
 
2.11 The Concept of Change as a Unit of Analysis 
 
The unit of analysis in this thesis is the concept of change, in particular, marketing as a 
consequence of change. This domain of marketing remains largely untouched as a core 
research element in the development of marketing thought. Questions for analysis 
include: ‘What is meant by the term marketing?’; ‘How does change comply with 
modern marketing thought?’; ‘What is the nature of the change concept as it applies to 
marketing?’; and ‘What are the implication of adopting a model of change for 
marketing thought?’ All past and contemporary research in marketing includes an 
examination and understanding of the concept of exchange. Contributions made to the 
field are premised upon this concept. The alternative paradigm advanced in this thesis –
the change paradigm – is that all current and future research in marketing should include 
an examination and understanding of the concept of change. Change being a 
determinant factor for explaining the substance of marketing in this thesis.  
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Two approaches to the study of change exist, both of which are drawn from the 
accepted foundation discipline of marketing, economics (Hamilton 1991). Hamilton 
(1991:xix) writes that ‘change may be considered from a mechanical, static point of 
view or from an evolutionary, dynamic approach. Whether the economist takes the 
essence of economic change to be mere mechanical motion or, instead, significant 
evolutionary development has much to do with his views on the nature and scope of 
economic science’. 
 
Hamilton (1991:4-5) introduces ‘the Newtonian concept’ defined as ‘mechanical and 
repetitive change in accordance with fixed external laws of social mechanics’. In 
marketing terminology mechanical and repetitive change is consistent with Shaw’s 
(1912) ‘matter in motion’ (Bartels 1951:9; Bartels 1988) which ‘became known as the 
basic functions of marketing’ (Jones and Shaw 2002:189). For example, the concept of 
utility. Similarly, fixed external laws manifest themselves through the act of exchange, 
the core concept of marketing. This is evidenced by Alderson’s (1957; 1965) Law of 
Exchange, Kotler’s (and Levy 1969; 1972) conditions of exchange, and Bagozzi’s 
(1975) typologies of exchange. These are the natural laws of marketing, the way in 
which we have come to think of marketing and explain its social structure.  
 
Newton drew upon a mathematical interpretation of the world, which coincidently 
Kotler and others of the time were specifically trained in (Bartels 1988). This thinking 
today pervades marketing thought. Newton ‘viewed social forms as fixed in nature and 
what change took place was at most a quantitative one within fixed limits set by a 
natural order of things’ (Hamilton 1991:19). The universe was a mechanic piece. The 
classical approach to marketing thought to date has been interpreted in terms of its laws 
(exchange) and techniques and tactics (4 Ps; production, price, sales, consumer 
orientations), all of which are quantitatively measurable. For example, the change in 
price, the change in product form, and the consummation of the act of exchange. 
According to Newton, the concept of change was limited to an interpretation of the 
change in a discipline’s laws, techniques and tactics that were quite clearly measurable.  
 
Alternatively, Darwinian change was not so easily measurable. The issue of interest for 
academic study is not that the concept of exchange in marketing thought is explicit in 
our understanding of the substance of marketing, but that the concept of change is 
55 
 
implied in our understanding of marketing thought and, therefore, not a subject of 
general research. 
 
The Darwinian orientation to marketing thought would interpret marketing’s social 
structure to be determined by the ‘process of cumulative change and as something 
undergoing further change’ (Hamilton 1991:25). Such thinking suggests the influential 
role of the environment in determining a discipline’s social structure, given that change 
is a dominant feature of that environment. The key element of this influence is the 
concept of change in the environment within which the social structure is set and 
features cumulative and continuous change. The marketing literature has established 
that marketing is a function of the environment within which it operates (Armstrong et 
al 2012; Cant et al 2006; Levens 2010; Winer and Dhar 2011). An area of academic 
interest is the assertion from a Darwinian perspective that can be made linking the 
nature, scope and implications of the concept of change to a determination of the 
structure of marketing. The subject of Darwinian thinking is not new to the marketing 
discipline. Eyuboglu and Buja (2007) coined the phrase Quasi-Darwinian to explain 
marketing relationship theory where relationships are viewed in the context of survival 
of the fittest. 
 
Marketing thought was shaped by early eighteenth century economic thinking, in 
particular the work of Veblin (Bartels 1988). Hamilton (1991:25) stated that ‘no one 
saw the significance of the Darwinian revolution on social thought more clearly than did 
Veblen’. The importance of this understanding was that ‘Veblin saw it as a model by 
which the whole fabric of economic thinking must be rewoven’ (Hamilton 1991:25). 
Despite Veblin’s view, a review of the marketing literature establishes that the 
Newtonian approach to marketing thought won out over the Darwinian perspective. The 
concentration of marketing thought has been upon the mechanical, static point of view 
and characterised by the rules and laws of marketing, principally the concept of 
exchange as a (mechanistic) tool of marketing.  
 
Marketing practice, as stated previously, is made up of two distinct parts. There is, at 
the micro level, the Newtonian technical structure of marketing; for example, the laws 
of marketing exchange, the 4 Ps, value in use, time, place and ownership utility. In a 
biological sense, this Newtonian structure represents marketing man’s bones, muscles, 
nerves and skin. On the other hand, is the macro environment in which marketing has 
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developed. From the social system perspective this macro environment represents the 
culture within which the marketing man functions and is influenced. 
 
An alternative way of looking at marketing is to view it as being subject to the inherent 
processes associated with cumulative change, development and adaption. Hamilton 
(1991:46) stated that ‘human behaviour is subject to a process of cumulative change and 
development and adaption. This whole way of viewing human behavior is a product of 
Darwinian revolution in human thought. It represents Darwinism translated into the 
analysis of human behavior’. Marketing being involved with the study of human 
behaviour could benefit from the Darwinian theory of evolution and its treatment of 
change. 
 
All marketing is influenced by its environment (Armstrong et al 2012; Cant et al 2006; 
Levens 2010; Winer and Dhar 2011), in the form of the traditions, mores and norms that 
come to characterise a society. In this regard all marketing behaviour is cultural in its 
genesis being influenced by the societal environment it operates within. As such, 
marketing behaviour, particularly given the interrelatedness of marketing to the 
environment in which it functions, is subject to the process of cumulative development 
and change. Such a view, away from the importance of the individual – the traditional 
economic paradigm of marketing where the transaction and exchange process are 
dominant – stresses the fundamental importance of the concept of change to marketing 
and aptly reinforces the institutional view of marketing (Hamilton 1991:54). 
 
The culture of marketing has progressed from the simple interpretation of marketing as 
distribution to the more complex construct of marketing as a marketing management 
paradigm responsible for the management of a suite of marketing activities, such as the 
4 Ps (McCarthy 1960), analysing, planning, organising and controlling (Kotler 1972), 
and exchange (Bagozzi 1975). In this regard, marketing thought has evolved through a 
continuous process of change with the accumulation of knowledge facilitating the 
progress of marketing thought to represent the body of literature that it is today. For the 
researcher to appreciate the marketing discipline, in particular its portrayal as a 
‘pervasive societal activity’ (Kotler and Levy 1969:10), this body of literature 
represents the culture of marketing – a culture that is prefaced upon the concept of 
change, not necessary the concept of exchange. The culture inherent of the concept of 
change is a basic framework by which to conduct marketing enquiry.  
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Marketing thought is shaped and modelled by the institutions within society. These 
institutions consist of the norms, cultures, rules and regulations that define the society in 
which we live. Inherent in these institutions, specifically, and society more generally is 
the concept of change – a continuous, cumulative process where knowledge is 
accumulated. This knowledge amounts to a body of generally accepted literature where 
these norms, cultures, and rules are subject to change, influenced by change and 
ultimately defined by change. The presence of change has implications for the study of 
marketing thought – particularly how we come to interpret and present a world view for 
the marketing discipline.  
 
The central proposition of this thesis is the fundamental assertion: ‘Should marketing be 
considered from an evolutionary perspective?’ That is, should marketing be considered 
a discipline moulded jointly by the changing nature of the growth and accumulation of 
marketing knowledge and by interpretation of, and influenced by, the changing 
environment in which it is a function. This view is one possible interpretation of Kotler 
and Levy’s (1969) assertion that marketing is a pervasive societal activity. If such a 
view holds legitimacy, then marketing could be defined as a discipline that creates and 
responds to a desire for a change in state. Such a definition would broaden marketing’s 
field of study beyond the exchange concept. Marketing’s relationship with the change 
aspect of internal and external environmental forces justifies, at a more fundamental 
level, marketing’s ability to solve the problems of society, which are more inherent of 
the concept of change than the narrower paradigm of exchange. Marketing is about 
problem solving (Bartels 1988), which is subject to a continuous state of change as new 
problems and new needs are presented. The marketing discipline and marketing 
professionals must be able to recognise, understand and lead this change in all dealings 
with its various publics.  
 
There are implications for failing to consider the concept of change in marketing from 
an evolutionary perspective. Firstly, there is a general failure in modern marketing 
teaching to incorporate the history of marketing thought into any basic introductory text 
on marketing. Reed (2010) is an exception. The legacy is that the student does not gain 
nor understand the rich history of marketing. Such an understanding would give an 
appreciation of the concept of change in marketing thought throughout the discipline’s 
history.  
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To date the teaching of marketing has focused on the study of managerial techniques, 
the tools of marketing and the technical nature of marketing. This teaching approach 
highlights a second implication: the gap between what is being taught (marketing theory 
without reference to the concept of change) and the actual application of marketing 
(marketing practice where change is a factor in decision making). Hunt (2002 b:311) 
refers to an ongoing criticism of marketing academe ‘that there is a “gap” between 
marketing academe and marketing practice that should be “closed” by an emphasis on 
marketing research that is useful to marketing practice’. Change is a fundamental part of 
the day-to-day work environment for marketing practitioners and the broader society, in 
general, and is not being reflected in the modern teaching of marketing or in current 
marketing research. The marketing discipline faces this dilemma as a result of the 
mimetic behaviour in thought development and teaching that embraces the concept of 
exchange only as the core element of marketing (a Newtonian technical explanation of 
marketing) as opposed to an evolutionary (Darwinian) explanation characterised by the 
concept of change. 
 
Hamilton (1991:xxi) states that ‘economics is a branch of human thought which, like all 
cultural products, should be a reflection of the social process of unending change’. The 
same can be said for the study of marketing. Marketing is a branch of human thought, it 
is a ‘pervasive societal activity’ (Kotler and Levy 1969:10) and, therefore, any 
description of marketing should reflect a core element of its institutional structure – the 
process of unending change.  
 
This gap in the marketing literature finds little place in the normative marketing logic 
which details the rules, principles, structures and practices in contemporary marketing. 
Yet these same rules, principles, structures and practices have undergone transformation 
(change) as new paradigms of marketing have been promoted. Beyond the concept of 
change being advocated as an outcome of marketing activities, such as changing the 
behaviour of an individual, the body of marketing literature appears to be silent on the 
significance of the change condition that has both accompanied and been central to the 
accumulation of marketing knowledge throughout its history. Equally, marketing 
literature is silent on the challenges and opportunities the concept of change presents for 
how marketing is perceived, taught and practiced.  
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An opportunity for the practice of marketing lies within what Vargo and Lusch (2004) 
refer to as the use of operant resources in the marketing process. In particular, as the 
society in which marketing functions continues to be influenced by change, the 
leadership aptitude of the individual marketing practitioner (an operant resource) should 
be defined and encouraged. As change becomes faster in the modern world the need for 
this leadership capacity is heightened. 
 
2.12 The Marketing Leadership School of Thought 
 
The need to possess skills, in addition to those required for managing the marketing 
function (the marketing management paradigm) as opposed to those required for leading 
marketing (the marketing leadership paradigm) within the organisation and society, has 
never been more necessary in response to the influence of the ever-present variable of 
change. The marketing discipline can learn from Levy and Zaltman’s (1975) analysis of 
economic institutions and its social environment characterised by change.  
 
Taking the lead from Levy and Zaltman (1975), the relationship between the marketing 
professional of the future and the ‘need to be more sensitive to changes in society’ 
(Levy and Zaltman 1975:XII) manifests itself into the requirement that future marketing 
practitioners will require ‘a very different congeries of tools and ingredients than it now 
does’ (Levy and Zaltman 1975:XII). Principal amongst these tools and ingredients are 
the attributes of leadership. Leadership is required for change to be effective (Ackoff 
1999; Bass 1985a; Bass 1985b; Carlopio 1994; Chen and Van Velsor 1996; Conger 
1990; Day 1999; Ellyard 1998; Egri and Frost 1994; Gordon 1998; House and Howell 
1992; Hosking 1988; Kakabadse and Kakabadse 1999; Kotter 1995; 1990; Lussier and 
Achua 2001; Olmstead 2000; Parry 1996; Portugal and Yukl 1994; Roberts 1985; 
Ehrlich et al 1990; Hollander 1992; Terry 1995; Pawar and Eastman 1997; Whittington 
and Whipp 1992; Yukl 2010).  
 
The subject of leadership as a research topic within the marketing literature is limited. A 
search of the literature reveals that the use of the word leadership accentuates the 
importance of various aspects of marketing strategy. For example: brand leadership 
(Aaker and Joachimsthaler 2000); leadership action necessary for branding and 
positioning in the arts (Colbert 2003); price leadership (Cook 1985); leadership for 
change programs that seek to reshape the organisation’s culture towards the customer 
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(Day 1994); leadership of fashion trends (Sproles 1981); leadership style of channel 
leaders to improve the relationships between channel members experiencing 
interchannel conflicts (Schul 1983); and the relationship between different leadership 
behaviours and types of distribution channels requiring an adaptive leadership approach 
(Price 1991). Harris and Ogbonna (2001) investigate and illustrate leadership style and 
an organisation’s market orientation. Netemeyer et al (1997) test the level of leadership 
support (described as organisational citizenship behaviour) for its effect on personal 
selling performance. On a more generic scale, Day (1996) calls upon the profession to 
exercise leadership in the pursuit of ensuring relevance for the marketing profession.  
 
The application of leadership theory to the marketing literature is much more limited. 
For example, Morhart et al (2009) uses transactional and transformational leadership 
approaches to encourage managers to motivate employees to build and improve the 
organisation’s brand. Wieseke et al (2009) justifies the role of leadership, in particular 
charismatic leadership, to strengthen company culture for the benefit of internal 
marketing. Barnet and Arnold (1989) propose a contingency theory of channel 
leadership drawing upon path-goal contingency leadership theory as applied to 
marketing channel behavior. 
 
The opportunity this thesis presents is to contribute to the marketing literature by means 
of articulating a new paradigm, that being, marketing defined, in the first instance, as a 
process influenced by (direct and indirect) change and subsequently consummated 
through the act of exchange between willing parties. A second and related contribution 
is made by enunciating the extent to which the concept of leadership plays a role in the 
‘marketing as change’ paradigm. In particular, this thesis draws upon the marketing and 
leadership literature to initially highlight the shared theoretical underpinning of 
exchange theory as demonstrated by the exchange concept of marketing and the 
transactional leadership approach (Burns 1978) premised upon exchanges between 
leaders and their followers. Further and importantly for the scholarship of marketing 
and its practical application, this thesis draws upon the evolutionary nature of leadership 
theory from an understanding based on the concept of exchange to one premised on the 
notion of change. By adapting the transformational leadership approach (Bass 1985a), a 
generic model of marketing leadership that can be used for further research in 
marketing, and by the marketing professional in the execution of their day-to-day 
activities, is promoted.  
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To address this new domain three core beliefs are advanced. These beliefs are: 
established by means of conducting a literature review on marketing and change 
(Chapter Two); an historical analysis of marketing thought (Chapter Three); articulated 
as axioms (Chapter Four); tested (Chapter Five) and discussed (Chapter Six). The 
beliefs are:  
 
Belief One: Reconfirmation of the basic marketing tenet that marketing 
is exchange;  
 
Belief Two: Establishing the principle that the act of marketing, 
including the exchange, is preconditioned upon the concept 
of change; and 
 
Belief Three: That marketing expressed as exchange requires marketers 
to manage the marketing function (the marketing 
management paradigm), whilst marketing preconditioned 
on the concept of change requires marketers to lead the 
marketing function (the marketing leadership paradigm). 
 
2.13 Conclusion: Summary of Chapter 
 
The aim of this chapter is threefold.  
 
Firstly, the chapter provided an overview of the existing marketing literature. In doing 
so, an appreciation is gained of current marketing knowledge. In particular, the chapter 
explored the discipline’s domain and parameters as a field of academic inquiry and 
practice. The chapter articulated the unique attributes that constitute what is generally 
understood as modern marketing. The dominant paradigm of marketing was presented 
(production, sales; consumer; societal) as being the marketing student’s first 
introduction to the marketing discipline. Additional concepts of marketing were 
presented to round off an appreciation of marketing. These included: the marketing mix, 
the generic concept of marketing and, most importantly, the concept of exchange as the 
recognised core element of marketing and the foundation upon which future marketing 
theory can be built. Schools of marketing thought were investigated and a précis of the 
evolving definition of marketing was presented. This part of the chapter concluded by 
discussing that, after over 100 years of learned enquiry, marketing is still very much a 
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misunderstood term and as such the search for the substance of marketing continues to 
be pursued. 
 
Secondly, an objective of this thesis is to challenge the prevailing assumption that the 
core element of marketing is the concept of exchange. This chapter introduces the 
concept of change as a possible determinant for explaining the substance of marketing 
beyond the traditional exchange way of thinking. The concept of change is explored as a 
major influence within the environment in which marketing operates. Upon reviewing 
the presence and the impact of change on marketing, it is determined that the concept of 
change is not afforded representation in any explanation of modern marketing. This part 
of the chapter concludes by presenting the concept of change as the unit of analysis for 
this thesis and as an alternative paradigm for explaining how marketing can be thought 
of and defined. 
 
Thirdly, the chapter extends the emerging paradigm of marketing as change by 
articulating a new school of thought for explaining the substance of marketing – the 
Marketing Leadership School of Thought. This school of thought concludes by 
presenting three core beliefs from the literature review undertaken for this chapter 
posing the question for further research, ‘Does the current way in which marketing is 
thought of result in marketing being only a management function within organisations 
as opposed to being the leading pervasive influence that Kotler and Levy (1969) saw it 
to be?’ Such an influence would, therefore, lend itself to the investigation of the 
proposed marketing leadership phenomenon. 
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Chapter 3  The History of Marketing Thought 
 
3.1 Introduction 
 
This chapter provides an overview of the history of marketing thought. The objective of 
this overview is to give the reader an appreciation of marketing’s development as a 
discipline throughout time noting the perspectives of prominent marketing historians. 
An outcome of this analysis and contribution to the literature is the articulation of a 
collective understanding of the history of marketing thought. Importantly for this 
research, a gap in the existing literature relating to the substance of marketing is 
identified from this understanding of the discipline’s history and from the literature 
review conducted in the previous chapter.  
 
3.2 The History of Marketing Thought 
 
Research into the history of marketing thought has in more recent times experienced a 
renewed interest with authors noting an increased number of articles written in the genre 
(Jones and Shaw 2006; Jones and Monieson 1990 a). Some of the more notable authors 
writing on the subject of marketing history, for example, Bartels (1988), Wilkie and 
Moore (2003), Vargo and Lusch (2004) and Shaw and Jones (2005) have used the 
technique of periodisation to explain the evolving story of marketing thought.  
 
Periodisation has been defined by Hollander et al (2005:32) as being ‘the process of 
dividing the chronological narrative into separately sequential time periods with fairly 
distinctive beginning and ending points’. It was described as being a basic instrument 
by which to conduct research and to facilitate a greater understanding and education as 
it breaks history up into manageable pieces of time (decades or centuries), or turning 
points (for example, the marketing management paradigm). Further, Hollander et al 
(2005:36) suggest that such an analysis using this technique should be ‘based on an 
overarching theory of change’. However, the use of this technique is not without 
limitations.  
 
History as a subject, marketing or otherwise, is by its nature complex. Such complexity 
can result in attempts to break history down into manageable time periods being 
criticised. Criticisms include:  
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a) Oversimplification – reducing marketing’s complex evolution into decades for 
the sake of choosing decades for convenience and simplicity of storytelling 
(Bartels 1988); 
b) Duration of time periods – short periods of time create problems, such as more 
periods, volatility and variability of data (Hollander et al 2005); 
c) Reliability – The balance between revealing a history’s complexity and the need 
to access similarities and differences in such history; and 
d) False sense of progress – is progress real or overstated. For example, the 
progression through distinct periods such as the production, sales and marketing 
orientations (Fullerton 1988). 
 
Notwithstanding these limitations, the practice of periodisation remains a preferred 
technique by marketing historians when researching the evolution of marketing thought. 
Among the more influential people who have provided a greater understanding of the 
history of marketing thought using this technique are the following key marketing 
thinkers:  
 
• Bartels (1988) – The History of Marketing Thought; 
• Wilkie and Moore (2003) – Scholarly research in Marketing: Exploring the ‘4 
Eras’ of Thought Development; and 
• Vargo and Lusch (2004) – Evolving to a New Dominant Logic for Marketing.  
 
Each writer has been recognised as being a significant contributor to this field of 
marketing endeavour. All three writers have set about to detail in a unique manner what 
they consider to be the essential characteristics that constitute the evolving nature of the 
marketing discipline’s story. Below is an assessment of each author’s work with the aim 
of determining its meaning and relevance to establishing evidence that the concept of 
change influences the development of marketing thought. 
 
Justification for drawing upon selected authors in addition to the body of marketing 
literature can be supported by Tadajewski and Jones (2008). Both authors refer to the 
use of biographical accounts of marketing scholars to explain the individual intellectual 
contribution of marketing’s elite scholars to the marketing thought development story. 
Importantly, in the context of determining the influence that the concept of change has 
had upon the body of marketing literature Tadajewski and Jones (2008:xxviii) state that 
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biographical accounts ‘can also serve to connect these accounts/stories to the social, 
economic, technological and political contexts within which they were writing’. 
Tadajewski and Jones (2008) suggest there is a link between the individual author’s 
thoughts on marketing evolution and the environment within which these thoughts were 
written; an environment characterised by the concept of change.  
 
3.3 Significant Contributions to the History of Marketing Thought 
 
3.3.1 Robert Bartels 
 
Bartels is recognised within the marketing literature as the foremost authority in 
recording the development of marketing thought (Jones and Shaw 2002). As a scholar 
with broad marketing interests, Bartels’s most important contribution is his 50 years of 
continuous research, from dissertation to final publication, tracing the history of 
marketing. This work took the form of three editions entitled The Development (or in 
the second and third editions The History) of Marketing Thought (Bartels 1962; 1976; 
1988). Bartels’s pursuit of knowledge, as it relates to the evolution of marketing 
thought, has provided marketing academics, practitioners and students with a necessary 
framework by which to study the discipline and advance marketing thinking. As an 
individual, he was ‘passionate about teaching’ (Shaw and Tamilia 2001:156) and was 
determined to influence what was taught to students as to the nature and scope of what 
marketing means. 
 
Bartels’s (1941) PhD thesis entitled ‘The History of Marketing Literature; 
Methodology; and Marketing Theory’ focused upon three aspects of the development of 
marketing literature development over 40 years from the 1890s. Bartels conducted an 
analysis of the history of marketing thought as it covered the period from its beginnings 
as an academic interest in the United States (circa late nineteenth century) to the turn of 
the twentieth century. The notion of change was evident in Bartels’s work. The concept 
of change was considered as it related to the changing economic times and how these 
changes impact upon the resolution of problems faced by marketers at the time. For 
example, change was defined as being ‘the price spread in farm products from producer 
to consumer’ (Shaw and Tamilia 2001:157). In this context, change was expressed as a 
function of the economic environment in particular the agricultural sector, within which 
marketing activity at the time was planned, designed and implemented. 
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Key to Bartels’s dissertation was the conclusion and concern that the term ‘marketing’ 
was very much a confused term, one that lacked a broad understanding of what was 
meant by the term. As such, throughout his dissertation Bartels was seeking to 
contribute to the contemporary dialogue of the day on the question of the substance of 
marketing. By coming to terms with what had been written before him, Bartels sought 
to provide a resource, an analysis of the history of marketing thought, in order to teach 
marketing to students and as a framework by which to advance marketing theory and 
understanding.  
 
Throughout his career, Bartels sought a unifying general theory for marketing. This 
pursuit was clearly his motivation in learning from the history of marketing. Shaw and 
Tamilia (2001) point out that, with his third edition, Bartels was still no clearer to 
determining a general agreement on what marketing meant to scholars. Bartels’s legacy 
was in fact an historical analysis of the history of marketing thought, but his motivation 
for doing so – identifying a unified marketing theory – had not been achieved. Despite 
this Bartels’s work provides students with a powerful, useful resource by which to 
consider the influence that the history of marketing thought development has on 
generating new marketing knowledge. Particularly, and of relevance to this thesis, how 
such influence can be used to advance a greater understanding of what is the substance 
of marketing. 
 
Bartels’s 1976 edition (and 1988 edition) articulated marketing’s development as 
evolving through distinct time periods referred to in the study of history as the practice 
of periodisation. These developmental stages are represented in Table 3.1 below. 
However, Bartels’s characterisation is not without fault, with decades being in fact 11 
year periods of time and some work being referenced in decades where it does not fit 
within the timeline. For example, Vaile, Grether and Cox’s work of 1952 being 
included in the period of Reappraisal (1940-1950). Nonetheless, such inconsistencies in 
the total scheme of marketing are minor when compared to the body of work compiled 
by Bartels and, more importantly, the legacy that this body of thought has left for 
current and future marketing scholars and students. In addition to Bartels, this practice 
of periodisation has been used by a number of marketing thinkers, such as Vargo and 
Lusch 2004 and Wilkie and Moore 2003, whose work will be elaborated below.  
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3.3.2 William L. Wilkie and Elizabeth S. Moore  
 
Wilkie and Moore (2003) presented the marketing fraternity, (academic, student and 
practitioner alike), with a perspective on the history of marketing thought development, 
which is both similar to and yet stands apart from the earlier work of Bartels (1988). 
Their motivation in doing so was to undertake discussion about the future of marketing. 
Both Wilkie and Moore and Bartels have similarly described the path upon which 
marketing has travelled. Wilkie and Moore (2003) flesh out the detail for what they 
describe as the ‘4 Eras’ of thought development, while Bartels details marketing history 
by means of an alternative periodization of time (decades) and the events that came to 
characterise those periods.  
 
However, where Wilkie and Moore (2003) stood apart from Bartels (1988) (and, in their 
words, from most in the mainstream of marketing thinking whose preoccupation has 
been upon the firm and the household consumers) was in how they had added the 
dimension of what they call the ‘aggregate marketing system’ (Wilkie and Moore 
2003:118) to their work in order to explain marketing’s role in society. They stated that 
‘a key characteristic of the marketing system was that it is embedded within the day to 
day life of society’ (Wilkie and Moore 2003:119).  
 
The article’s central thesis was framed around the quandary of explaining the nature of 
marketing’s relationship with society. In particular, the article raised the question: how 
have the features, in the form of events and impacts, of the environment within which 
marketing operates influenced and come to reflect the development of thought over the 
last 100 years? Further, and more disturbingly, Wilkie and Moore (2003) ask: given the 
profession’s appetite for research specialisation, ‘whether we are headed toward a point 
wherein a central coherence for the field of marketing is being lost’ (Wilkie and Moore 
2003:116) to the detriment of the contemporary teachers of marketing, the next 
generation of students and the current and future marketing practitioners. 
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Table 3.1 Development Stages in the History of Marketing Development 
 
TIME-PERIOD CHARACTERISTICS 
1900-1910  
Period of Discovery 
• Focus upon problems in distribution (agricultural produce). 
• Because of their individual training, academics borrowed concepts and thinking from more established disciplines, such as economics, psychology, sociology 
and scientific management. 
• Courses started to be developed in selling, distribution, and advertising. 
1910-1920  
Period of 
Conceptualisation 
• Concepts of marketing were developed and given definitions. 
• Changes taking place in the market place, e.g. wholesalers, retailers become part of the marketing process. 
• Shaw (1912) ‘conceived marketing as “matter in motion”’ (144) suggestive of a change aspect in marketing. 
• The commodity, institutional and functional approach to marketing analysis emerged. 
1920-1930 
Period of Integration 
• ‘the general body of thought was integrated for the first time’ (30). 
• Marketing textbooks based upon the principles of marketing. 
• Industrial and agricultural output flourished. 
• Individual prosperity on the increase. 
• Cities grew in population in response to movements away from rural areas. 
• Co-operatives for marketing agricultural produce became the norm. 
• Retail outlets/middlemen took on more importance. 
1930-1940 
Period of Development 
• Characterised by reflections on existing thought, e.g. commodities, and general easy to understand marketing courses and materials for teaching – new 
explanations of marketing thought were advanced.  
• Bartels refers to ‘the marketing institution’ describing marketing as a total system, stepping outside of the economic domain to that of incorporating 
ideas/concepts from other disciplines including a study of the social effectiveness of marketing in light of the changing political environment of the time, 
Roosevelt’s New Deal. 
1940-1950 
Period of Reappraisal  
• ‘The concepts and traditional explanation of marketing was reappraised in terms of new needs for marketing knowledge’ (31) 
• Focus upon the management of marketing. 
• Renewed focus upon the marketing system. 
• Renewed focus upon marketing as a social institution. 
• Interest in the planning, research and budgetary control functions of marketing. 
• New interpretation of different concepts of marketing – marketing as a function of society. 
• ‘marketing structure as an organic whole … subject to growth and change and functioning … coordinated by economic and social forces’ (156) 
• ‘The “core of marketing” was the exchange and movement of goods’ (156) 
1950-1960 
Period of Reconception 
• ‘The concept of marketing was being reformulated’ (p. 157) 
• There was a desire to create a theory of marketing. 
• Shift afoot from commodity (function-institutional way of thinking about marketing) to that of marketing activities in management (marketing management 
focus) – product, channels, price, promotion etc. 
• Wroe Alderson – functional theory of marketing, drawing upon social and physical sciences to deliver an integrated theory. 
• Kelley and Lazer wrote on ‘topics of current interest’ (158) particularly marketing problems as defined by the era for example, ‘the need for creative adaption to 
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change’ (158). 
• On the cusp of the next period, there emerged marketing thought premised upon the concept of marketing management which reflected marketing’s social and 
historical development to date resulting in marketing being presented as a social institution 
1960-1970 
Period of Differentiation 
• Literature prior to this period provided information on the practical application of marketing, the musing of thought and possible theory. 
• This period was characterized by a focus upon specialisations, the process of differentiation – as opposed to the nuances of marketing thought. 
• Specialisation led to an ‘explosion of knowledge’, which ‘expanded the entire body of thought’ (p.159) 
• Concentration of thought continued upon the micro (tactical) management aspects of marketing; however, some thought re-emerged (from the earlier period 
where micro/macro thought was treated equally) beyond this traditional thinking towards macro marketing (‘understanding marketing in the context of the 
environment’ (162) where marketing was considered a means by which to achieve social change (an outcome). 
• This renewed concentration was the result of changes in the environment within which marketing operates, distrust in the American business system, uprising of 
consumer interests, and social problems/disorder heralded a transition from the traditional perspective of considering marketing to an environmental approach. 
• Bartels drawing upon the work of Holloway and Hancock (1964; 1971) refers to the marketing system being ‘conditioned by and responsive to environmental 
constraints’ (161) 
1970  
Period of Socialisation 
• ‘Social issues and marketing became much more important, as the influence not of society upon marketing, but of marketing upon society became the focus of 
interest’ (31). 
• ‘The present interest is the degree to which social factors are incorporated into the general marketing literature and thought’ (163) 
• Characterised by the involvement of elements from the broader societal environment which impact upon the marketing process including the variables of change, 
action and interaction and moves beyond the traditional economic framework to be inclusive of the pluralistic nature of all those institutions constituting the 
structure of society.  
• The advent of social marketing, where marketing principles were applied to non-traditional domains beyond the business environment, e.g. churches, hospitals, 
museums, sought to seek a change in behaviour or the acceptance of ideas. Such change was viewed in the light of being ‘outcome focused’. 
• Kotler (1972), the broadening of the marketing concept, marketing suitable for all organisations and its publics. 
(Adapted from Bartels 1988) 
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From the starting point that marketing and society in general have been subject to 
substantial change during the modern era of marketing thought (1900-2000), Wilkie and 
Moore (2003) have drawn from the corpus of marketing literature four (4) eras upon 
which there has been a distinct genre of thinking. Evident in their writing is an 
acknowledgement upon one constant of society and any human endeavour, such as the 
pursuit of a meaning for marketing – the concept of change. Therefore, a relevant 
question is: ‘If the society’s environment changes over time, incrementally and 
dramatically, and this changing environment is, according to Wilkie and Moore (2003,) 
reflected in the knowledge bank developed in the marketing literature, then where in the 
marketing literature does the concept of change, the most significant of all external 
societal events or impacts, fit?’  
 
Table 3.2 below provides evidence of change and its influence upon marketing thought 
development is apparent. An objective of Wilkie and Moore (2003:142) was to ‘observe 
more closely the process of change in marketing thought activities across time’. Wilkie 
and Moore (2003:139) state that an evolution of the American society over the last 
century quite clearly ‘underpins everything’ in terms of the substance of marketing’s 
reality. Again, they (Wilkie and Moore 2003:139) say, ‘An important finding here is the 
extent to which the tenor of the times is reflected within the body of marketing thought’. 
In saying so both authors have concluded that, given marketing’s relationship with 
society, as society changes so too has the way we have come to view and think of the 
concept of marketing. The question of interest for the marketing discipline is that of, 
‘As the concept of change remains a constant in the everyday operations of society, 
where does the concept of change therefore fit into any understanding the discipline has 
on the substance of marketing?’ 
 
However, related questions do arise from this work of Wilkie and Moore (2003). For 
example, they state that the body of marketing knowledge, while expansive, is also 
incomplete in that, this knowledge bank has not addressed all important societal issues 
to date. One such important societal issue not discussed that lies within all of the issues 
that Wilkie and Moore (2003) describe as having had an influence upon the substance of 
marketing, is that of the concept of change. Change was a determinant for the events 
detailed in the below table. For example: change was evident when the economies of the 
day were moving from an agricultural base to industrialisation (Eras I and II); change 
was evident when society felt the internal stresses of an awakening from the 
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conservative 1950s into the enlightenment of the 1960s and 1970s; and again change 
was present when computer technology redesigned the business landscape and the 
internet revolutionised the economies of the 1990s. 
 
Wilkie and Moore (2003) further concluded that Era IV was characterised by the 
fragmentation of marketing thought (the result of increased specialisation) and that the 
field of marketing and society itself has become fragmented with subgroups, such as 
macromarketing, public sector marketing, marketing ethics and social marketing having 
their own journals and representative bodies or interest groups. The fragmented nature 
of the discipline has resulted in a ‘less powerful’ (Wilkie and Moore 2003:140) 
academic body partly due to the suggestion by Wilkie and Moore (2003) that ‘a broadly 
balanced conceptualization of marketing … has been disappearing during Era IV’ 
(Wilkie and Moore 2003:141).  
 
In the 1950s, 1960s and 1970s, a unifying concept for the marketing discipline was that 
of the concept of exchange being the core element of marketing. Wilkie and Moore 
(2003) lead the reader to ask, how the marketing discipline can make itself more 
powerful by being stable and secure and, therefore, less fragmented. Again, it follows 
that as change in society has influenced marketing’s development, a fuller 
understanding of the interface between the concept of change and the discipline’s real 
world view could result in a less fragmented and, therefore, united mainstream of 
marketing knowledge. As the concept of exchange unified marketing in earlier decades, 
‘Could the concept of change both unify the discipline again, as it is a constant for all 
sub disciplines of marketing, and be harmonised with the core concept of exchange to 
create marketing’s next era of thought development?’ 
 
3.3.3. Stephen L. Vargo and Robert F. Lusch 2004 
 
Vargo and Lusch (2004) presented an alternative perspective on the history of 
marketing thought and its evolution. Unlike Bartels (1988) and Wilkie and Moore 
(2003) they do so in order to pursue a new structural definition for marketing.  
 
The traditional world view of marketing has as its core tenet the concept of exchange, a 
concept intrinsic to economics – the parent of modern marketing thought – wherein 
tangible goods, possessive of a fixed value, are transacted between parties. Vargo and 
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Lusch (2004) referred to the focus upon exchanged goods as the marketing discipline’s 
dominant logic. However, they argued the case that, because of a fragmentation in 
marketing thought (expressed as sub disciplines of marketing) – a trend evident since 
the 1980s – and change in environmental influences both external to and internal to the 
marketing discipline which impacted upon the marketing process, this traditional model 
was now apt for re-evaluation. Vargo and Lusch (2004) claim it has given way to a new 
dominant logic.  
 
Where Wilkie and Moore (2003) saw fragmentation of marketing thought as possessing 
some negative for the discipline, Vargo and Lusch (2004) saw a convergence of thought 
around this fragmentation evolving into a new marketing paradigm, the basis of which 
was the sub disciplines of relationship marketing, services marketing, and quality 
management. They argued that a service centered dominant logic, which featured 
intangible resources being integrated with goods, co-produced value (in use) and 
enduring relationships with customers has the prospect of furthering marketing thought 
by replacing the traditional goods-centred way of thinking. The hypothesis behind 
Vargo and Lusch’s (2004) article was that marketing was evolving to a new paradigm 
and offered the marketing discipline a more robust foundation upon which to generate 
new insights into marketing thinking and marketing application.
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Table 3.2 – The ‘4 Eras’ of Marketing Thought  
 
ERA Characteristics  Evidence of Change 
‘Pre- Marketing’ 
(Before 1900) 
Assumption marketing has always been a part of human activity, taking the form of 
exchange. ‘Considerable thought about marketing related phenomena was available prior 
to the formal beginnings of this field of study’ (116) 
Society was undergoing constant change as a result of its interaction with emerging 
business concepts, such as markets, production, competition, growth and ‘humans as 
social and economic entities’ (117). These business concepts were ‘changing the day 
to day life of society’ (117) and were inherent of the yet to be articulated concept of 
marketing.  
I. ‘Founding the 
Field’ 
(1900-1920) 
Focus was upon solving the contemporary problem of market distribution, led to courses 
in marketing being developed by academics with an interest in marketing but trained in 
economics to address the societal need of satisfying basic needs and enhancing the 
standard of living. The second decade reflected social issues namely advertising, pricing 
and selling practices as well as a continued focus upon distribution networks. 
 
Marketing was seen as a function of economics. 
Changing market place as a result of immigration, movement away from country to 
urban centers, increasing efficiency in production through technology improvements, 
better transport and storage options for producers. 
II. ‘Formalizing  
the Field’ 
(1920-1950) 
Marketing was viewed as a social instrument for the good of society. The first two 
decades reflected academic interest in the issues before society and resulted in an 
evolving model of the marketing system throughout this time. Interest in these issues 
waned in the last five years of Era II.  
 
The disparate body of accumulated marketing knowledge to date reflecting marketing 
operations was formalised into ‘Principles of Marketing’. Marketing textbooks based 
upon these principles offered the basis for a permanent academic curriculum by which to 
teach.  
 
Era II was further characterised by the establishment of academic journals (Journal of 
Retailing 1925; Journal of Marketing 1936), and both academic and practitioner societies 
and associations (American Marketing Association 1937) aimed at providing the means 
by which to discuss the advancement of marketing. 
 
Marketing seen ‘as a key operating system within the society’ (130). 
Profound social change, taking the form of strong growth in the 1920s, the depression 
that characterised the 1930s with its social and political upheaval, World War II, and 
the post war recovery.  
  
• Technology advancements (e.g. electricity) led to new products, such as 
refrigerator, washing machines and motor vehicles. 
• Mass production accelerates.  
• Consumer wealth increases in the twenties. 
• Consumer goods become more accessible to more people through new 
distribution channels, e.g. supermarkets. 
• Electronic advancement, e.g Radio. 
• The advent of consumer advocacy concerned with prices, quality, and 
advertising styles. 
• World War II changes the focus of society to that of survival. 
• Post-war consumer demand propels marketing activity.  
III. ‘A Paradigm 
Shift – Marketing, 
Management, and 
the Sciences’ 
(1950-1980) 
Strong economic growth and the advent of mass marketing practice.  
 
Marketing thought development sought to interpret marketing as a science (Wroe 
Alderson 1957; 1965) and focused upon the practitioner’s perspective, how to improve 
the marketing manager’s decision making ability, the marketing management perspective 
(McCarthy 1960 4 Ps; Kotler 1967 analysing, control and planning aspects of marketing 
management). Internal change in marketing thought development – the move from 
thinking about marketing to that of training the marketing manager. The emerging and 
Pent up demand after the sacrifices of World War II and the increase in population 
(baby boomers, immigration). 
 
Increased government spending of infrastructure, (e.g. road networks), which assisted 
the distribution of goods, and also resulted in the establishment and rapid growth of 
new regions, the advent of suburban living. 
 
New technology platforms emerged, e.g. Television 
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related field of consumer behaviour with particular focus upon market research, 
advertising and retailing. 
 
The first half of this era saw the study of marketing and society largely absent in the 
minds of marketing thinkers who were focused upon theory development and the 
marketing management perspective. However, marketing was still seen ‘as a key 
operating system within the society’ (130).  
 
The second half of the 1960s reflected the mood of the times, and bore fruit in a renewed 
interest in marketing and society which lasted through to the end of Era III. The question 
was asked by academics, in particular Kotler, as to what was marketing’s role in society?  
 
The result being the broadening of the marketing concept (Kotler and Levy 1969; Kotler 
1972) wherein marketing was seen as a function of all organisations. Marketing was 
relevant to religious groups, the public sector (public policy), social causes (family 
planning, health and education), museums, places and nations. 
 
 
In summary, ‘Era III itself was a time of great change in which growth and innovation 
were much welcomed’ (129).  
 
Significant unrest within society, civil rights, Kennedy (JFK and RFK) and Martin 
Luther King Jr assassinations, Vietnam, the call for equity amongst race, within the 
workforce (men/women divide) and with the interface between the objectives of 
business and society.  
IV. ‘The Shift 
Intensifies – A 
Fragmentation of 
the Mainstream’ 
(1980-present) 
 
Thought development continued its pursuit upon a managerial focus and became more of 
an academic enterprise at the expense of practitioner involvement in leading academic 
journals and thought discussion. The gap between academic and practitioner widened. 
 
Research activity increasingly reduced to specialisations and fragmentation or silos of 
marketing thought, which as a positive opened up new areas of thought development (e.g. 
macromarketing, social marketing, public sector marketing, internet marketing), while 
from the negative perspective has been at the expense of the marketing fraternity 
developing a more complete central rationale or logic for marketing. 
 
This era saw a change in focus for the sub-discipline marketing and society – ‘the most 
significant decline in mainstream interest in this topic during the entire history (nearly a 
century) of marketing thought’ (135). Despite this marketing and societal issues remain of 
interest to a small sub section of marketing academics and takes the form of a dedicated 
journal, the Journal of Macromarketing and special interest groups. Unfortunately, 
though, the field has itself become fragmented. 
Change takes the form of increasing globalisation, communist controlled economies 
collapsing in favour of market based economies, the advent of the Internet, computer 
office automation, terrorism, emerging new world economies, e.g. China, India and 
Brazil. 
(Adapted from Wilkie and Moore 2003) 
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The basic building blocks for Vargo and Lusch’s paradigm shift were the interwoven 
concepts of exchange and value. Vargo and Lusch described the process of exchange 
(the contemporary academic focus) as evolving from the traditional economic view of 
goods (tangibles) produced and transacted to the view where the skills and knowledge 
(intangibles) associated with the production of services to customers was fundamental 
to the exchange. Value was expressed in terms of operand and operant resources 
(resource allocation theory). Both authors call upon resource allocation theory to 
support their assertion that a new paradigm for marketing was evolving. In so doing 
they drew from the environment in which society and marketing operates to develop a 
‘framework for viewing the new dominant logic of marketing’ (Vargo and Lusch 
2004:2). The theme of value, be it embedded value or value in use is ever-present in 
Vargo and Lusch’s dissertation and is used to justify the change from the goods 
dominant logic to that of a service centered logic. Vargo and Lusch were motivated to 
present an analysis of the history of marketing thought that traces and details the phases 
in which marketing has evolved to the point of a new dominant logic. 
 
Using the technique of periodisation similarly to Bartels (1988) and Wilkie and Moore 
(2003), Table 3.3 below represents a characterisation of the marketing journey Vargo 
and Lusch (2004) believe has come to illustrate the evolving nature of the marketing 
paradigm. 
 
Vargo and Lusch (2004) identify changes within the environmental that influenced the 
development of their thinking. These changes are reflective of a society and business 
environment that is constantly evolving. Principal among these factors was the advent 
of the Industrial Revolution which saw an increasing division of labour, between what 
could be mechanised and what remained the knowledge and skills of people. In 
addition, Shaw (1912:764) saw industry being ‘concerned with the application of 
motion to matter to change form and place, where the change in form was termed 
production and the change in place became known as distribution. Further changes 
reflected the social and economic times. These included the growth in wholesalers and 
retailers, and the evolution to large bureaucratic and hierarchical organisations that had 
lost a direct link with ‘the customer’. Labour, people with specific skills and 
knowledge, became micro specialists exchanging their service to organisations. In turn, 
they were compensated financially, which was the product of their exchange of skills 
and knowledge with the external market place. 
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According to Vargo and Lusch (2004), the focus in society generally has moved from 
the traditional goods-centred approach to that of a service (intangible) focus. Inherent in 
this approach was the change from a transactional (one-off) approach to an ongoing 
relational approach in dealing with customers. This evolution in marketing thought 
highlights the change from producer to the consumer as a coproducing partner in the 
marketing planning process. Vargo and Lusch (2004:15) referred to the fact that 
‘academic focus is shifting from the thing exchanged to one of the process of 
exchange’. This perspective (the process of exchange expressed in this thesis as, ‘What 
is the reason for the exchange taking place in the first instance?’) justifies any study 
upon change as a complementary aspect to the core element of marketing the concept of 
exchange. 
 
Table 3.3 History of Marketing Thought (Adapted from Vargo and Lusch 2004) 
 
Period and School of 
Thought 
Characteristics 
1800-1920 
Classical and Neoclassical 
Economics 
Marketing thought founded upon economics, in particular, production output 
(goods, a tangible) with embedded value attained through the production 
process taking the form of utility, time and value added, and the concept of 
exchange (a narrow view of which was held). 
No recognition of the skills and knowledge (intangibles) resulting in the 
value added good. Wealth determined by volume of goods exported.  
1900-1950 
Early Formative Marketing  
This era credited as the beginning of the formal study of marketing. The 
goods-centered logic begins its dominance in marketing literature. Focus 
was on goods, (operand resources; the commodity school of thought), as the 
subject of the exchange and possessive of embedded value (institutional 
school) as a result of the production process and how these goods were 
marketed by institutions, (the functional school of thought). Services 
(operant resources) not mentioned.  
1950-1980 
Marketing Management 
Early fragmentation of thought 
The tools of marketing (4 Ps, segmentation, sales, promotion, analysing, 
planning and controlling) are focused upon satisfying the needs and wants of 
the customer. Customer focus becomes the firm’s priority. Differentiation in 
marketing functions becomes inherit in the move towards value in use 
(operant resources).  
1980-2000 and Forward 
Marketing as a Social and 
Economic Process 
 
Fragmented thought becomes the mainstream of marketing literature. 
Thought is believed to have converged to a new dominant paradigm, based 
upon operant resources, one that offers an expanded view of the concept of 
exchange – the service-centered logic, the emerging paradigm shift. 
 
As stated above, a central theme of Vargo and Lusch’s paper was the discussion around 
the concept of value, embedded value (goods) and value in use (services) where the 
consumer coproduces value through a process of value creation. It is the nature of value 
creation upon which the attention of this thesis is now turned. Vargo and Lusch (2004) 
challenged the marketing fraternity to make marketing ‘the predominant organizational 
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philosophy’ (Vargo and Lusch 2003:13) wherein direct and indirect marketing activities 
are ‘all customer-centric and collaborative’ (Vargo and Lusch 2004:13). 
 
Vargo and Lusch (2004) based their thinking upon the two variables, operant resources 
and operand resources, which constituted the theory of resources allocation. By doing 
so, they suggest that ‘by using their skills (operant resources), humans could only 
transfer matter (operand resources) into a state from which they could satisfy their 
desires’ (Vargo and Lusch 2004:7). And again, ‘the application of mental and physical 
skills (services) that transformed matter into a potentially useful state and the actual 
usefulness as perceived by the consumer (value in use)’ (Vargo and Lusch 2004:7). This 
suggests that ‘matter’ has been changed by the knowledge and skills of humans as part 
of the marketing process. The question beckons, ‘What then are the knowledge and 
skills that are required to undertake this transformation?’ One such knowledge and skill 
base would be the ability to understand the nature and scope of change as well the 
ability to provide leadership throughout the change process, for it is the case that in 
order for change to be effective, leadership is required. Articulating the nature and 
scope of leadership within the marketing process is an opportunity for marketing 
scholarship, especially in light of the discipline’s singular focus upon marketing 
management (creating exchanges) and the associated functions necessary for the 
marketing practitioner to manage their day-to-day role within any organisation. 
 
In order to move (or evolve in thinking) from embedded value to value in use, change, 
or in Vargo and Lusch’s (2004) words ‘transformation’, is needed. The term 
transformation in the marketing process is a term used by Alderson (1957; 1965) to 
describe transactions and transvections, which are defined as part of the marketing 
process. The question that arises from Vargo and Lusch’s (2004) work is,  
‘Where then does the concept of change fit into any understanding of the substance of 
marketing?’. The substantial learning to be gained from their work lies in the reference 
to the transformational aspect of the marketing equation. A subsequent question needs 
to be asked of the marketing discipline – ‘If Vargo and Lusch (2004) were pursuing a 
new structural definition for marketing, should the concept of change be a part of any 
new definition for marketing?’ 
 
Day (2004:18) contends that there is nothing new in Vargo and Lusch’s (2004) assertion 
that ‘a service perspective is superior to a goods centered view because it offers 
 78 
 
solutions’ and an opportunity to expand markets. What is new is that, as Vargo and 
Lusch explain their rationale for a ‘new’ dominant logic, it reopens (Alderson having 
opened the door in 1957 and quoted in Vargo and Lusch 2004) the case for ‘a marketing 
interpretation of the whole process of creating value’ (Alderson, 1957:69), an 
undertaking that according to Dixon (1990) and cited in Vargo and Lusch (2004) 
remains to be realised. Again, the history of marketing thought has reopened the door 
on the subject of what is the substance of marketing by noting that a transformation 
(change) occurs in this process where tangible goods (with embedded value) are 
changed through the application of skills and knowledge (intangible goods) into 
something of use – value – to satisfy the changing needs and wants of humans. 
 
The real value of Vargo and Lusch’s (2004) work is the opportunity it presents today’s 
marketing scholars. On the back of Alderson’s challenge for an interpretation of 
marketing that represents the totality in which value is created, the opportunity lays one 
step removed from the arguments of value be it embedded or in use. That is, in terms of 
understanding the substance of marketing more fully the opportunity exists to 
acknowledge the essential character of the transformation of tangible goods to an 
intangible service, the concept of change. It is contended that current marketing thinking 
(including the current focus of Vargo and Lusch) expresses this value process in terms 
of exchange (of goods or services) as the core concept of marketing and leaves out the 
concept of change – the essential character that constitutes the transformation referred to 
by Vargo and Lusch (2004) and Alderson (1957; 1965). 
 
It may well be that the benefit of Vargo and Lusch’s (2004) work is not so much the 
argument over a goods-centred view evolving to a service-centred approach but the 
realisation that the marketing profession needs, in the first instance, a more complete 
interpretation of the marketing process that creates value, a reinterpretation that could 
well see the concept of exchange complemented by the concept of change. 
 
3.4  A Collective Understanding of the History of Marketing Thought  
 
As detailed in Section 3.1, an aim of this chapter is to draw upon the works of noted 
marketing historians (Section 3.3) and marketing scholars, in general, to articulate a 
collective understanding of the history of marketing thought. The following analysis 
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details five specific time periods by which to gain an appreciation of marketing’s 
history. 
 
Table 3.4 The History of Marketing Thought – A Collective Perspective 
 
Time Period Marketing Thought Narrative 
Antiquity - Existence 
of Basic Marketing 
Thought 
The story of ancient marketing.  
 
Emergence of Modern 
Marketing Thought 
(1750-1950) 
Marketing as a key operating system for the good of society. 
 
Expansion of 
Marketing Thought 
(1950-1975) 
Marketing as a managerial application within a business 
environment, evolving to a pervasive activity within the 
broader environment. 
Fragmentation of 
Marketing Thought 
(1975-2000) 
Marketing specialisation results in academic silos of 
thought, a central cogent logic for marketing is in fear of 
being lost. 
Questioning of 
Marketing Thought 
(2000-) 
In search of a unifying theme for marketing. 
 
 
3.4.1 Antiquity – Existence of Basic Marketing Thought: The Story of Ancient 
Marketing 
 
Marketing has always been a part of human civilisation having been practiced in various 
forms initially in Asia Minor – Turkey (Jones and Shaw 2002), and Ancient Greece 
(Cassels 1936; Dixon 2002; Hollander et al 2005; Tweede 2002; Shaw 1995). Recorded 
history of civilisations suggests that people traded between themselves initially by 
means of bartering with each other and, as society evolved, by means of exchanging 
money that took the form of gold and silver coins for goods. Cassels (1936) referred to 
Plato’s description of the Greek city state being comprised of centers of economic 
activity where goods were exchanged for personal gain, and the production of goods 
were separated from the division of labour. 
 
Wilkie and Moore (2003) acknowledged the existence of significant bodies of thought 
predating the formal study of marketing in the late nineteenth century. ‘Historical 
accounts of trade lead one to conclude that marketing has always existed’ writes Bartels 
(1988:3) and, whilst not proof in itself, this conclusion can be made given that the 
accepted basic conditions and understanding of the nature of trade (to exchange goods) 
existed. These conditions being: trading requires two parties, something of value to be 
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traded and the ability of those involved to accept or reject the offer in what constituted a 
balanced exchange. However, some marketing thinkers interpret attempts to date 
marketing’s heritage to ancient civilisations as marketing trying to place modern 
thinking, judgments and interpretations onto primitive undertakings (Hollander 2005). 
 
Shaw (1995) referred to the first dialogue of macromarketing, and the articulation by 
Plato in the fourth century BC of a construct of society made up of simple elements. 
These elements included familiar terms from today’s marketing discipline. For example, 
meeting human needs and wants, a focus upon the big picture ‘the state’, and a macro 
environment made up of smaller micro components including the principle of market 
exchange, which he described as the activity of buying and selling. The practice of 
marketing focused upon the activities of the individual. The individual constituted the 
market institution of the time and the party to the exchange (Dixon 2002). Elements of 
the marketing mix as they are understood today existed in the times of Socrates. Greek 
commerce was growing in response to changes in the society. Urban populations were 
increasing at the expense of smaller rural communities, creating unmet needs and wants. 
Market places became fixed establishments within communities where middlemen 
proffered their expertise. The market (and marketing) had become an important social 
institution within society (Dixon 2002). 
 
Continuing with the theme of antiquity Dixon (2002) cites the Oxford English 
dictionary as providing evidence that the practice of marketing can at least be traced to 
the sixteenth century. As the significance of church and nation states grew within 
medieval society, so did the contribution to marketing thought by church scholars. 
These scholars were motivated by wanting to understand the notion of profit within 
business, its subsequent impact upon society and whether such marketing activities 
were morally defendable within society itself. Dixon (1990) argues that the concept of 
marketing as a part of the production process defined in terms of value and utility theory 
was the result of medieval schoolmen who saw value in satisfying the needs of 
consumers. In fact, they saw satisfying customers as fundamental to the function of 
trade. For example, St Augustine linked the price obtained for a good with how useful 
or how much utility the good provided to men (Dixon 1990). Franciscan Peerre de Jean 
Olivi suggested that value of a commodity resides within the value one derives from 
having the good in their possession, the subsequent utility it provides, and the 
satisfaction gained (Dixon 1990). 
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Seventeenth century scholars, such as Nicholas Barbon, saw that value comes from use 
and is for the purpose of satisfying man’s wants (Cassels 1936; Jones and Shaw 2002). 
Further, Ferdinando Galiani linked the creation of value (satisfactions) to the marketing 
function of purchase price. A price which is determined by the usefulness of the value 
created. Thomas Aquinas, in particular, articulated what is now understood to be form, 
time, place and possession utility. He noted that basic changes occur when the trader 
acquires goods for selling to potential buyers by means of exchange (Cassels 1936; 
Jones and Shaw 2002). Other scholars of the time (e.g. Cassiodorus) saw the activities 
of middlemen as inconsistent with the teachings of the bible given the perceived 
exploitive nature by which the product was first acquired from the producer of that good 
and the motivation to make money from selling it on to a third party. However, as time 
passed, these views were re-evaluated towards a more favourable appreciation of the 
role middlemen played in the marketing process (Cassels 1936).  
 
While agreement on marketing’s starting point is the subject of debate a common thread 
exists throughout the ages, from antiquity to the service dominant logic the concept of 
exchange is evident. One apparent fact is that ancient marketing knowledge 
accumulated over time, occurred ‘within the context of everyday life’ (Wilkie and 
Moore 1999:198) and permeated its way through human civilisation. It did so for 
centuries as new trade routes opened up and the Athenian social institutions, inherent of 
democratic values, the rights of the individual and market exchanges formed building 
blocks for an evolving model of society and marketing’s role within society (Wilkie and 
Moore 1999). 
 
3.4.2 Emergence of Modern Marketing Thought (1750 – 1950)  
 
Bartels (1988) identified the Industrial Revolution as the originating point for the 
market economy. From the marketing point of view, this event motivated the need to 
improve distribution channels so that a growing population had access to food supplies. 
In doing so it provided an opportunity for the expansion of marketing thought. Kotler 
(1972) referenced marketing’s history as being established as a branch of applied 
economics for the purpose of studying distribution channels. Hollander (2005) 
reinforced the importance of this view as a starting point for marketing by stating that 
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some marketing thinkers believe nothing worthy of the term marketing occurred prior to 
the Industrial Revolution.  
 
In its first manifestation (early Industrial Revolution era), marketing was said to have 
developed as a response to those whose principal preoccupation was to solve the 
problems of the market place (the economic view), but evolved to be a response 
mechanism that could be used to solve the problems of society (1960s societal 
orientation). The study of marketing was seen as ‘approaching the problems of 
economics from the practical side’ (Cassels 1936:129). Bartels (1944) referred to 
marketing writers as not being conscious of the assumptions that underlie marketing’s 
logic and saw them more generally concerned with the practical rather than the 
theoretical aspects of the subject. Similarly, Cravens and Woodruff (1986) refers to the 
work of J.E. Hagerty who defined his 1899 doctoral work as dealing with the 
distribution problems of industrial products; ‘Students of marketing were concerned 
with the practical problems of their day’ (Bartels 1988:9) and focused their efforts on 
collecting information that provided solutions for these problems.  
 
Jones and Monieson (1990 a:102) stated that the ‘evidence suggests that the German 
Historical School of Economics provided much of the philosophical foundation of the 
(marketing) discipline’ and, as many of the earliest marketing students were in fact 
economists, economic theory became their frame of reference. This school concentrated 
 upon finding solutions to the genuine economic problems of the day, such as poverty 
and industrial development, which were the result of Germany’s strong economic 
growth. This gave the school the reputation of being pragmatic rather than an institution 
preoccupied with theory and concepts (Jones and Monieson 1990 a). Hunt (2002 a) 
believes the economic heritage of marketing was tied to the development of schools, 
such as the German school. The School’s influence lasted until World War 1 with its 
strongest impact being the decades of the 1870s and 1880s. The development of 
marketing thought owes an enormous gratitude to this school as it was responsible for 
training ‘approximately 10 000’ (Jones and Monieson 1990 a) American students 
between 1820 and 1920. These students, in turn, became advocates for the practical 
application of marketing, capable of solving the problems of business and society not 
just exponents of technical marketing. 
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During the 1870s a number of these German trained economists began returning to 
North America and assumed academic posts. Among them was Edwin Francis Gay 
(Harvard University) who specialised in academic marketing, the case study as a study 
tool, the study of history to train and the ‘how to’ of marketing and its functions in a 
non-agricultural setting, and Richard T Ely (University of Wisconsin) whose focus was 
upon agricultural marketing and the study of marketing as a systems wide approach.  
 
With their return to America, their German education began to influence the graduates 
of the early 1900s. Among these graduates were E.D. Jones, Samuel Sparling, James 
Hagerty and B.H. Hibbard who were noted as the first contributors to the expansion of 
marketing thought (Jones and Monieson 1990 a). Ely subscribed to the view of 
providing students with a practical, pragmatic education. In this regard, Ely’s graduate 
students were encouraged to look at problems affecting society and seek answers from 
the knowledge found in text books. This approach focused upon the wellbeing of 
society in the pursuit for solutions to market based economic problems (Jones and 
Monieson 1990 a). Converse (1945) articulated that a body of thought was developed 
by these marketing students that could be distinguished from economics by its nature, 
scope and application – ‘Their studies were more empirical than theoretical, more 
practical than abstract, more descriptive them philosophical’ (Converse 1945:9). A view 
Bartels (1988), Wilkie and Moore (2003) and Vargo and Lusch (2004) would support. 
 
However, Jones and Shaw (2002) suggested that whilst early marketing thinkers did not 
use the term ‘marketing’ to describe their academic pursuits, they chose to use more 
acceptable and commonly used similar terms of the time, such as ‘commerce’ and 
‘distribution’. Adopting a more liberal interpretation of these marketing-like terms 
suggests that marketing thought predates the turn of the twentieth century assumption as 
being a starting date for marketing. Jones and Shaw (2002) suggested a pre-1800 stage 
where distribution activities taking the form of middlemen, and types of markets from 
shopkeepers to national markets were studied. Between the years 1800 and 1900 
marketing was increasingly being interpreted from an economic frame of reference in 
particular from the perspective of the retailer. At the same time, the subject of 
advertising and the techniques being used were investigated, documented and studied 
(Jones and Shaw 2002). 
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An alternative view of marketing was advanced by some early nineteenth century 
economists (for example Alfred Marshall, and Böhm-Bawerk) who saw economic 
theory as not representing the total story of what was happening with man’s role in 
business. It was not just about economic theory, but about man’s place in the 
established social order. Marshall, in particular, ‘identified interactions between 
marketing and its environments’ (Dixon 1999:35) presenting a view of marketing from 
the perspective of system-environment interactions where the individual is but a part of 
a total organism, an organic social entity known as society. Marshall importantly linked 
change in the environment to marketing by noting ‘that environmental changes 
influence both the nature of demand and the methods to satisfy demand’ (Dixon 
1999:36). 
 
The constituent components of Marshall’s systems-environment interactions are: 
 
• The Consumer;  
• Production and Exchange; 
• Marketing Effort; 
• Systems Structure; 
• The Organic Model; and  
• The System and its Environment. 
 
Each component is now detailed. 
 
The Consumer: the needs and wants of consumers change and evolve over time 
progressing to higher order needs and eventually to crave change for change sake. ‘This 
interactive process is the driving force of social progress’ (Dixon 1999:36). Such 
interaction drives the system itself; for example, the type of market and changes in the 
environment interact to affect the demand and how that demand is satisfied. Within 
such an environment changes to the marketing system take place in response to the 
consumer’s desire to, for example, value time, resulting in ‘the growing facilities for 
ordering and receiving parcels by post and in other ways’ (Dixon 1999:36, quoting 
Marshall 1891). Today, those other ways, see the internet doing precisely what post did 
in the past. 
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Production and Exchange: Marshall’s focus was upon the demand creator ‘the firm’ 
which operated within an uncertain, changing environment. To do so required certain 
skills beyond those of a manager – the ability to lead the firm by forecasting production 
and consumption trends, and the ability to plan product cycles. 
 
Marketing Effort: Price is determined by the environment in which changing demand is 
being met. A firm chooses to change price in order to maintain a certain clientele and 
perception (for example, a premium market) or cover production costs by lowering 
price to sell volume. 
 
System Structure: The focus is upon the firm and its changing environment. The 
dynamic and resources of the firm affect the environment. For example, the size of the 
firm brings efficiencies in terms of costs of production and the specialisation of labour 
making it more competitive than smaller enterprises. 
 
The Organic Model: Marshall makes the point that the treatment of practical problems 
encounters difficulties when using static economic theory alone. Marshall advocated the 
incorporation of an organic continuous growth model to explain a more holistic 
approach to solving the practical problems of society. 
 
The System and its Environment: ‘Social progress leads to further social progress’ this 
results in ‘the desire for excellence for its own sake and the desire to permeate the entire 
system’ (Dixon 1999:40). Also leads to ‘a devotion to public well-being’ (Dixon 
1999:41). 
 
According to Dixon (1999) Marshall’s representation of marketing as a collective of 
systems-environment interactions was selectively reworked by mid- twentieth century 
marketing writers who chose to concentrate upon the narrower economic system in 
particular marketing’s role in the operations of the firm. This perspective reinforced 
marketing’s economic heritage, but did so at the expense of recognising marketing’s 
sociological heritage – a heritage that both featured, and was impacted by, the ever-
present variable of change. Dixon (1999) saw this as a missed opportunity to give 
marketing a more complete theoretical underpinning.  
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As one reflects upon marketing’s post nineteenth century development, a strength has 
been its foundation upon interdisciplination. Bartels (1988) referred to the period, 
between 1900 and 1910, as the Period of Discovery. Marketing’s willingness to learn 
from other disciplines has resulted in marketing borrowing ideas, concepts and theories 
from sciences, such as economics, management, psychology, accounting, statistics, law, 
and political science (Bartels 1951; 1988; Converse 1945; Day 1996). The social 
sciences have contributed through the exchange of concepts that have been utilised to 
restructure, reappraise and add substance to marketing thought (Bartels 1988; Day 
1996).  
 
However, despite the transfer of knowledge from other disciplines, marketing has been 
interpreted from the narrow perspective as an economic activity (Bartels 1988; Cassels 
1936; Cravens and Woodruff 1986; Gross 1987; Houston 1986 Kotler et al 2006; Kotler 
1972; Lazer and Kelley 1973; McColl-Kennedy and Kiel 2000; McKenna 1991; Miller 
et al 2000; Quester et al 2004; Summers et al 2005). One criticism of marketing thought 
development is that, up until the 1960s, it lacked the actual application of an 
interdisciplinary approach instead focusing its development upon the economic view of 
business practices and their associated problems (Bartels 1988). 
 
Between 1910 and 1920, during a period referred to as the Period of Conceptualisation 
(Bartels 1988), basic concepts of marketing were formalised, marketing functions (the 
activities of marketing – production, distribution, administration) were identified and 
approaches (commodity – focus upon the product, institutional – focus upon the 
marketing organization, for example, the middlemen, market type or function) to 
analyse marketing were conceived. This decade also saw a body of thought produced by 
many scholars of the time. The catalyst for this concentration of work was the 
identification of problems in agricultural marketing and resulted in a particular focus 
upon cooperatives, prices, markets and product marketing.  
 
The term marketing grew in acceptance with noted academics like Ralph Starr Butler 
using the term to describe all of the activities associated with the selling of a product 
and introduced the premise that marketing was a universal business function (Bartells 
1988).  
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The first courses in marketing were offered at the turn of the century with text books 
published between 1911 and 1915 (Converse 1945). Courses, the content of which 
covered subject matter later referred to as marketing such as distributive and regulative 
industries and mercantile institutions (Wilkie and Moore 2003), were offered by 
academics such as E.D. Jones (University of Wisconsin and Michigan 1895-1902), 
Simon Litman (University of California and Illinois 1903-1921), George M. Fisk 
(University of Illionois 1903-1908) and James E. Hagerty (Ohio State University 1905-
1940) (Bartells 1988). Jones and Shaw (2002), in addition to the above universities, 
identify the Universities of New York (1902) and Pittsburg (1909) among the first to 
offer marketing courses in America. Of note, is Wilkie and Moore’s (2003:118) 
comment that the development of these courses ‘reflected the realities of their time and 
place’, in other words, they reflected their environments. 
 
Other notable contributors to the body of marketing thought were leading marketing 
thinkers from the University of Wisconsin, such as Benjamin H. Hibbard (agricultural 
marketing), Theodore Macklin (integration of marketing thought across commodity, 
functional and institutional perspectives), Paul H. Nystrom (marketing and retail 
economics), Ralph Starr Butler (marketing problems and functions before the sale). 
Equally another school of authority for marketing thought development was the Harvard 
University. Among the scholars from Harvard were Paul T Cherington (elements of 
marketing), A.W. Shaw (business policy and practices; the business system – ‘matter in 
motion’), and Melvin T. Copeland (problems in marketing) (Bartels 1988). 
 
Noting the business focus of all marketing activities in the 20 years to 1920 Wilkie and 
Moore (2003), moved beyond this traditional view to identify the importance played by 
a systems approach to marketing. They linked society and marketing, calling it the 
Aggregate Marketing System and claimed it to be ‘an implicit issue in the body of 
marketing thought’ (Wilkie and Moore 2003:118) development at the time, one 
undoubtedly embracing societal concerns.  
 
Integration of marketing concepts, functions and approaches followed in the decade up 
to the 1930s with the effect being the development of an enhanced body of marketing 
thought. This took the form of books with titles, such as the Principles of Marketing. 
Among the exponents of this era were students of marketing drawn from academia and 
business like L.D. Weld (cooperative marketing), Fred E. Clarke (principles of 
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marketing), Paul Converse (practical marketing training – the teaching of marketing 
fundamentals), Harold H. Maynard (teaching), and Hugh E. Agnew (teaching, 
advertising and journalism). With the integration of marketing thought, came the 
realisation by the academic fraternity that a milestone, the completion of phase one of 
marketing’s development, had been reached. This phase saw marketing thought 
development as not so much a function of its economic heritage but the result of 
environmental factors creating change in the market place in which academics found 
themselves researching and working, for example, agricultural marketing, the 
manufacture of goods, and the application of technical functions of marketing.  
 
The following 20 years from 1930 to 1950 witnessed a familiar trait of marketing 
thought development that being, its ability to regularly re-evaluate its position. This era 
was characterised by careful consideration which, in turn, led to marketing thought 
being rewritten along expanded lines. Such expansion saw non-traditional concepts 
from other social sciences, beyond the traditional economic frame of reference, utilised 
to expand marketing thought so that it was viewed more as an integrated, unitary, whole 
marketing system. Students were encouraged ‘to think about marketing as an organic 
whole made up of interrelated parts’ (Bartels 1988:156) subject to growth and change, 
and functioning in a process of distribution that was coordinated by economic and social 
forces.  
 
Similarly Vaile, Grether and Cox (1952) viewed marketing as a dynamic process a 
process by which resources, activities and the organisation collectively functioned to 
stimulate consumption. These authors identified that the most essential part of 
marketing was the exchange and movement of goods from production to consumption. 
Bartels (1988) refers to this period as the Period of Development (1930 – 1940) and the 
Period of Reappraisal (1940 – 1950). This period of reappraisal was aptly named. The 
tone of marketing thought is being re-evaluated to reflect two paradigms: one new and 
one a previously canvassed and re-emerging way of viewing marketing.  
 
Firstly, the management of marketing affairs (the marketing management paradigm) 
which involved the planning and controlling of the firm’s marketing activities came to 
the fore reaching the status of dominant paradigm in the 25 years (1950-1975) that 
followed. Writers in this period and beyond typically put their energies into pursuits that 
reflected the micro study of marketing management (Jones and Shaw 2002). Secondly, 
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marketing was being explored from the perspective of it being a holistic entity (Duddy 
and Revzan 1947). This approach consisted of structure, interrelated parts and the forces 
of change and growth, not just an analysis of individual components of marketing, (for 
example, distribution and price) as proposed in the earlier periods of marketing thought. 
Nor was it seen as an analysis of the integrated components of marketing (the marketing 
management approach).  
 
3.4.3  Expansion of Marketing Thought (1950 – 1975) 
 
Building upon the previous decade, the prevailing view of this period was that 
marketing thought was undergoing significant change. This change was according to 
Bartels (1988) due to the new pursuits of marketing scholars, and due to changes in 
marketing’s operating environment. Wilkie and Moore (2003) stated that ‘the period 
after 1950 marked a watershed in the history of marketing thought’ (Wilkie and Moore 
2003:124). The quest for a theory of marketing was being undertaken with more zeal, 
championed by Wroe Alderson (1957). Ultimately, this led to a move away from the 
traditional functional, institutional and commodity approach to marketing thinking and 
resulted in the expansion of thought taking the form of the marketing management 
approach.  
 
This approach distinguished itself from earlier marketing thought by being 
representative of the problems encountered by marketing practitioners. Thought 
development became focused on the marketing manager and ways to assist that 
individual to make better informed decisions about the firm’s marketing operations in 
order to deliver more effective strategy and programs. Change in society again played a 
part in the development of marketing thought; in this case, the development of the 
marketing management approach.  
 
The years immediately after World War II and into the 1950s bore witness to significant 
change in society. Mass markets, huge unmet demand, population growth, new 
communication mediums (television) and government investment in distribution 
infrastructure (roads) saw marketing thinkers respond by equipping marketing managers 
with the skills necessary to perform their marketing role. Of most significance was the 
work of marketing thinkers, such as McKitterick (1957) the marketing concept, 
McCarthy (1960) the 4 Ps and Kotler (1967) marketing analysis, planning and control. 
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Bartels (1988) refers to this period as the Period of Reconception, defining it as a time 
when marketing thinking was inherently changing. It resulted in a period where 
marketing thought was subject to criticism and established understandings of the 
discipline were openly challenged. New concepts were presented and uneasy times for 
the discipline held sway. In support of this assertion by Bartels, Reed (2010) referred to 
the sixties as the most important period for marketing’s development.  
 
Marketing thought was being transformed by drawing upon its heritage of 
interdisciplination to demonstrate how marketing related to other disciplines and how 
lessons could be learnt for the benefit of marketing thought development. It is during 
this phase that the seeds of change were sown by marketing thinkers, bearing fruit, in 
what is now understood as the marketing management paradigm. Of particular note 
were authors: Alderson (1957, 1965), a unifying theory for marketing combining both 
the management and systems approaches; Kotler and Levy (1969:10), who broadened 
the concept of marketing suggesting it to be a ‘pervasive societal activity’; and Bagozzi 
(1975), who articulated the centrality of the exchange paradigm for marketing’s future 
development. The latter thoughts of Kotler, Levy and Bagozzi became core doctrines in 
the period between 1960 and 1975 and are still being articulated today as marketing 
cornerstones. The work of Alderson, whilst noted for its contribution to marketing 
thought development (Bartels 1988; Jones and Shaw 2002; Wilkie and Moore 2003) 
and a significant influence on Kotler (Bartels 1988) has only in more recent times been 
of interest to marketing thinkers (Wooliscoft 2008). This in part appears to be the case 
due to his passing in 1963 and the faddish nature of interest in the subject which saw 
few exponents to this systems approach and fewer articles written (Jones and Shaw 
2002).  
 
However, Wilkie and Moore (2003:119) characterised this period as a time where 
marketing thought thrived and ‘actually accompanied (and reflected) several profound 
societal changes’. They see the marketing system during this period as undergoing 
change in step with the changes in society. Marketing itself also became a more robust 
academic pursuit with leading journals examining ‘marketing issues in the light of 
unfolding world events’ (Wilkie and Moore 2003:122). Bartels (1988) articulates this 
stage as the Period of Socialization, a period where a larger social element in marketing 
thought took hold. 
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 Principal among those writing on this subject at the time was Kotler (and Levy1969; 
1972) who drew upon the obvious problems in society that characterised this era and 
responded with a marketing interpretation using concepts and techniques to address 
these societal pressures. Academic interest in the latter half of the 1960s, throughout the 
1970s and until the end of Wilkie and Moore’s Era III (1980) expanded upon the subject 
of marketing’s role beyond a business application to include, for example, marketing’s 
role in a changing social environment, the social responsibility of business, and the 
application of marketing techniques to improve the welfare of consumers. Such 
discussion resulted in the study of sub disciplines of marketing which ultimately lead to 
the fragmentation of marketing thought (Table 3.4, Stage Four). Disciplines, such as 
social marketing, government marketing, health marketing, place marketing, cultural 
marketing, consumer marketing and macromarketing, attracted the interests of 
marketing thinkers and represented examples of marketing’s expanding domain of 
influence (Kotler 2005). 
 
Expansion of thought continued where ‘reconception and redefinition of marketing 
identified challenging new areas for study and research’ (Bartels 1988:159). This period 
between 1960 and 1970 was known for the differentiation of marketing thought which 
was defined in some quarters as a conceptual revolution and maturing of the discipline 
(Bartels 1988). One key point of distinction among some writers was becoming evident 
that being the use of the term ‘environment’, in particular how marketing decisions 
made by business relate to and are impacted by the environment in which they operate 
(Bartels 1988). This era saw a transition was underway wherein traditional approaches 
to marketing were being augmented by an environmental approach (Bartels 1988).  
 
The environment within which marketing and business found itself was characterised as 
being a society undergoing significant change. This was not surprising. The 1960s in 
America was a time of fundamental change with social issues. More organised activism, 
the quest for greater individual freedoms, the pursuit of equality, the ideal of less 
poverty, challenges (such as criticism of marketing’s role in advertising), and public 
interest advocacy (such as antismoking) were all dominant issues at the time (Bartels 
1988). Marketing found itself being part of a bigger polity, the socio-economic-
political-legal environment and predominant in marketing thought was consideration of 
the welfare of the total society.  
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The era also saw marketing return to a focus the subject of which had not been part of 
the marketing thought discourse for many decades, that being, the integration of macro 
and micro marketing. Grashof and Kelman (1973:163) felt that such a focus was 
necessary given their ‘belief that knowledge of macro marketing makes learning of 
micromanagement easier’. 
 
The key feature towards the end of this period of marketing thought’s expansion (1970-
1975) was the evidence that marketing thought possessed a larger social element than 
previously considered. Marketing thought had become socialised moving beyond its 
traditional business market role to one displaying pluralistic tendencies where 
marketing thinking was apt for use equally amongst all institutions within a societal 
structure (Kotler 1972). This period clearly saw marketing evolve from a business 
application solving problems of the market to an approach that could solve non-business 
problems, such as marketing of health services to the underprivileged and marketing 
remedies to the problems associated with environmental pollution (Kotler 1972; 2005).  
Such marketing thought was a function of the environment of the times. The 
environment was characterised by change expressed by social unrest and the occurrence 
of social problems which were in some cases caused by marketing. Leading among 
marketing thinkers at this time were two key writers both of whom made significant 
contributions. Kotler (1972) saw an expanded role for marketing beyond the traditional 
firm – client relationship to include all organisations and their publics; for example, 
religious groups, social causes and political candidates. He expressed his thinking as the 
generic model of marketing. On a more theoretical front, Bagozzi (1975) promoted the 
case for the concept of exchange to be recognized as the ‘core element of marketing’.  
 
A third perspective of thought was presented by Alderson (1957; 1965) who introduced 
the notion of transactions and transvections working together in the marketing process 
to explain how marketing functioned. All three thinkers put their unique theoretical case 
forward. All shared the building block of exchange as a starting point. Kotler and 
Bagozzi were universally accepted, while Alderson’s theory in particular the concept of 
transvections, which he described in part as being inclusive of transformations (change), 
appears to have not been capitalised upon. This is despite Alderson’s work being a 
personal influence on Kotler (Bartels 1988). 
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This thesis now completes this period of thought by providing an analysis and critique 
of Kotler (1972), Bagozzi (1975) and Alderson (1965; 1975). 
 
3.4.3.1  Phillip Kotler  
 
Phillip Kotler is known as the father of marketing. A student of economics he was 
motivated by the need to explore new ideas and thinking pertaining to the application of 
marketing. This desire led to the work for which he is best known – the articulation of 
an understanding of marketing that morphed from the traditional business perspective, 
to that of a social view, culminating in the generic model of marketing (Tadajewski and 
Jones 2008).  
 
Kotler responded to the times by focusing his attention upon helping marketing 
practitioners to perform their job more effectively. Noting the lack of scientific rigor in 
marketing textbooks, which to that time were largely descriptive in nature, he set about 
writing an introductory marketing text. In 1967, Marketing Management was published 
followed shortly thereafter by Marketing Decision Models A Model-Building 
Approach. To this day, he remains fruitful in his writing and contribution to marketing 
thought. 
 
Kotler is known particularly for two pieces of work upon which the attention of this 
thesis is turned, one with associate Sidney Levy ‘Broadening the Concept of Marketing’ 
(Kotler and Levy 1969) and secondly the 1972 presentation of ‘A Generic Concept of 
Marketing’ (Kotler 1972). 
 
The purpose of Kotler and Levy’s (1969) article was to expand marketing thought and 
theory by determining the extent to which the business model of marketing could be 
utilized in the marketing of non-traditional products and entities, such as organisations, 
people, ideas and more broadly social activities. Their assumption was that ‘marketing 
is a pervasive societal activity that goes considerably beyond the selling of toothpaste, 
soap and steel’ (Kotler and Levy 1969:10). All organisations, be they church groups, 
government departments, public libraries and service groups conduct marketing in some 
way.  
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Whether it is realised or not, Kotler and Levy (1969) argued all organisations utilise the 
principles of marketing management. For Kotler and Levy (1969:15) ‘no organization 
can avoid marketing’. All groups have a product of some form, a market they respond to 
and a customer group to serve, satisfy and communicate with. For the management of 
these non-traditional business entities the decision they need to make is whether to use 
the principles of marketing ‘well or poorly’ (Kotler and Levy 1969:15). Some criticism 
was made by Luck (1969) who suggested that Kotler and Levy had broadened the 
domain of marketing too far, making it too general in its application. However, despite 
this criticism, the concept prevailed with universal acceptance.  
 
The central theme behind Kotler’s (1972) article was that he and Levy in 1969 did not 
go far enough in defining the application of marketing. Kotler’s motivation was 
threefold. Like other marketing thinkers of the time, he was searching for a more 
meaningful interpretation of the substance of marketing. Secondly, he was influenced 
by the significant changes that beset society in the 1960s and 1970s and, finally, he was 
acting from a marketing perspective to solve the contemporary problems that were the 
result of this changing society.  
 
Kotler (1972) thus presented the case for the expansion of the original broadened 
domain of marketing to embrace the transactions taking the form of exchanges of value 
between all organisations and their publics not just their customers. Kotler called this 
approach ‘the generic model of marketing’ (Kotler 1972:46). In doing so, Kotler was 
responding to the changing environment faced by the marketing discipline by 
articulating the evolving reach of marketing’s domain. He stated that marketing had 
moved through three levels of consciousness: Consciousness One – the economic 
transaction; Consciousness Two – organisation-client transactions; and Consciousness 
Three – organisation-publics (any social unit) transactions. The building block for each 
state of consciousness was ‘the core concept of marketing … the transaction’ (Kotler 
1972:48).  
 
Herein is a gap in Kotler’s thinking that is worthy of further investigation. It has been 
previously stated that one of Kotler’s influencers was Wroe Alderson (Bartels 1988). 
Kotler’s work (1969 with Levy and 1972) only recognises the concept of exchange as 
the substance of marketing. Kotler’s work fails to recognise that the concept of change 
(Alderson’s work), particularly present throughout the time of his development and 
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articulation of the generic model of marketing, was having, yet again in the history of 
marketing thought, a profound effect on the evolution of the marketing discipline and 
how the fraternity should define, understand and scope marketing‘s domain and its 
substance. 
 
3.4.3.2  Richard Bagozzi 
 
The belief that the essence of marketing and its future development lies in the study of 
the concept of exchange was espoused by Richard Bagozzi in his 1975 article entitled 
‘Marketing as Exchange’. This article is his defining contribution to marketing thought.  
 
Bagozzi (1975:35) explored the meaning of exchanges from the starting perspective that 
‘exchange is more than the mere transfer of a product or service for money’. In doing so 
he articulated three types of exchange, restricted exchange – two party reciprocal 
relationship; generalized exchange – reciprocal relationships between three or more 
entities; and complex exchanges – ‘mutual relationships between at least three parties’ 
(Bagozzi 1975: 33). He further added to this perspective by articulating three 
motivations for exchanges, utilitarian (economic exchange), symbolic exchange 
(transfer of product for what they are perceived to mean), and mixed exchange (both 
economic and symbolic rewards). 
 
Bagozzi’s perspective was significant for the questions that are asked in justifying his 
argument that exchange is the building block upon which the future development of 
marketing thought can occur. Bagozzi asserts that marketing thought is concerned with 
three questions, ‘(1) Why do people and organizations engage in exchange 
relationships? (2) How are exchanges created, resolved, or avoided?’ (Bagozzi 1975: 
32), and (3) ‘What are the forces and conditions creating and resolving marketing 
exchange relationships’ (Bagozzi 1975: 37). He further stated that, ‘the processes 
involved in the creation and resolution of exchange relationships constitutes the subject 
matter of marketing, and that these processes depend on, and cannot be separated from, 
the fundamental character of human and organizational needs’ (Bagozzi 1975: 37).  
 
In answering these questions Bagozzi’s focus upon the unit of analysis, ‘the concept of 
exchange’ as marketing’s building block, was perhaps premature and limits the 
argument as to what constitutes the building blocks of marketing. This focus represents 
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a continuation of the mimetic behaviour demonstrated by previous marketing thinkers. 
Given that these questions were raised, the answer to each would suggest a more 
appropriate understanding of the substance of marketing. That is to say, the subject 
matter of his questions ‘the concept of exchange’ cannot also be the answer to the 
substance of marketing which is what Bagozzi appears to suggest and marketing 
thought has accepted.  
 
One possible answer in that people and organisations engage in exchange relationships 
because of their inherent desire for change; it is a fundamental human or organisational 
need, one that is vital for their survival. Bagozzi’s questions are more suitably answered 
through the application of the concept of change not the subject of his article the 
concept of exchange. Exchanges are created, resolved or avoided through the process of 
change. In the avoidance of exchange, the result is achieved through not changing 
which is consistent with the concept of demarketing (Kotler et al 2006).  
 
It is universally accepted that the objective of marketing is to satisfactorily meet human 
and organisational needs (Cravens and Woodruff 1986; Gross et al 1987; Kotler et al 
2006; Kotler 1972; McKoll-Kennedy and Kiel 2000; Miller and Layton 2000; Quester 
et al 2004; Summers et al 2003). The exchange is the technique for making this occur. 
However, the human or organisational need itself is the result of a desire for a change of 
state in order for the human or organization to survive or evolve. The concept of change 
gives marketing its legitimacy in the first instance which to date has been expressed 
inappropriately in terms of the core element of marketing being the concept of 
exchange. Marketing, as expressed through the concept of change, is in fact 
consummated through the act of exchange, but that act should not be interpreted as the 
core element of marketing; it is in fact a subset of the real substance of marketing – the 
desire for change. After all, the word exchange has the literal meaning ‘out of’ (ex) 
change. 
 
Whilst stating that the concept of exchange is a key factor in determining an expanded 
role for marketing, Bagozzi (1975) leaves doubt as to whether exchange is the definitive 
core element of marketing by stating that the search ‘for specific social and 
psychological processes that create and resolve marketing exchanges’ must continue. 
One such process worthy of investigation is, in fact, the concept of change. 
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3.4.3.3  Wroe Alderson 
 
Undergraduate education presents to the student of marketing the view that Phillip 
Kotler is the father of modern marketing given the articulation and universal acceptance 
of his generic model of marketing (Kotler 1972). However, more recently scholars, such 
as Jones and Shaw (2002), Wooliscoft et al (2006), Shaw et al (2007) and Beckman 
(2007), question this belief and present a different perspective. They suggest that the 
mantle of ‘father of modern marketing’ rests with Wroe Alderson. Alderson was a man 
of little school education but a wealth of practical experience, which when combined 
with graduate studies, ‘bridged the gap between practitioner and academic 
communities’ (Wooliscroft 2006:3). He expanded marketing thought to embrace 
disciplines beyond the traditional heritage of economics and provided a lasting legacy 
that altered the course of marketing – the marketing management school of thought 
(Beckman 2007; Shaw et al 2007). 
 
Recognition of Alderson’s significant contributions to marketing thought is non-existent 
in introductory texts on marketing. His writings preceded, by some 10 to 15 years, the 
now popular articulations of Kotler (1972) and Bagozzi (1975). Had he continued 
working on his main research interest, to establish a theory of marketing, marketing 
history could well have recorded events differently. Colleagues undertook to complete 
the research he had been working on at the time of his death. This research took the 
form of his most important contribution to marketing thought a book entitled Dynamic 
Marketing Behaviour (Alderson 1965). The thoughts, concepts and ideas that were 
compiled in this book and his earlier writings in particular, “Towards a Theory of 
Marketing” (Alderson and Cox 1948) and Marketing Behavior and Executive Action 
(1957) were critical influences upon how marketing thought evolved over the 
subsequent decade and culminated in Bagozzi’s (1975) defining mantra that led to the 
position of ‘the concept of exchange’ being defined as the core element of marketing.  
 
Alderson’s motivation was to establish a theory for marketing, an area that he suggested 
had had little academic interest until 1946 (Alderson 1965). In doing so, Alderson 
adopted a functionalist paradigm wherein he saw marketing as constituting a subsystem 
for the betterment of the broader social system, society (Alderson 1957; Wooliscroft 
2008). It was an apt choice by Alderson as functionalism endeavours to understand how 
and why a system works the way it does. Alderson’s motivation was to understand how 
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the marketing system and its interacting elements worked. In this regard, he saw the 
fundamental importance of interpreting marketing from the perspective of the total 
environment and how marketing as a system fitted into that environment. Alderson 
drew upon an ecological frame of reference to explain the relationship between the 
elements that make up the system. A system that he suggested featured the integrated 
elements of group behaviour in human society, both in a holistic manner while being 
flexible enough to accommodate adjustments in the form of the replacement or addition 
of elements. With these thoughts, Alderson had planted the seeds of marketing 
management. 
 
Alderson sought to address the day-to-day problems of management (Bartels 1988; 
Shaw et al 2007) which functioned within an environment he coined as ‘organized 
behaviour systems’ (Alderson 1957). Of interest to Alderson was a particular unit of 
analysis, the study of small systems – namely households and firms (Alderson 1957; 
1965). This system stressed two core roles or attributes, principally a customer 
orientation serving the needs of the members of the system and, importantly, but less 
researched in marketing literature, the role of adapting to the impact of inherent change 
within the system’s environment (Shaw et al 2007). Alderson (1965:302) states that 
‘marketing as a field of study does not rest comfortably under the label of applied 
economics’  referring to it as ‘a general science of human behaviour’ (Alderson 
1965:303). The marketing management approach Alderson fostered remains the 
dominant school of marketing thought (Shaw and Jones 2005). In addition, Alderson’s 
thoughts gave rise to a fuller explanation of macromarketing (Shaw et al 2007; 
Wooliscroft 2008) and the exchange school of thought (Shaw and Jones 2005; Shaw et 
al 2007). 
 
Alderson (1957; 1965) detailed the law of exchange, the conditions upon which 
exchange takes place noting that the transaction (the economic form in which the 
exchange takes place) is a fundamental building block for any marketing theory. A 
second term Alderson introduced into the marketing lexicon was ‘transvections’, a term 
used because of no suitable established English word. While ‘the function of exchange 
is accomplished at successive levels by means of transactions’, the process by which a 
product reaches ‘the ultimate consumer is accomplished through a series of sorts and 
transformations called a transvection’ (Alderson 1965:278). Transvections suggest the 
flowing nature of a marketing system; that is, the units of action necessary for raw 
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materials to be converted into a product for consumption by the consumer. It was 
Alderson’s position that ‘a transvection includes the complete sequence of exchanges, 
but it also includes the various transformations which take place along the way’ 
(Alderson 1965:86). From the perspective of the transvection, the unit of study is the 
total process. The definition of a transvection can be shown symbolically as TV = 
STSTS….TS where S is a sort (exchange) and T is a transformation (change) (Alderson 
1965:92).  
 
Expanding upon Alderson’s small systems analysis – ‘households and firms’ – he 
defined the marketing process as beginning with raw materials which in turn become 
assortments (goods with potency) for consumption by the consumer. The marketing 
process facilitates this change with the final product moving through a sequence of sorts 
and transformations. Alderson defined sorts as being ‘the assignment of goods, 
materials or components to the appropriate facilities’ (Alderson 1965:27). He defined 
transformations as the change that takes place in form, place, possession and time utility 
that occurs within the marketing process; a process where the decision to change is, 
according to Alderson, a marketing decision. As such, the marketing process is never 
static because it is always changing, changing in technology, transportation, better 
storage facilities, methods of sorting, product design and customer needs. Although 
Alderson believed that ‘it may appear to stretch the meaning of marketing to imply that 
it is concerned with changes’ (Alderson 1965:27) he also felt that it presented a question 
worthy of further research and discussion. Change, Alderson style, was presented as 
being inherent in the marketing process.  
 
3.4.3.4  General Discussion 
 
Reed (2010) makes the observation that the 1960s was, in fact, the most important 
period for marketing thought development. The thoughts of Kotler (1972), Bagozzi 
(1975) and Alderson (1965) appear to support such a view. All three authors were 
investigating the substantive issue in marketing at the time, that being, ‘What is the 
substance of marketing?’ This question was presented in the marketing literature at a 
time when attempts were being made to expand the concept of marketing. Marketing 
thinkers, such as Kotler, Bagozzi and Alderson, were developing models of marketing 
that moved the universal understanding of marketing as a business application to a more 
generic role in society. The bearing of a society characterised at the time by an 
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environment of significant change – the 1960s and early 1970s –was heavily 
influencing their considerations, particularly those of Kotler (Bartels 1988).  
 
All three authors explored the nature and scope of the substance of marketing by 
initially articulating and then building upon exchange as the agreed core concept of 
marketing. Exchange, the unit of analysis for these authors, is recognised in these three 
papers and the broader marketing literature as being the building block for advancing 
marketing theory (Anderson et al 1999; Fry and Polonsky 2003; Hunt 2002 a; Kotler et 
al 2006; Kyambalesa 2000; McColl-Kennedy and Kiel 2000). Anderson et al (1999:9) 
are representative of the majority of marketing thinkers. Their consensus view was ‘that 
exchange is the key to unlocking a new conception of marketing with near universal 
applicability in any organizational context’ believing that a focus upon the ‘general 
rather than specific’ (Anderson et al 1999: 9) application of exchange that is societal as 
opposed to the firm/business context, ‘provides a far richer theoretical foundation’ 
(Anderson et al 1999:9) upon which to build marketing theory. In this regard, the act of 
exchange remains the constant by which an evolution of marketing thought can be 
undertaken.  
 
Kotler (1969; 1972) referenced the concept of exchange as being the key (a building 
block) element in advancing his proposition of marketing consciousness leading to the 
theory that marketing is applicable to all organisations and their publics. In 
summarising, marketing thought through the articulation of three states of 
consciousness Kotler used generally accepted propositions of human action (axioms) to 
develop the criteria for the establishment of a generic concept of marketing. These 
axioms and their supporting corollaries were the means by which he proposed and 
tested his generic model of marketing against traditional (business) and expanded (non-
business) marketing applications to conclude with consciousness three marketing, the 
broadened domain of marketing. 
 
Bagozzi (1975:37) detailed the character, types and definition of exchange taking place 
within the marketing process arguing that the forces and conditions that created 
marketing exchange relationships reflected practice and constituted ‘the subject matter 
of marketing’. He is acknowledged as consolidating the arguments for exchange being 
recognised as ‘the core phenomenon for study in marketing’ (Bagozzi 1975:32). In 
detailing the role exchange played within such a setting, Bagozzi explained his rationale 
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by way of real life examples to propose a general social marketing and exchange model. 
Bagozzi’s model referred to a specific implementation of a more general theoretical 
view. Whilst the model is used to demonstrate and make the point that social marketing 
is a subset of the generic concept of marketing, Bagozzi’s key message was that 
exchange behaviour was the central concept of marketing.  
 
Alderson’s (1965) work detailed the ‘law of exchange’ and puts forward the concept 
that the marketing process is a series of sorts and transvections. Alderson, like Kotler 
and Bagozzi, sought a formal theory for marketing. However, Alderson’s approach is 
different as he analysed the nature of marketing (transactions and transvections) by 
means of formal mathematical equations, supported by verbal statements about the laws 
of exchange and the theory of transvections. In doing so, Alderson described the theory 
of exchange and transvections as relationships between variables and the conditions 
upon which each can take place. Alderson demonstrated these propositions and provides 
proof of the relevance of the theory by referencing general but apt cases.  
 
Alderson’s contribution was significant in that he articulated the laws by which 
exchange could take place. These principles were adopted by marketing thinkers that 
followed, such as Kotler (1972) and Bagozzi (1975), as the core element of marketing, 
the building block for its further development. Alderson’s contribution is greater than 
the articulation of the laws of exchange. He suggests that the marketing system was not 
only about the exchanges, the transactions that occur on a day-to-day basis, but also 
about the changes that compliment and make the exchange possible in this micro 
environment as well as the changes that take place in the macro environment within 
which marketing operates. 
 
Contributions made by Kotler (1972), Bagozzi (1975) and Alderson (1965) to the field 
of marketing are both theoretical and practical. Theoretical in the sense that each author 
has summarised the existing knowledge on the subject to present a theory, and practical 
in that each author in developing theory that advances marketing to solve real life 
problems. As stated earlier, a real life problem for the marketing discipline at the time 
was to answer the fundamental question as to what is the substance of marketing. Upon 
analysing the thoughts of these three authors, a gap in the marketing literature becomes 
apparent. 
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While not asking the question directly, Alderson (1965) provides the opportunity and 
the environment for marketing scholars to ask on his behalf, ‘Is marketing not only 
about transactions (sorts) but also about transvections?’, which are defined as including 
transformations (changes). Marketing scholarship has tended to refer briefly to the 
concept of change as evidenced initially by Kotler (1972). It is of secondary interest to 
the concept of exchange, is typically seen as an outcome of the broadened marketing 
process as articulated by Kotler (1972), and specifically expressed in terms of changing 
behaviours. Alderson expanded upon his thoughts on the role the concept of change 
plays in the marketing process by suggesting it is a subject matter that warrants further 
exploration and questioning. 
 
The gap in the marketing literature follows that whilst the recognized path for 
marketing’s development has been the core element of exchange, the predecessor to this 
thinking Alderson (1957; 1965) articulated the marketing process as consisting of both 
sorts (exchanges) and transformations (changes). To date, exchange has been the 
primary unit of academic interest. Comparatively little attention has focused on the role 
the concept of change (as articulated by Alderson) plays internally or externally in the 
marketing process. 
 
If marketing is about transvections an internal activity, which transforms product in 
terms of form, space and time utility, and if marketing is also a function of the 
environment in which it operates (Bartels 1988), which by its nature inherently features 
and is influenced by change, then marketing must also be about change. It is upon 
Alderson’s assumption in this regard that scholars could focus their enquiry in the 
pursuit of a more encompassing unifying theory for the marketing discipline. This is 
Alderson’s legacy. It represents an opportunity for the marketing discipline to continue 
work that he was unable to advance. 
 
3.4.4 Fragmentation of Marketing Thought (1975 - 2000) 
 
Kotler’s (1972) article proclaimed a broader domain for marketing thought and 
endeavour. The generic concept of marketing demonstrated marketing’s application to a 
‘far larger number of contexts’ (Kotler 2005:114), all of which went beyond the 
traditional commercial marketing focus and ‘introduced several new areas to the study 
of marketing’ (Kotler 2005:114).  
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These new areas of marketing interest were pursued with much zeal by an academia 
hungry to apply marketing principles, concepts and techniques to a much wider domain. 
The immediate effect upon the scholarship of marketing (1975-1980) was to see the 
field of marketing broadened to include the following areas:  
 
• Social Marketing (not-for-profit and Government); 
• Educational Marketing; 
• Health Marketing; 
• Celebrity Marketing; 
• Cultural Marketing (museums and performing arts); 
• Church Marketing; and 
• Place Marketing. 
 
(Kotler 2005) 
 
One particular area of academic interest throughout this time was that of the function of 
marketing within society. Wilkie and Moore (2003:130) referred to the early 1970s as a 
time where public policy and ‘marketing’s changing social/environmental role’ became 
a focus for the profession. Marketing took on a broader societal focus and ‘continued to 
accelerate sharply throughout the 1970s until the end of Era III’ – 1980 (Wilkie and 
Moore 2003:130). The aim of such endeavour was to bring about an improvement in the 
‘equity and operations of their society’ (Wilkie and Moore 2003:130) which had 
undergone significant unrest and change throughout the 1960s. New subjects explored, 
utilising the framework of marketing logic, included problems with population 
management and control, air pollution and self-regulation (Wilkie and Moore 2003).  
 
From the 1980s the marketing discipline can be characterised by reference to ‘research 
specialization and the fragmentation of the marketing mainstream’ (Wilkie and Moore 
2003:135). Such specialisation and fragmentation has, in turn, led to marketing silos of 
thought developing (Wilkie and Moore 2003). Vargo and Lusch (2004) further add to 
the notion of fragmentation of thought by claiming that a reasonable interpretation of 
marketing scholarship throughout this time was that ‘separate lines of thought surfaced’ 
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(Vargo and Lusch 2004:1). A review of the marketing literature would support these 
views: 
• From the 1970s, Kotler and Zaltman (1971), Kotler (1982), Kotler and 
Roberto (1989), Kotler and Andreasen (1991) all contributed to the literature 
on not-for-profit (inclusive of public sector) and social marketing;  
 
• The marketing of services was afforded strong academic interest throughout 
the 1980s. Scholars, such as Grönroos (1978), (1980), Lovelock (1983), 
Parasuraman et al (1985), Zeithaml et al (1985), and Bateson (1989), 
provided the academic fraternity with insight and direction for this sub 
discipline; 
 
• Grönroos (1990) and Gummesson (1994) developed the branch of learning 
known as relationship marketing which took hold in the marketing literature 
throughout the 1990s; and 
 
• Towards the end of the millennium Hoffman and Novak (1996) expanded 
marketing thought to include online one-to-one marketing while Achrol and 
Kotler (1999) and Webster (1992) focused their attention upon the analysis 
of managed networks of organisations operating within society. 
 
Further fragmentation of the already fragmented marketing mainstream literature took 
place. Within the domain of marketing and society, Wilkie and Moore (2003) stated that 
this sub-discipline of mainstream marketing had itself become fragmented over this 
time. Fragmentation resulted in six sub groups, namely public policy and marketing, 
macromarketing, consumer economics, social marketing, marketing ethics, and 
international consumer policy. 
 
3.4.5 Questioning of Marketing Thought (2000 - ) 
 
At the dawn of a new century, the result, in part, of such fragmentation has been the 
questioning of marketing thought. At one level, such fragmentation was interpreted as a 
sign of a healthy mature discipline (Wilkie and Moore 2003), but alternatively it is said 
that such fragmented thought has resulted in scholarship not building a ‘body of thought 
about marketing as a field’ (Wilkie and Moore 2003:135). Contributing further to this 
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questioning of marketing thought are the views that: fragmentation has led to concerns 
being expressed about marketing’s future (Doyle 1995; Brown et al 1997; Thomas 
1994; Vargo and Lusch 2004); a call for a new paradigm to explain the substance of 
marketing (Vargo and Lusch 2004); and the subsequent discussion generated pertaining 
to the meaning of marketing, which resulted in a new definition based upon the thinking 
of Vargo and Lusch (AMA 2004) and, in turn, a 2007 redefinition of marketing based 
upon concerns expressed as to the suitability of the 2004 definition (AMA 2007). 
 
An understanding of these last two views can be found in Chapter Two, Section 2.6, 
Definition of Marketing and Chapter Three, Section 3.3.3 Stephen L. Vargo and Robert 
F. Lusch 2004. 
 
3.5  Conclusion 
 
This chapter provides an overview of the history of marketing thought from the 
perspectives of consolidating current knowledge by conducting a literature review and 
detailing specifically the contributions made by significant marketing historians and 
thinkers (Section 3.3) and academics (Section 3.4.3). As a result, an outcome of this 
chapter is the presentation of a collective understanding of the history of marketing 
thought (Section 3.4). The importance of this chapter (and Chapter Two) is that from 
this understanding of the discipline’s history a gap relating to the substance of 
marketing as identified in the literature, in that marketing has always treated the concept 
of exchange as its core element despite the fact that the literature suggests that the 
substance of marketing could well be the concept of change not the concept of 
exchange. To address this gap, the development of a suitable research methodology for 
this thesis can now be undertaken (Chapter Four). Attention is now turned to this 
endeavour. 
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Chapter Four  Research Methodology 
 
4.1 Introduction 
 
This chapter consists of 6 sections. Section 4.2 begins with the assumption that an 
appreciation of the institutional determinants that make up the marketing phenomenon 
is necessary to understand the substance of marketing. Next (Section 4.3) attention is 
drawn to the nature of research and the steps involved in the research process. In 
particular, reference is made to this thesis being basic research, as opposed to pure 
research, wherein the motivation is to explore a new topic in marketing and to expand 
the general knowledge of marketing by generating fundamental questions and 
presenting new theory. Section 4.4 proposes and justifies exploratory research in the 
form of case study methodology within a realism paradigm. It notes the important role 
of prior theory, the data collection process and the data analysis approach to be used, 
justification for the use of multiple cases, and the criteria to be used for determining 
design quality.  
 
The fourth section (Section 4.5) introduces the Historical Analysis Model as a 
framework for enquiry and analysis, a not too frequently used research technique in 
marketing. This section provides an overview of the treatment of history from both the 
historians’ and marketers’ perspectives and culminates in a synthesis of these 
perspectives, which promotes the view that the marketing discipline has much to learn 
from the use of a Historical Analysis Methodology. Three marketing models of 
historical analysis are then detailed and this leads to the articulation of the specific 
model used in this thesis – the Problem Solving Historical Analysis Marketing Model 
(Section 4.6). This chapter now turns its attention to discussing the elements that make 
up the structure of marketing. 
 
4.2  The Structure of Marketing – Institutional Determinants 
 
Marketing is a misunderstood term with many definitions and interpretations (Cravens 
and Woodruff 1986; Gross 1987; Houston 1986 Kotler et al 2006; Kyambalesa 2000; 
Lazer and Kelley 1973; McColl-Kennedy and Kiel 2000; McKenna 1991; Miller and 
Layton 2000; Quester et al 2004; Summers et al 2005). Early marketing thinkers (circa 
the turn of the twentieth century) attempt to explain and justify marketing activity to 
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clear up these misunderstandings (Bartels 1988). This pursuit continues at the beginning 
of the twenty-first century in order to determine an answer to the question, ‘What is the 
substance of marketing?’ A key consideration for the development of this research is 
whether the internal or external environments in which marketing operates, 
characterised by the ever-present variable of change, had any impact upon shaping 
marketing thought development. 
 
To facilitate a better understanding of the substance of marketing it is appropriate to 
appreciate the institutional determinants that make up the structure (isomorphism) of 
marketing. In this sense important questions are, ‘What is marketing’s reality?’ and 
‘What are the actions that over time have been repeated and accepted by the fraternity 
as representing the substance of marketing?’ Of equal significance, ‘What, if anything, 
has been left out of the discussion that would substantiate a fuller explanation of the 
substance of marketing?’ 
 
Marketing from an institutional perspective has traditionally been seen as a business 
activity operating within an economic framework for the production and consumption 
of goods. Within this context, the concept of exchange has become recognised as the 
core element of marketing (Bagozzi 1975). It is this action, exchange, that has been 
repeated over time in marketing thought development and is said by authoritative 
figures in the discipline to represent the substance of marketing (Anderson et al 1999; 
Armstrong et al 2012; Cant et al 2006; Cravens and Woodruff 1986; Fry and Polonsky 
2003; Graham 1994; Gross and Peterson 1987; Houston 1987; Hunt 1976; 2002 a; 
Kotler et al 2006; Kotler and Armstrong 1994; Kotler et al 1994 (b); 1972; Kotler and 
Levy 1969; Kyambalesa 2000; Lazer and Kelley 1973; McColl-Kennedy and Kiel 2000; 
McKenna 1991, Miller and Layton 2000, Monger 2007; Quester et al 2004; Summers et 
al 2005; Webster 1992). 
 
Kotler and Levy (1969; Kotler 1972) and Bagozzi (1975) are both recognised for their 
contribution to marketing thought development through their adherence to the principle 
of exchange as the building block for advancing marketing theory. Kotler (1972) 
articulates conditions for exchange to occur: there are at least two parties; each party has 
something that might be of value to the other party; each party is capable of 
communication and delivery; each party is free to accept or reject the offer; and each 
party believes it is appropriate or desirable to deal with the other party. Kotler (1972) 
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refers to exchange as being the key element in advancing the proposition of three states 
of marketing consciousness, which concludes that marketing is applicable to all 
organisations and their publics. Bagozzi (1975:32) details the character and types of 
exchange that take place and consolidates the case for exchange as ‘the core 
phenomenon for study in marketing’. It is upon this concept that marketing has evolved 
to share amongst practitioners, students and researchers a common understanding of 
what is the core element of marketing. Prior to Kotler and Bagozzi, Alderson (1965) 
details the ‘law of exchange’ and advanced the concept that the marketing process is a 
series of sorts (transactions/ exchanges) and transvections (the various transformations 
or changes which take place during the process). In more recent times Vargo and Lusch 
(2004) have continued the heritage that the concept of exchange is not only core to 
marketing, but also is the primary element in marketing’s future evolution. The concept 
of exchange, in terms articulated by Scott (1987), has become the shared definition of 
marketing’s social reality.  
 
The marketing view of reality is reinforced by the above normative beliefs (i.e., Kotler’s 
[1972] conditions for exchange, Bagozzi’s [1975] types of exchange and Alderson’s 
[1957; 1965] law of exchange). Similar to the concept of exchange these conditions, 
types and laws have become marketing’s shared belief system, its organisational 
structure and its modern state of consciousness. Meyer and Rowan (1977) understands 
institutionalism to be a belief system based upon a set of elements that established a 
given organisational structure. Berger et al (1973) refers to these beliefs as a discipline’s 
modern consciousness.  
 
As previously noted, Kotler (1972) articulates three levels of marketing consciousness 
all premised upon the concept of exchange. Kotler’s (1972) generic model of marketing 
was proposed in response to his and Levy’s (1969) articulation that marketing is a 
pervasive societal activity. The generic concept has become accepted as the common 
understanding of marketing, and in institutional theory terms, its social reality.  
 
Kotler’s model of marketing became the major influence in determining the structure of 
modern marketing thought. Along with Bagozzi, these are the rules that determine the 
institutional environment of marketing, which in turn legitimises the theory of 
marketing as a field of endeavour. However, it is also the case that marketing’s 
development has been expressed in terms of the discipline being a function of the 
 109 
 
economic, social, political, technological and legal environments within which it 
operates (Cravens and Woodruff 1986; Lavin and Archdeacon 1989; McColl-Kennedy 
and Kiel 2000; Wilkie and Moore 2006; Armstrong et al 2012; Cant et al 2006; Levens 
2010; Winer and Dhar 2011). 
 
Scott (1987) refers to organisations mirroring or replicating features of the environment 
into their structures. In the broader economic, social and political environments Kotler 
has successfully argued that the concept of exchange applies to all transactions within 
society. In this regard, marketing thought has mirrored or replicated a feature of the 
social system (exchanges) in which it operates. However, one aspect of modern 
marketing thought that appears not to have replicated from its operating environment is 
the concept of change. Change runs parallel with the exchanges that take place in the 
environment influenced by economic, social, political, technological and legal forces. 
Levy and Zaltman (1975) refer to the study of marketing and society from the 
perspective that the societal part of the relationship has been interpreted as static, and 
does not take into account the macro change forces occurring within a society and that 
occur together with these exchanges. 
 
In considering marketing from the perspective of its operating environment and thus 
from the perspective of being influenced by the concept of change, does such thinking 
afford marketing a possible new institutional determinant upon which to evolve the 
model of marketing as it is currently known? The purpose of this thesis is to investigate 
if this determinant is marketing’s new social reality. 
 
MacInnis (2011) suggests a framework that scholars can use to contemplate the 
advancement of a new marketing concept such as that proposed in this thesis. Drawing 
upon MacInnis, this thesis adopts an ‘Envisioning’ approach where new concepts either 
contribute to the ‘process of discovery by identifying something new’ (MacInnis 
2011:136) or where new contributions justify the revision of an existing idea (MacInnis 
2011). Therefore, in order to advance the marketing discipline, this research uses both 
envisioning subtypes. ‘Identifying’ is applied by taking the form of describing a new 
construct for marketing, ‘marketing as change’, which has previously not been given 
thoughtful scholarship. This will be partly done by ‘Revising’ the established tenet of 
marketing ‘marketing as exchange’ and presenting it in a different perspective. The use 
of both subtypes seek to create a new reality (MacInnis 2011). 
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MacInnis (2011) identifies criteria by which to judge the success of the conceptual 
contribution. In this regard, one criterion is that of ‘interestingness’ (MacInnis 
2011:136), which means that constructs promoted (as axioms in this thesis, refer to 
pages 5-7) are novel ideas challenging established world views. Marketing as change is 
both a novel and interesting interpretation of marketing as it is a challenge to the 
existing establishment (marketing as exchange).  
 
The subtypes of ‘Identifying’ and ‘Revising’ require ‘divergent thinking skills’ 
(MacInnis 2011:148). This includes: creativity in the form of ‘originality of thought’ 
(MacInnis 2011:148); a ‘beginner’s mind’ (MacInnis 2011:148) where the scholar 
identifies a phenomenon for the first time (Identifying); and a degree of expertise, the 
expert’s mind, which requires an understanding of existing paradigms and applies 
creative thinking to take what is established and present it afresh (Revising). 
 
The advancement in this thesis of new marketing thinking is thus guided by MacInnis’s 
framework. 
 
Discussion now details the nature of research and the steps involved in the research 
process. 
 
4.3 The Nature of Research 
 
To address the substantive question posed in this thesis, this chapter explains and details 
the methodology to be used for the purpose of studying the concept of change as a 
building block for a new theory of marketing. Specifically, it outlines the research 
question which is supported by axioms, proposes and justifies the research rationale, 
and details the research design, sampling procedure and the research technique – the 
Historical Analysis Model (Golder 2000; Nevett 1991; Savitt 1980). 
 
It is important to consider the appropriateness of the research methodology to be used 
compared to the application of conventional methodologies (Patton 1990). Determining 
methodological appropriateness is necessary due to the nature of the thesis being 
undertaken. It is different from traditional marketing theses, which largely use 
quantitative and to a lesser extent qualitative methodologies. According to Lavin and 
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Archdeacon (1989), the use of a historical analysis methodology is an interpretative 
paradigm for the generation of more fundamental questions and theory. This thesis is 
focused upon theory development, as opposed to theory testing and uses as its data 
source, existing literature, which represents substantive thinking in the history of 
marketing thought, thus the method is deemed appropriate. 
 
In this regard, this thesis is concerned with basic research as opposed to the alternative 
the practice of applied research. Basic research is motivated by a desire to expand the 
general knowledge base of a given discipline and to substantiate (or refute) the 
acceptability of a proposed theory (Zikmund 2003). Basic research is essential for the 
expansion of knowledge (Neuman 2000). Such research is consistent with the objectives 
of this thesis, primarily that being to contribute to the basic, theoretical knowledge of 
the marketing discipline by substantiation of a proposed theory. 
 
Basic research by its nature is judged by the norms of scientific rigor, in particular the 
use of a scientific research methodology. Such a methodology sets out to solve 
problems through a gradual process that is rational, planned and thorough for the 
purpose of collecting and analysing data and determining acceptable and useful 
conclusions (Sekaran 2000).  
 
The main characteristics of the scientific research methodology are specified in Table 
4.1 below. Each characteristic has a role to play in the research to be conducted in this 
thesis.  
 
The research has a purposive focus in that it is attempting to answer a meaningful 
question for the discipline, ‘What is the substance of marketing?’ The research is based 
upon a sound understanding of existing theory and will employ a carefully thought out 
methodology (Historical Analysis Model) so as to ensure that the best information is 
collected and analysed without bias. Having gained an appreciation of the existing 
literature and the problem at hand, this researcher has developed a logical hypothesis 
that can be tested. The method of analysis to be used is such that it can be employed by 
third parties so that the results obtained in this thesis can be supported when similar 
research is repeated. Further, the design of the research methodology features a sample 
of case studies by which to base findings. Case study methodology is appropriate for 
use in this thesis (Perry 1998). As such, the researcher is confident that the findings 
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generated will reflect the true state of affairs in the marketing discipline and that these 
findings can be generalised from one organisational setting to another. In addition, 
inferences drawn will be objective and based upon the evidence produced. Importantly 
the methodology to be employed is an example of a simple research framework for 
solving a problem.  
 
Table 4.1 Characteristics of Scientific Research 
 
Characteristic Explanation 
Purposeness The researcher needs an aim or purpose for the 
research. 
Rigor Research requires a carefully considered 
methodology based upon a sound knowledge 
of existing theory. 
Testability After careful study of the problem hypotheses 
are developed that can be tested to determine 
whether or not the data supports the 
hypotheses.  
Replicability Are the results from the test on the hypotheses 
the same each time the test is repeated in 
similar circumstances.  
Precision and Confidence The researcher needs to be comfortable that 
the findings reflect reality and confident that 
they are correct making the research useful 
and fit for purpose. 
Objectivity Conclusions should be based upon fact and not 
subject to the bias of the researcher. 
Generalisabilty  Are the findings applicable from one setting to 
another? 
Parsimony A simple rather than complex model to 
explain the phenomena is the desired outcome 
of research. 
(Adapted from Sekaran 2000) 
 
 
4.3.1 Steps in the Research Process 
 
As previously stated, the research process investigates a problem in a coordinated and 
exact manner (Sproull 1995) and can be divided into stages, all of which are 
functionally interrelated and overlap chronologically (Bordens and Abbott 2005; 
Neuman 2003; Zikmund 2003). Table 4.2 below details the steps in the research process 
and represents the basic model of enquiry adopted in this thesis.  
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Table 4.2 Steps in the Research Process 
 
Stage One Scoping the 
Research 
1. Identification of the problem (the issue 
to be studied in this thesis). 
2. Conduct broad literature review 
(exploratory research). 
3. Articulate the specific research 
question(s) (defining the problem). 
4. Develop possible hypotheses (expressed 
as axioms in this thesis) to the problem 
identified and questions raised that can 
be tested. 
Stage Two Planning and  
Co-ordination 
1. Research design (This thesis will 
conduct case studies of relevant 
literature determined as being primary 
data). 
2. Compile the data for analysis. 
Stage Three Analysis 1. Analyse the data for evidence to confirm 
or disconfirm the hypothesis/axioms by 
use of the Historical Analysis 
Methodology. 
Stage Four Conclusions 1. State the findings and report. 
(Adapted from Allen and Bennett 2010; Bordens and Abbott 2005; Neuman 2003; Zikmund 2003) 
 
The motivation for conducting social research is to investigate a new topic, explain a 
social phenomenon, or why an event happens (Neuman 2003). In this thesis the purpose 
of the research is to explore a new topic: ‘the concept of change as a determinant for 
explaining the substance of marketing’. This study will also explain why marketing 
occurs. 
 
Three types of research design are available to researchers. Depending on the nature of 
the research problem researchers can use exploratory, descriptive or causal research 
(Zikmund 2003). It is proposed that exploratory research be conducted for this study as 
it provides meaningful information when analysing a particular research situation 
(Zikmund 2003) in order to address the previously identified gap in the literature with 
the core research question – ‘How is the concept of change a determinant for explaining 
the substance of marketing?’. Zikmund (2003) refers to four categories of research, pilot 
studies, case studies, experience surveys and secondary data analysis. Case study is the 
preferred research methodology to be employed in this thesis as it is a useful form of 
exploratory research (Perry 1998). The following section provides details about the case 
study methodology to be used. 
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4.4 Case Study Methodology – Research Design 
 
The purpose of this section is to outline the strategy for data collection. This research 
will use case study methodology for the purpose of building theory (Eisenhardt 1989).  
 
4.4.1  Approaches to Theory Development 
 
Bonama (1985) outlines two approaches to theory development – deductive and 
induction reasoning. Case study methodology is principally an example of inductive 
reasoning as it falls within the interpretative paradigm (Perry and McPhail 2003). A 
point of contention in any research is the extent to which research should be about 
theory building (induction) or theory testing (deduction). Induction is not typically 
guided by prior theory whereas deductive reasoning takes its lead from prior theory. 
This is not to suggest that there is no place for deductive reasoning in case study 
methodology. Perry and McPhail (2003) and Parkhe (1993) suggest there is a need for 
both in research. Authors, such as Miles and Huberman (1994) and Perry (1998), 
believe that there is a role for prior theory (deduction) in the development of theory, the 
design of the case study and the analysis of the data collected. While advancing the case 
for a new theory of marketing (inductive reasoning), this thesis will draw upon past 
concepts found in the literature (prior theory) to substantiate the case as it is beneficial 
to refer to existing theory. Given the nature of this research and consistent with the 
views of Parkhe (1993), it is deemed appropriate that a mix of inductive and deductive 
reasoning be applied. 
 
Figure 4.1 below demonstrates inductive and deductive reasoning in case study 
research. The figure represents prior theory (y-axis) and the number of case studies 
along the x-axis. At the bottom of the y-axis (left hand side of the figure) is the 
inductive or exploratory approach free of prior theory. At the top of the y-axis is 
deductive reasoning, which is influenced by prior theory. From this prior theory the 
research questions and issues are to be derived. This prior theory then guides the data 
collection process (outlined below) which is shown to the right of the figure (Perry 
1998) where the theory generated is either confirmed or disconfirmed.  
 
 115 
 
 
4.4.2 Scientific Paradigms and Justification for Using the Realism Paradigm 
 
To conduct research one operates within a scientific paradigm (Perry et al. 1999). A 
paradigm is defined as a core set of beliefs and assumptions. It is the researcher’s view 
of the world from first principles and is taken as the starting point for arguing a case 
(Guba and Lincoln 1994). Paradigms are founded upon ontological, epistemological or 
methodological assumptions (Guba and Lincoln 1994). Ontological refers to what is 
reality and what is known about reality. Epistemological refers to the relationship 
between what is being studied and the researcher, and methodological refers to the 
process by which the researcher learns from the world (Guba and Lincoln 1994).  
 
Four paradigms exist for researcher: positivism (deductive reasoning approach) focuses 
on quantitative measurement pertaining to the ‘causal relationship between variables’ 
(Perry et al. 1999:16); critical theory which advocates social values through critique and 
change; constructivism which is defined as ‘truth is a construct which refers to a 
particular belief system held in a particular context’ (Perry et al. 1999:18); and realism 
which is a belief that reality exists, but we can see only the surface – we see symptoms 
but not causes (Perry et al. 1999). The later three paradigms are examples of inductive 
reasoning and are broadly known as the phenomological paradigm; that is, the study of 
‘phenomena’ in particular the study of the structure of these phenomena as the 
individual experiences them (Smith 2008).  
Figure 4.1 Inductive/Deductive Positioning  
(Adapted from Perry 1998) 
Number of Cases 
Prior 
Theory 
Exploratory  Confirmatory 
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Given the research to be conducted in this thesis the first three paradigms are deemed as 
inappropriate. This is due to the positivist’s view not being suited to a research study 
that involves reality in the form of humans and their everyday experiences. Critical 
theory and constructivism are inappropriate as both paradigms are less concerned about 
the economic realities of business decision-making (Perry et al. 1999). The favoured 
paradigm for case study research is Realism (Perry 1998). The realism paradigm in the 
form of a case study analysis is appropriate for this research particularly as the research 
question addresses a real life management situation (Bonama 1985; Smith 1991) and 
investigates current marketing thought with a view towards theory building (Eisenhardt 
1989; Lewin & Johnston 1997). 
 
4.4.3  Justification for Case Study Methodology 
 
The case study methodology has a number of features that justify its use in this thesis.  
The key feature of a case study is that it examines a present-day occurrence in its real-
life setting. This is particularly relevant when the boundaries between the phenomenon 
(marketing as change) and its context are unclear (Yin 1981). A second feature is the 
case study’s concentration upon a particular unit of analysis (Parasuraman 1986). In this 
thesis, the concept of change is the unit of analysis for each case study. Thirdly, a case 
study is an example of a rigorous method that scrutinises various sources, for example, 
written records, such as journal articles, for evidence that provides an understanding of 
the contemporary problem being investigated (Parasuraman 1986).  
 
Further the question asked is an indicator of the suitability of case study methodology 
being employed in the research endeavour. The case study research question is: ‘How is 
change a determinant for explaining the substance of marketing?’ This question 
supports the primary research question: ‘What is the substance of Marketing?’ Such a 
question is justified, as it is consistent with the type of question that one would expect in 
a case study that describes a real life situation and aims to generate theory to answer the 
‘how’ question (Perry 1998).  
 
Some have argued that case studies are an inappropriate research method (Adams and 
White 1994); however, evidence suggests its use is increasing particularly in theory 
building research (Eisenhardt 1989, Perry 1998; Perry et al. 1999). 
 117 
 
4.4.4  Implementing the Case Study – Key Considerations in Data Collection 
 
Consideration must be given to determining how many case studies are necessary to 
answer the research question. Yin (1994) argues for multiple cases as opposed to a 
single case to be researched as a means of providing replication logic so that cases are 
not chosen for their representativeness as a sample of a population. Paton (1990) refers 
to the use of many cases as purposeful sampling. Case studies are better chosen for their 
likelihood to predict ‘similar results for predictable reasons’ – literal replication – or 
because the cases will produce ‘contrary results for predictable reasons’ – theoretical 
replication (Yin 1994:45-50). The case studies in this thesis conform to these conditions 
and will provide the researcher with rich information by which to answer the research 
question and explain the implications and conclusions drawn.  
 
The case studies to be chosen are sourced from the marketing journal literature and 
marketing scholarly texts, all of which deal with the subject of the history of marketing 
thought. Seventeen (17) cases have been chosen. This number of cases is considered 
appropriate as there are no firm guidelines as to the most appropriate number of cases to 
be used (Perry 1998). The choice remains that of the researcher taking into 
consideration how information rich the cases will be and the resources – financial and 
logistical – of the researcher. However, there is some conjecture over the number of 
cases to be included in a case study. Eisenhardt (1989) refers to between four and ten. 
Although the number varies, Hedges (1985) suggests four to six with an upper limit of 
12 and Miles and Huberman (1994) argue for no more than 15 cases.  
 
A second consideration for this research is whether journal articles were initially 
published as original pieces of work and are, thus, primary data sources. Journal articles 
and marketing scholarly texts represent original thought, serve the needs of the current 
researcher, invite further research by scholars and are, thus, deemed primary sources for 
use in this thesis. Such a view is in contrast to the traditional understanding of primary 
data as discussed further in Section 4.6.3. Notwithstanding the question of 
primary/secondary data, the study of written records or research by analysis of archival 
records is an established technique in the study of history and the study of marketing. 
Some refer to this methodology as material culture (Rossman et al 2003) – the means by 
which the researcher collects and analyses information so as to better understand the 
social world in which the researcher operates.  
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Bordens and Abbott (2005:216) state that ‘archival research is a non-experimental 
strategy that involves studying existing records’. They state that these records can be 
published research articles. Archival research is purely descriptive and as such cannot 
establish causal relationships. However, it is a useful tool for the researcher to establish 
interesting trends and from which to draw inferences. Yin (2003; 1994) states that 
archival records (such as the Journal of Marketing) are produced for a specific purpose 
(the advancement of marketing theory), a specific audience (marketing stakeholders, 
academics, students, practitioners), and are an important source of evidence for 
producing a case study analysis. The use of such approaches for data collection fits 
neatly with the application of the Historical Analysis Model to be used in this thesis. 
 
Zinkhan and Delorme (1995) state that, in more recent times (1960s onwards), 
marketing research has been characterised by a focus upon quantitative research 
techniques. Through to the 1980s, academic writing in the Journal of Marketing was 
dominated with articles featuring quantitative methods as its research foundation. By 
comparison, throughout this time, qualitative research methodology ‘rarely saw the light 
of day in marketing journals’ (Zinkhan and Delorme 1995: 99). However, a change in 
attitude became evident at the beginning of the 1980s with qualitative approaches 
becoming more acceptable to the marketing researcher. Articles written for the Journal 
of Marketing featured various qualitative approaches including case studies, content 
analysis, phenomenology and ethnography. Today, whilst qualitative research 
methodologies are more readily accepted for marketing research (Stewart 2002), it is 
still the case that quantitative approaches tend to dominant the marketing literature. 
Despite this trend, it is generally accepted that a hybrid model of quantitative and 
qualitative approaches produces a complete research methodology. Stewart (2002:2) 
draws the conclusion that marketing ‘welcomes the broadest possible array of 
methodological tools’ and has shown a willingness to accept alternative methodologies. 
Accordingly, this thesis will use case studies with one such alternative methodology – 
the Historical Analysis Methodology. 
 
4.4.5 Data Analysis Approach and Procedure 
 
In light of the decision to conduct 17 case studies in this thesis, data needs to be 
collected from each case to determine its eligibility as evidence to answer the research 
questions and support the axioms presented. Data is collected by initially reading each 
 119 
 
case study for indications (in the form of subjective judgements) that suggest the 
concept of change being evident and having an impact upon the development of 
marketing thought and theory at the time the journal article was written. The action of 
reading is conducted by following an established technique for enquiry and analysis in 
marketing the Historical Analysis Method. This method is detailed in Sections 4.5 and 
4.6 of this chapter.  
 
4.4.6 Criteria for Determining the Quality of Case Study Research Design 
 
The objective of this research is to measure what is intended to be measured (Zikmund 
2003). By doing so, the researcher will be ensuring ‘validity’ of result and endeavour. 
The challenge for the researcher is to identify tests that will ensure validity (Zikmund 
2003), particularly given there is no unique criteria by which to assess the quality of 
case study research. The criteria used by the realism researcher have been developed by 
combining approaches from the positivism and constructivism paradigms and include 
construct validity, external validity and reliability (Yin 1994). 
 
Construct validity is concerned with the ability of a measure to measure what it is 
supposed to measure (Bordens and Abbott 2005; Zikmund 2003). In this research, the 
researcher is seeking to measure the role change plays in our understanding of the 
marketing phenomenon using case study analysis. Core terms and the unit of analysis 
will be carefully defined in order to achieve construct validity (Perry and McPhail 
2003). Triangulation is another measure to ensure construct validity that is of benefit to 
this thesis. Triangulation uses multiple sources of evidence, such as journal articles and 
scholarly texts from the literature review (Perry and McPhail 2003), to measure the 
extent to which the concept of change plays a role in explaining the substance of 
marketing. 
 
The ability to generalise the findings of the case studies to a wider domain is termed 
external validity (Bordens and Abbott 2005; Zikmund 2003). Good theory seeks 
application across a number of settings. In this research, multiple cases have been 
chosen to strengthen the quality of research to ensure external validity.  
 
Finally, the case study researcher must ensure that the measuring process is 
reproducible and that the case study methodology is reliable (Zikmund 2003). To ensure 
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reliability in this case the measuring process used is the Problem Solving Historical 
Analysis Marketing Methodology, which is promoted as a standardised procedure and 
can be replicated independently (Golder 2000; Thompson 2010, Savitt 1980). 
 
4.4.7 Limitations 
 
In any chosen research methodology, there are limitations. Case study research is no 
different. Although the use of case studies is gaining acceptance as a research 
methodology (Chetty 1996; Parkhe 1993; Perry 1998; Tsoukas 1989; Yin 2009, 1994), 
there are limitations (refer to Table 4.3) to its application (Bonama 1985; Eisenhardt 
1989; Gable 1994; Smith 1991).  
 
The first criticism of case study methodology centres around one of its strengths, that is, 
its ability to generate theory (Chetty 1996; Eisenhardt 1989). This methodology can 
lead to complicated, confusing theory because of the sheer volume and richness of data 
collected and the desire to create a theory that captures all things (Eisenhardt 1989). To 
overcome this limitation, good theory requires parsimony (Bordens and Abbott 2005; 
Eisenhardt 1989; Parhke 1993; Sekaran 2000). To achieve this outcome, theory 
developed from this thesis will be based upon a sound understanding of the problem 
faced, the research question being asked, the axioms being advanced, and existing 
marketing theory (Sekaran 2000). 
 
A second criticism, ‘the lack of generalisability’ refers to how applicable research 
findings will be from one organisational setting to another (Sekaran 2000). Good theory 
requires that its application be general across a number of different settings as opposed 
to only being specific to a single case (Sekaran 2000). This limitation can be overcome 
by adopting a multiple case focus employing criteria to select each case. Equally theory 
developed in this research is not a panacea but, in fact, is a challenge to other 
researchers to keep evolving marketing theory towards a state of generalisability. 
 
Smith (1991) refers to a third limitation. The researcher can find that as they are too 
close to the study they lose their objectivity when analysing the data. This can be 
overcome by appointing a second independent individual to analyse data collected.  
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A final criticism for the use of case studies is its lack of rigour as a research method 
when compared to quantitative research methodologies. Such criticism can be overcome 
with the establishment of a review protocol. 
 
Table 4.3  Case Study Research Limitations and Remedies 
 
Limitation Remedies (How handled in this thesis) 
Ability to generate theory Sound understanding of research questions 
developed through prior knowledge of 
marketing literature 
Lack of generalisability Multiple case studies 
Loss of objectivity and rigor Appoint an independent individual, a 
member of the supervision panel, to 
review the data and process 
 
Having provided an overview of the methodology to be used in this thesis the next 
section will detail the research domain, technique and framework upon which case 
studies will be analysed. 
 
4.5 Methodology of Historical Analysis for Marketing – A Framework for 
Enquiry and Analysis 
 
4.5.1  Introduction 
 
As introduced, this research will use case study methodology and will employ the data 
analysis technique known as historical analysis. This section will now detail the 
application of this technique in the thesis by initially providing a general perspective on 
the analysis of history and more specifically as it relates to marketing history. A 
synthesis of these perspectives detailing the common attributes will then be presented. 
Next models of historical analysis that have been used in marketing are described in 
order to generate a specific model for application in this research.  
 
4.5.2 Analysing History – A General Perspective 
 
History, according to Tosh (1984), can be written using three basic techniques – 
descriptive, narrative (both aim to recreate the past) and analysis, which seeks to 
interpret the past by looking for significance and the relationships between events. 
There are also many acceptable ways in which to evaluate, analyse and record history; 
for example, analysing images, metaphors and symbols, quantitative collective 
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biography, and content analysis (Berringer 1978). Of particular interest in this thesis, is 
the practice that Berringer (1978) refers to as ‘literary analysis’, a basic historical 
method that arranges literature within a historical framework acting as an analytical tool 
for all historical inquiry. 
 
Berringer (1978:17) states that, ‘literary analysis involves reading source material and 
deriving evidence from that material to be used in supporting a point of view or thesis’. 
Source material, by its nature, is serious in content and influential within a given 
discipline. Problems with literary analysis include: accuracy of source material 
(reliability); is the source material representative of the broader community of literature 
within the discipline (minimising sampling error); and does the literature do justice to 
the history of a subject (validity), for example marketing, as it evolves through time 
(Berringer 1978). However, opportunities for its adoption in this thesis include 
developing an appropriate model of historical analysis for marketing purposes and 
identifying and applying a suitable collection method for deriving evidence from the 
model that will allow for knowledge (new marketing theory) to be generated (Berringer 
1978).  
 
Whilst noting the need to reduce the above problems, with conscientious evaluation and 
an eye for detail Berringer (1978) believes that using literature as a historical source has 
been underutilised by scholars. For Berringer (1978), this approach is in fact a 
commonly used basic methodology.  
 
4.5.3 Analysing History – The Marketing Perspective 
 
In words attributed to Tosh (1984:1), history is ‘collective memory’, through which the 
discipline has developed its ideology, identity, substance and most importantly its future 
potential and direction. The study of marketing history offers the student of marketing 
the opportunity to learn more about the marketing discipline. By acknowledging the 
history of a given discipline, for example marketing, and applying a suitable framework 
of analysis for the purpose of generating new theory and findings, historical analysis 
can be used as a foundation for educated and thoughtful discussion of contemporary 
issues (Tosh 1984). One such issue in the marketing discipline is, ‘What is the 
substance of marketing?’  
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The subject and use of historical analysis in marketing is not new. Throughout 
marketing’s development as a discipline, it has been an area of interest albeit not with 
the same fervour as other aspects, technical and practical in nature, of marketing 
endeavour. Researchers, (see, for example, Agnew 1941; Bastos and Levy 2012; Bartels 
1962; 1976; 1988; Brown 2011; Cassels 1936; Converse 1933; 1945; Day 1996; Dixon 
1981; Fullerton 2011; 1988; Hagerty 1936; Hollander et al 2005; Jones and Monieson 
1990 a; 1990 b; Jones and Richardson 2007; Jones and Shaw 2002; 2006; Lavin and 
Archdeacon 1989; Nevett 1991; Powers 2012; Savitt 1980; Shaw and Tamilia 2001; 
Tadajewski 2012; 2011; Tedlow 1996; Weld 1941; Wilkie and Moore 1999; 2003; 
Vargo and Lusch 2004; 2005), have as Hollander and Savitt (1983:v) state seen the 
benefit of ‘amplification, synthesis and promotion’ of historical analysis in marketing. 
The use of this analysis has tended to be as a methodology for describing and explaining 
marketing’s development over time. In doing so, such a descriptive history is ignorant 
of the possibility that historical research could be used as a means by which to be 
analytical and interpretative for the generation of new marketing theory. Powers (2012) 
and Tadajewski (2011) are exceptions. 
 
From the marketing perspective, Bartels (1962; 1977; 1988) is recognised as the 
preeminent marketing historian. Bartels’s seminal dissertations on writing the story of 
the history of marketing thought from the perspective of time periods and forces at play 
within these time periods, be they economic, technological, political, legal and social, 
fall within Tosh’s (1984) category of collective memory and learning opportunity. 
Bartels’s work, important as it is for telling the story of marketing, remains a descriptive 
narrative only. Wilkie and Moore (2003) can be similarly categorised as a descriptive 
portrayal of marketing.  
 
However, such work detailing marketing’s history is a usable source of information for 
analysis and the subsequent generation of research questions resulting in the articulation 
of new marketing theory. The question for this thesis is, ‘Can such descriptions be used 
to develop a more fundamental understanding of the substance of marketing?’ Further, 
‘Can these descriptions, and the ideas and insights they generate, be used to assist those 
charged with the responsibility of practical day-to-day marketing to address real life 
organisational issues?’  In this regard, such historical work provides a valuable 
opportunity to use these descriptions as a platform from which to develop theory and 
practical counsel.  
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In essence, the recorded histories of marketing thought and development confer 
knowledge, such that the student can learn from history and make a contribution to the 
body of a given discipline’s literature in terms of theory and practical application. This 
is what Berringer (1978) alludes to as the principal role of the intellectuals; to determine 
the links between the thoughts of the historian and the manner in which civilisation 
actually works. Tosh (1984) similarly believes that lessons can be learnt from history. 
He refers to the responsibility of the historian as being more than portraying an account 
of what happened chronologically (such is the work of Bartels 1988; Wilkie and Moore 
2003) but also as an attempt to look for more meaningful connections within such a 
chronology.  
 
Bartels’s work is an explanation, in the form of a narrative, of marketing history by 
means of chronological order noting the events that took place within defined time 
periods. However, a limitation of the work is that the description of marketing history 
and the events that characterised a specific period do not discuss the relationship 
between such periods or events. Of particular note to the aim of this thesis – the 
generation of new marketing theory based on the concept of change – is comment 
attributed to Fullerton (1988) wherein he states the study of marketing history is linked 
with recognition of historical analysis involving ‘a thorough, systematic and 
sophisticated awareness of change – or lack of it – over time, and of the context of 
place, situation, and time in which change – or continuity – occurs’ (Jones and 
Monieson 1990 a:270). The main criticism being that marketing history portrays the 
discipline at a particular time and is not reflective of change between periods of time or, 
in fact, acknowledging that existence of change and its impact on marketing 
development (Jones and Monieson 1990 a).  
 
Authors, such as Hollander (1986) and Fullerton (1988), have applied historical enquiry 
technique to the study of marketing with the result being that ‘taken together these 
studies point to the value of historical research in evaluating existing theory’ (Jones and 
Monieson 1990 a:274). Similarly, work by Vargo and Lusch (2004) demonstrates the 
possibility of being able to look at the history of marketing thought in order to develop a 
new theory on marketing. Their work in detailing a new interpretation of marketing is, 
using words attributed to Berringer (1978:2), evidence that ‘history attempts to achieve 
understanding by examining a problem in its relation to time’.  
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However, a question for this thesis is, ‘Can a more appropriate model of testing be 
developed that takes the knowledge embedded in the history of marketing thought and 
turn it into new marketing theory?’ This thesis aims to propose and apply such a model 
of enquiry to address the substantive question raised in this thesis and, as a result, 
generate new marketing theory and learning based upon the model’s output. 
 
4.5.4 Analysing History – The Synthesis of the General and Marketing Perspectives 
 
The purpose of conducting such a model of historical analysis is twofold. Firstly, to 
acknowledge that the marketing discipline’s current worldview (exchange theory) has 
developed out of the story (its characteristics and features) presented as the accepted 
history of marketing thought. Secondly, the analysis establishes a disparity between this 
worldview and the researcher’s understanding of an alternative worldview to explain the 
discipline. This alternative worldview is based upon the researcher’s different 
interpretation of the established history of the discipline. The aim of the Historical 
Analysis Method of marketing enquiry is not to recreate the past, but to use this method 
as a means to interpret the past for the benefit of the future development of the 
marketing discipline.  
 
In this regard, the model aims to take disparate sources of information (journal articles 
and chapters) and make sense of them in terms of findings and interpretations to 
determine related themes. Such a method is consistent with the approach adopted by 
Jones and Monieson (1990 a) wherein they conducted their analysis upon marketing and 
business journals and economic history periodicals. To facilitate this aim the application 
of a diagnostic tool (the Historical Analysis Model) to primary sources will tend to 
result in the confirmation of facts about that past with respect to a particular topic or 
associated topics (Tosh 1984). Mandell (2008) confirms that historians looking for 
meaning in past events need to develop an orderly method of inquiry and analysis. The 
proposed Problem Solving Historical Analysis Marketing Model for use in this thesis 
satisfies Mandell’s wish.  
 
Remaining objective is a key criteria for the Historical Analysis Model as ‘There is 
nothing obvious or predetermined about the way in which the pieces fit together, and 
the feat is usually accomplished only as a result of much trial and error’ (Tosh 1984:93). 
To some degree, the practice of objective historical enquiry implies an application of 
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simple, common sense (Tosh 1984) and systematic doubt (Fullerton 1988). According 
to Tosh (1984:62), ‘it is common sense applied very much more systematically and 
sceptically than is usually the case in everyday life supported by a grasp of historical 
context and, in many instances a high degree of technical knowledge’. Mandell (2008) 
emphasises the point made by Tosh and states that the essential requirement for a model 
of analysis is a strong knowledge of historical events. Such knowledge of historical 
events coupled with common sense and respectful suspicion will ensure the research is 
impartial. 
 
Therefore, the practitioner of the Historical Analysis Model of enquiry possesses a 
disposition towards common sense ‘real world’ logic, applied in an analytical and 
judicious manner, prosecuting a hypothesis, reassured by the researcher’s knowledge of 
the history of the discipline under investigation as well as a sound understanding of how 
the discipline works in the ‘real world’. In other words, the practitioner is operating 
within the realism paradigm (Perry et al 1999). These are, in fact, key attributes of this 
methodology and its practice.  
 
According to Nevett (1991), a model of historical analysis involves the process of:  
 
• Assembling the evidence;  
• Internal criticism (establishing the authenticity of the evidence collected);  
• External criticism (testing the credibility of the authentic evidence by comparing 
it with other evidence available); and  
• Synthesis (organising the credible evidence into a logical and meaningful 
account). 
 
Such a process has general application no matter the discipline or subject matter (Nevett 
1991). 
 
To facilitate this process, Nevett (1991) makes the point that marketers, like historians, 
face the prospect of having to understand masses of detailed, complex, incomplete, and 
uncoordinated information as they make decisions or judgements about potential 
markets and strategy. Like the historian, marketers make these decisions not based 
specifically upon formal scientific precepts but, in fact, upon an intuition for the 
situation faced by the organisation and also upon ingenuity (Nevett 1991). The marketer 
 127 
 
proceeds logically in the absence of traditional scientific rigor, much like the historian 
who finds that frequently the practice of historical investigation is the only way to 
advance (Nevett 1991).  
 
Historians and marketers must rely upon key skills for successful analysis; for example, 
judgement, imagination, intuition, engagement, and suspicion (Nevett 1991). The 
historian, much like the marketer, possesses and relies upon these skills in order to 
initially evaluate evidence, the subject matter of the historical enquiry and, secondly, 
determine how the evidence comes together to present a logical proposition.  
 
In a practical sense, the marketer and historian call upon a well-defined set of personal 
characteristics where their individual skills, experience, knowledge and intuition are 
applied to the situation before them. In situations where concrete proof may not be 
easily determined, a situation often faced by marketers, it allows the marketer to operate 
within a qualitative frame of reference. In such a situation, the marketer gathers various 
sources of knowledge (for example, market research, past knowledge of marketing 
campaigns, experience as a result of direct dealings with customers) to make strategy 
decisions based upon their understanding and assumptions made of the situation (Nevett 
1991). These judgements are then presented as hard data (factual evidence in support of 
a strategy) that is objective in nature yet their origin is in fact subjective, which is often 
considered to be inferior (Nevett 1991). 
 
Where marketers consider market research to be hard data or fact, historians search for 
evidence in terms of tangible signs of how civilisations lived; for example, artefacts. 
However, historians can also gather knowledge from statements attained from 
individuals (Nevett 1991) describing events and circumstances where their views on the 
subject matter are expounded and taken as being credible sources for historical analysis 
purposes. To ignore this testimony categorising it as biased material (as opposed to 
objective fact), undersells its usefulness as information capable of yielding objective 
conclusions (Nevett, 1991). 
 
In a similar fashion, peer reviewed marketing journal articles can be viewed as the 
personal testimony of the author in terms of a given subject. Ignoring such testimony 
because of the researcher’s subjective interpretation of these historical pieces of 
evidence would serve as a missed opportunity for historical marketing scholarship as 
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the findings derived from such endeavours may well be useful for furthering marketing 
thought. For the marketing discipline and marketing scholarship specifically, Nevett 
(1991) suggests that much is to be learnt from the study of history.  
 
An additional feature of historical investigation is the historian’s systematic use of 
imagination as part of the process of enquiry. By doing so the historian allows themself 
to become one with the subject matter under investigation in order to demonstrate how 
things were (Nevett 1991). Similarly, imagination combined with the marketer’s 
inherent instinct for intuition borne from the close involvement in the subject matter lies 
at the heart of successful marketing strategy (Nevett 1991). Intuition plays a critical role 
in the successful marketing practitioner’s decision making process as a result of external 
(seizing a unique market opportunity) and internal (limited resources to conduct 
extensive research) circumstances found within the environment faced. It is this quality 
of intuition that separates leaders from managers (Nevett 1991). Applying these traits of 
imagination and intuition to a Historical Analysis Marketing Model provides the 
marketing researcher with the opportunity to combine the shared strengths of both the 
historical and marketing disciplines. 
 
In addition to the above attributes to determine the nature and scope of marketing reality 
(that is, ‘how marketing actually is’), the marketing researcher needs to be totally 
engrossed in the history of marketing thought. Being totally engaged in the subject 
matter becomes another key feature of the historical process. Immersing themself in 
suitable marketing literature protects the researcher from making incorrect judgements, 
grants the researcher the licence to act intuitively but, most importantly, allows the 
researcher to ‘reach a deeper understanding of the various forces at work, and to detect 
subtle nuances and inflections that might otherwise be overlooked’ (Nevett 1991:18). 
 
A final attribute shared by both the historian and marketer alike is their suspicious 
nature. The study of history leads the researcher, just like marketers, to be ‘suspicious of 
the seemingly simple explanations of causation’ (Nevett 1991:21). 
 
To conclude this section, the historian relies upon various items of evidence, which are 
the important elements of the historical method. To establish the reality the historian 
must, in addition to understanding and assessing the evidence, also recreate an original 
interpretation of what actually occurred (Nevett 1991). The benefit of this 
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reconstruction for a researcher is that by linking the facts together one can learn and 
present a comprehensive argument about the truth (Nevett 1991). The aim is to 
appreciate what story the evidence is telling the researcher, while understanding how all 
the pieces of evidence fit together to present a new way of thinking about the subject 
matter (Nevett 1991). The use of a Historical Analysis Methodology in this thesis is 
thus deemed appropriate for such an endeavour. 
 
4.5.5 Models of Historical Analysis in Marketing 
 
The study of marketing history allows for the better understanding of the changes that 
have taken place in marketing, by building for the researcher a database of prior 
knowledge. Without prior knowledge, there can be no real advancement of a discipline. 
Equally, without an understanding of the history of the marketing discipline, the 
researcher is unable to consider the questions that have not been answered, question the 
answers that constitute current marketing thinking, and shape the questions that may 
provide further insight into the future evolution of marketing thought (Jones and Shaw 
2002).  
 
The generation of new thought in a given discipline requires the researcher to not only 
respect the historical dates and events upon which a discipline is founded, but also to 
respect the important contributors to its development in particular noting their unique 
worldview and the evolution of thought throughout its history. The study of marketing 
is no different. To facilitate a historical understanding of the marketing discipline 
marketing historians have developed and applied methodologies to gain insights. Of 
note in this regard are Savitt (1980), Lavin and Archdeacon (1989), Nevett (1991), 
Jones and Monieson (1990) a, Golder (2000), Thompson (2010) and Stern (2006). Each 
articulates the need for and usefulness of a historical research methodology in the 
marketing discipline. In the cases of Savitt, Nevett and Golder, a model for 
consideration has been suggested. This thesis now turns its attention to these models. 
 
4.5.5.1  Savitt Model 
 
Savitt (1980) writes of the need for an appropriate methodology by which to undertake 
historical research in marketing. He states that such historical research is characterised 
as being a description of the causes and consequences of events that have come to shape 
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marketing knowledge over time. One particular cause that Savitt notes is the impact that 
‘change’ has had on the events that make up the history of marketing. He further notes 
that marketing scholarship focuses upon ‘the development of the marketing system, the 
factors that affect it, and most important, its management’ (Savitt 1980:53). As such, a 
case can be argued that Savitt (1980) is indirectly linking the subject of change as a 
determinant that affects the marketing system.  
 
Savitt (1980) believes the application of historical research methodology to the 
marketing discipline is of benefit to the development of marketing thought and practice. 
Importantly, for the development of marketing theory, Savitt (1980:52) states 
unequivocally that, historical research ‘can be used in the verification and synthesis of 
hypothesis’ that results in new macro theory. Savitt (1980) proposes a model for 
historical research in marketing wherein he outlines the key elements required for the 
conduct of historical research. The below table details these elements and associated 
activities which Savitt emphasises includes the elements of a scientific methodology.  
 
Table 4.4 Key Elements of Savitt’s Model for Historical Research in Marketing  
 
Element Key Points/Explanation 
Perceptual Experience • The researcher defines the research problem as interpreted from the 
researcher’s understanding of the real world – a unique frame of reference 
built from the researcher’s own experience, which includes the researcher’s 
beliefs, perceptions and assumptions about reality.  
• A key issue to be considered in maintaining scientific rigor is ‘the amount of 
subjectivity held by the researcher’ (Savitt 1980:54). This manifests itself as a 
gap between the past thinking by the history of the marketing thought and the 
current thinking of the researcher, suggesting a new world view. 
• In terms of scientific rigor, this subjectivity gap represents experimental error. 
Images of Real World 
Structures 
• The researcher’s ‘worldview’ is compared to ‘the images of the real world as 
reported in the literature’ (Savitt 1980:55). 
• The objective of this stage is to determine from the existing literature what is 
known about the researcher’s alternative worldview (that is the treatment of 
the concept of change throughout marketing history and its impact upon the 
development of marketing thought and theory). 
Hypotheses • The act of comparing the real world according to the existing literature with 
the researcher’s alternative worldview results in the development of a clearly 
articulated hypothesis defined in terms of scope and meaning, and capable of 
being tested, measured and verified. 
Research Design • Identifying the research design framework that will test the hypothesis. 
Data Collection • The data used for research enquiry in historical analysis varies from the 
conventional quantitative research techniques used in marketing. 
• The nature and scope of the data collected, be it archival material, company 
and government records, or recorded histories, raises the question as to 
whether this material is primary or secondary data. 
• Savitt (1980) notes that ‘drawing a precise line between primary and 
secondary sources is difficult in historical research’ (55) and further notes that 
there is more prospect of ‘greater overlap’ (55) for historical data in terms of 
whether it is primary or secondary data than for contemporary data.  
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• The historical researcher must question the material that is considered to be 
evidence for investigation just as the quantitative techniques of surveys, 
questionnaires and interviews are scrutinised and interrogated for their value. 
Scrutiny of source material implies knowing the motivation, and objectivity of 
authors to minimise any bias they possess. Such scrutiny leads to a 
determination as to whether the material has validity and, therefore, has 
potential for use in historical research. 
Verification  • In historical analysis, the process of verification is akin to hypothesis testing 
in quantitative or qualitative marketing research. 
• A key issue for consideration is whether the researcher has the aptitude to 
explain the phenomenon, the unit of analysis under investigation. 
• The process of verification requires the evidence (data) collected to be 
evaluated against the inherent constructs (constituent components) making up 
the hypothesis being advanced. 
• The evaluation is performed by assigning ‘weights to the various pieces of 
evidence and then reach conclusions’ (Savitt 1980:57).  
• The historical researcher must articulate specific conditions that will result in 
the acceptance or rejections of the hypothesis being tested much the same as 
in quantitative analysis where null and alternative hypothesis are the results. 
• The acceptance or rejection of the hypothesis is expressed in terms of (in the 
positive case – acceptance) the articulation of a plausible alternative 
explanation to established theory which in turn forms the building block for 
new theory. 
Theory Construction and 
Explanation 
• The researcher is now at the point where the foundation for new theory is 
established. 
• The opportunity is to use this foundation and make an attempt to predict the 
outcome of events (predictive theory).  
• That is, in the case of this thesis, the alternative explanation to marketing 
theory predicts that the concept of change is a determinant for explaining the 
substance of marketing.  
• The evidence lies in the correlation between developments in marketing 
thought and external incidences of change occurring within the macro 
environment in which marketing was operating in at the time and within the 
internal environment of the marketing planning process.  
• This evidence can be used to predict the nature and scope of the marketing 
process and make the conclusion that marketing is not only about the 
exchange that takes place, but also about the change that takes place in the 
parties to the exchange.  
• That is, for the parties involved in the exchange a change is state must have 
already occurred or is expected by that particular entity to occur. 
(Adapted from Savitt 1980) 
 
4.5.5.2  Nevett Model 
 
A complementary model of historical analysis is discussed by Nevett (1991). This 
alternative framework for measuring the strength and legitimacy of the evidence 
collected has been compiled accounting for the perspectives of historical investigation 
and its application to marketing. Nevett (1991) makes the point that evidence collected 
by this method is deemed impartial and can provide insights into the underlying 
relationships that exist between the variables under investigation. Noting the reality of 
the marketing practitioner’s decision making processes, which includes traditional 
scientific rigor (for example, surveys) and non-traditional methods of analysis, such as 
judgement, intuition and imagination, Nevett (1991) concludes that there is a place for 
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both scientific rigor and historical analysis partnering to provide a fuller explanation of 
the phenomenon under investigation. In articulating this, Nevett (1991) justifies the use 
of a model of historical analysis for researching marketing phenomena. 
 
Table 4.5 Key Features of Nevett’s Model of Historical Analysis 
 
Stage Features  Thesis Context 
Assemble 
Evidence 
• Establish the truths that are not 
contestable.  
• Subject the balance of marketing 
material to internal and external 
analysis. 
• Marketing is exchange. 
 
Internal 
Criticism 
• Determine the source of evidence. 
 
• Verify the legitimacy of the source 
material. 
• Marketing-specific journal 
articles and scholarly text 
(particularly history of 
marketing thought).  
• The journal articles and 
scholarly text are considered 
an accurate statement of 
current marketing thought, 
confirmed by peer review, free 
of bias, independent sources 
of evidence in that they 
represent the author’s original 
thought, original documents, 
and are primary sources of 
data. 
External 
Criticism 
• All items of evidence are tested 
against each other for proof of a 
relationship between them. 
• Individual journal and 
scholarly text articles are 
assessed separately and 
against each other to establish 
a relationship. 
Synthesis • The process where proof is 
assembled into a rational explanation 
of new thought or theory. 
• Proof collated either confirms 
or disconfirms that the 
concept of change is a 
determinant for explaining the 
substance of marketing. 
(Adapted from Nevitt 1991) 
 
4.5.5.3  Golder Model 
 
Historical methods are defined by Golder (2000:157) as being, ‘the process of 
collecting, verifying, interpreting, and presenting evidence from the past’ where past 
can be defined from the perspective of ‘distant past or the more recent past of a 
discipline’s history’ (Golder 2000: 157), such as the last 10 years. Golder (2000) 
suggests the historical analysis method is useful: 
 
• As it provides the means by which evidence ‘is approached critically or 
sceptically’ (Golder 2000:158);   
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• As it can explain the changing nature of the relationship over time;  
• For creating scientific knowledge about marketing; 
• As researchers can use the method to make more informed decisions and 
• As it provides insights into contemporary marketing debates. 
 
Importantly, Golder (2000) has suggested a framework by which to research the history 
of marketing thought. Table 4.6 below explains the stages of this framework in the 
context of this thesis. 
 
Golder’s model makes a significant contribution for conducting research into the history 
of marketing (Thompson 2010). Its importance is so determined based upon four 
criteria. These criteria determine: that the model’s findings are consistent across 
different samples (Replication); the conclusions drawn are accurate (Validity); the 
research model can be actioned by practitioners and academics (Usefulness); and that 
the findings amaze the academic fraternity (Surprising).  
 
An outcome of this thesis is to establish findings that demonstrate replicability, validity, 
usefulness and, importantly, are surprising in nature and scope. By presenting a 
narrative which details the history of marketing in terms of the impact the concept of 
change has had on marketing thought development, the findings espoused provide 
robust information as to why the concept of change has a role to play as a determinant 
for explaining the substance of marketing. In doing so, the concept of change provides a 
useful insight into how marketing management should conduct the marketing function 
in organisations particularly noting that for change to be effective leadership, is required 
and not management. 
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Table 4.6 Golder’s Historical Analysis Method 
 
Stage Elements of Stage Thesis Context 
Select a topic and collect evidence. • Select research topic. 
 
 
 
 
• Collect data (multiple 
sources of evidence): 
published material for 
analysis. 
 
 
 
 
 
 
 
• Prepare questions of 
interest. 
• State a specific research 
question: How is the 
concept of change a 
determinant for 
explaining the substance 
of marketing? 
 
• Current evidence 
suggests a clear case for 
marketing as the concept 
of exchange. 
 
• Peer reviewed articles for 
examination include  
Bartels (1988); Wilkie 
and Moore (2003); Shaw 
and Jones (2005), refer to 
Table 4.8. 
 
• Develop specific axioms 
for investigation. 
Critically evaluate the sources of 
the evidence. 
• Determine legitimacy of 
source material (internal 
criticism). 
• Establish validity and 
reliability 
• Textual criticism – Is the 
document an original? 
• Investigation of 
authorship – who wrote 
the article, date of 
publication, are the 
findings of the research 
plausible and of 
scholarly interest to the 
broader marketing 
fraternity. 
• Review of authenticity – 
is the document in the 
public domain? Is the 
purpose of the document 
to make a scholarly 
record? Is the author 
recognised as an expert 
in the discipline? 
Critically evaluate the evidence. • Assess and establish the 
meaning of the evidence 
collected. 
• Establish evidence of the 
concept of change as a 
determinant for 
explaining the substance 
of marketing. 
• Identify references, 
specific or implied, 
suggesting the concept of 
change impacts 
marketing thought.  
Analyse and interpret the evidence. • Organise data, draw 
inferences, 
generalisations, and 
implications from the 
data. 
• Establish a relationship 
between the concept of 
change and current 
maxims of marketing 
thought. 
Present the evidence and 
conclusions. 
• Espouse key pieces of 
evidence to support 
conclusions.  
 
• Communicate evidence 
in narrative style 
confirming or 
disconfirming the thesis 
that the concept of 
change is a determinant 
for explaining the 
substance of marketing. 
(Adapted from Golder 2000) 
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4.6 The Problem Solving Historical Analysis Marketing Model 
 
4.6.1 Introduction 
 
This thesis now turns its attention to the articulation of a proposed model by which to 
conduct an historical analysis in marketing for the purpose of generating new theory. 
The Problem Solving Historical Analysis Marketing Model will be used in this thesis as 
the framework for enquiry, analysis and generation of new theory. The model draws 
upon insights from the study of history (Tosh 1984; Mandell 2008; Berringer 1978) and 
from models previously used in marketing to explain marketing phenomenon (Savitt 
1980; Nevett 1991; Golder 2000). Initial discussion focuses upon the historical 
approach adopted for this research, upon which a more detailed explanation of the 
model will be outlined. 
 
4.6.2 Hybrid Hermeneutic / Constructionist Positivist Approach 
 
The historical analysis approach to be undertaken in this thesis is a combination of a 
hermeneutic/constructionist approach and a positivist approach.  
The hermeneutic/constructionist approach concentrates on the concept of change over 
time. In particular, from the perspective of marketing thought and theory development, 
the focus is upon the circumstances where change takes place (Thompson 2010). This 
thesis aims to understand the relationship between these circumstances and the resultant 
change in marketing thought and theory development as told by the story of marketing’s 
history, scrutinising it for ‘the causes and processes of change by looking at the deeper 
contextual happenings surrounding the events’ (Thompson 2010:1270).  
 
The second complementary approach adds balance to the research task at hand by using 
the historical analysis methodology to satisfy traditional scientific rigor through the use 
of a positivist’s framework. In this thesis the positivist approach, once verification of 
the data collected has been conducted, seeks to use that data to produce evidence that 
explains and generates new scientific knowledge. 
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4.6.3 The Problem Solving Historical Analysis Marketing Model  
 
Drawing from the previous sections in this chapter, Figure 4.2 below provides an 
outline of the model for use in this thesis. A fuller explanation of its constituent parts 
follows. 
 
Figure 4.2: Problem Solving Historical Analysis Marketing Model 
 
 
 
 
 
  
Stage Two: Data Collection Strategy 
 
• Conduct an all-encompassing literary analysis for the purpose of:  
o Acquiring knowledge and an understanding of an area of academic interest 
o Identifying a general theme of research interest 
o Identifying case study material (journal articles and scholarly texts) 
 
Stage Three: Historical Analysis 
 
Step one: Clearly specify and scope the research questions, the subject matter of the historical analysis  
 
Step two: Present appropriate primary source material for case study application  
 
Step three: Evaluate the selected cases – the test of evidence: 
• Internal scrutiny 
• Identify evidence 
o External scrutiny Part A (evidence assessed separately) 
o External scrutiny Part B (evidence assessed together) 
Step four: The process of synthesis – the rational explanation of new theory or thought  
 
Stage One: Problem Identification 
 
• What are the core research questions? 
 
 137 
 
STAGE ONE PROBLEM IDENTIFICATION 
 
The articulation of a clearly defined question or questions that can be tested against 
evidence is an important starting point for any research. The study of history is no 
different (Mandell 2008; Tosh 1984) nor is the study of marketing (Lavin and 
Archdeacon 1989). The research is driven by the questions asked in the first instance 
(Mandell 2008), the importance of which cannot be underestimated as a motivation for 
more fundamental research. Importantly, Tosh (1984) makes the point that a well-
defined and structured question will allow the researcher to find evidence that has 
remained undiscovered, buried within the discipline’s literature, and to find evidence 
that has not previously been the subject of research. In turn, the robustness of the 
questions proposed provide a focus for the collection of evidence, the subsequent 
articulation of a theory, and thus the turning of this evidence and theory into new fields 
of research and endeavour for the discipline.  
 
The review of the marketing literature conducted in this thesis identified an unanswered 
theme about the very essence of marketing. In this regard:  
 
• Alderson (1957:69) states the need for a ‘marketing interpretation of the whole 
process of creating utility’ and ‘calls for a more purposeful concept than the 
transaction’ Alderson (1965:86) to explain the nature and scope of marketing; 
• Kotler (1972), Kotler et al (1994 b) asks, ‘What is the substance of marketing?’;  
• Bagozzi (1975) asks, ‘What are the forces and conditions creating and resolving 
marketing exchange relationships?’;  
• Bartels (1988:242) asks, ‘Has the fullest interpretation of the role of marketing 
in human affairs yet been stated?’; 
• Vargo and Lusch (2004) question the future of marketing calling for a paradigm 
shift; and 
• Wilkie and Moore (2007:273) call for ‘a larger conception of marketing’. 
 
Despite the efforts of marketing thinkers, Dixon (1990) suggests that Alderson’s 
commentary remains largely unanswered. Noting subsequent scholarship, it is fair to 
conclude that the questions posed remain unanswered despite the efforts of scholars to 
date. This researcher is left to ask ‘What is the substance of marketing?’ 
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STAGE TWO DATA COLLECTION STRATEGY 
 
Conduct Literary Analysis 
 
The first action to be pursued in data collection is to conduct a comprehensive literary 
analysis for the purpose of acquiring knowledge and gaining an understanding of an 
area of academic interest. Literary analysis takes the form of a literature review of the 
broad subject matter being investigated followed by a more particular review of the area 
of academic interest. The purpose of this action is to allow ‘the content of the source to 
determine the nature of the enquiry’ (Tosh 1984:48) thus allowing the researcher to 
identify the unit of research interest. This is followed by the identification of case study 
material from the literature review that offers potential evidence for hypothesis testing.  
 
In this thesis, source material is collected in the form of journal articles and scholarly 
texts on the subjects of the marketing discipline and specifically the history of 
marketing thought. Source material is assessed for proof (implied and explicit) that the 
core element of the hypothesis ‘the concept of change’ has impacted upon the 
development of marketing thought. 
 
This analysis involves a number of criteria upon which key decisions are made. Firstly, 
multiple cases must be identified as the historical process depends upon many sources 
and views (Mandell 2008). A single case is insufficient to predict similar or contrary 
results (Yin 2010). For this thesis, seventeen (17) cases have been identified for scrutiny 
as these cases are considered sufficient to generate rich information in pursuit of 
answering the research questions stated (Eisenhardt 1989; Hedges 1985; Miles and 
Huberman 1994; Yin 2009). Secondly, this analysis implies reading the data source 
carefully scrutinising it for value that can be used to support the thesis and thirdly 
synthesising the evidence collected into an ordered presentation of evidence (Tosh 
1984) to argue the case for or against the research hypothesis being tested. 
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STAGE THREE HISTORICAL ANALYSIS  
 
Step One: Clearly specify and scope the research question(s).  
 
The aim of this step is to expand upon the specific research question ‘What is the 
substance of marketing’, and the related question ‘Is the concept of change a 
determinant for explaining the substance of marketing?’ 
 
Kotler in his seminal work on broadening the domain of marketing (Kotler 1972) 
provides clear criteria by which to test what marketing is and what it is not. Kotler states 
these criteria take the form of axioms, clear rules and tenets by which to describe the 
characteristics of marketing. 
 
The use of axioms in marketing follows two distinct paths. 
  
The first path is where marketing thinkers refer to axioms as a means to discuss in 
general terms the basic assumptions underlying the discipline. For example, Sheth and 
Sisodia (2005:10) reflect upon whether marketing needs reform and state that, ‘Phil 
Kotler noted that marketing’s fundamental dilemma stems from two of marketing’s 
central axioms: First, give customers what they want, and do not judge what they want’. 
An earlier example of this conversational use of axioms is found in Kotler (1973:45) 
who states that ‘It is a marketing axiom that the fastest way to kill a bad product is to 
advertise it’. Camerer (2005) refers to ‘logical axioms’ to explain the role of prospect 
theory and the role risk plays in marketing decision making. Shaw (2014), in discussing 
what comprises the primary elements of a general theory for the marketing system, 
relies in part upon organising information such as the various axioms used in marketing 
literature to explain the phenomenon. 
 
The first approach is different to the alternative path that uses axioms as valuable tools 
in articulating new theory. Vargo and Lusch (2004) explain service dominant logic by 
means of ten foundational premises. Vargo and Lusch (2016:5) note these premises 
would best be served by ‘the need for more precise delineation’ taking the form of 
axioms. The path of change brought about by an active academic community engaging 
with the subject of service dominant logic resulted in Vargo and Lusch (2016:6) 
proposing an eleventh foundational premise, and consolidating the original ten into a 
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smaller set of five. By doing so, Vargo and Lusch utilise axioms to enhance the 
rationale behind the concept of marketing expressed as a service dominant logic. 
Apaiwongse (2014:49) articulates nine axioms in order to ‘encourage a much needed 
dialogue on the fundamentals of ecological marketing theory, thought and practice’. 
 
The articulation of axioms, in defence of an enhanced explanation of marketing, is now 
discussed in this thesis. 
 
Axiom One  Marketing creates exchange 
 
Corollary:  Marketing involves a voluntary exchange of value between two 
or more willing parties who are capable of communication and delivery.  
 
A review of the history of marketing thought provides the researcher with the most 
basic of marketing tenets. It has been established in the literature that for marketing to 
be successful, the act of exchange must occur (Alderson 1965; Anderson et al 1999; 
Kotler and Levy 1969; Kotler 1972; Bagozzi 1975; Summers et al 2005; Quester et al 
2004; Vargo and Lusch 2004; Dann 2008; Reed 2010). The ‘exchange’ is the very 
essence of marketing as it is understood today and is the core element of any definition 
of marketing and understanding of the substance of marketing. However fundamental 
questions remain for further research: ‘Why does an exchange take place in the first 
instance?’; ‘How does the exchange occur?’; and ‘What are the forces and conditions 
that constitute and create marketing exchange?’ (Bagozzi 1975). A further question can 
be added to this list: ‘What is the essence of the exchange concept itself in marketing?’ 
(Shaw and Dixon 1980; Dixon and Wilkinson 1982; Arndt 1983; Jones and Shaw 2002; 
Shaw and Jones 2005; Shaw 2010). 
 
Axiom Two  The act of marketing, including but not limited to the 
exchange, is preconditioned upon the concept of change 
 
Corollary:  The act on marketing implies that a change of state takes place 
between the two or more parties involved in the voluntary exchange. A rule of 
marketing could then be articulated that ‘For each party to the exchange a change of 
state results either before, during or after the exchange’. Before marketing is 
consummated through an act of exchange in the marketing process, the parties to the 
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exchange are either desirous of a change in their own state or are influenced by factors 
of change operating within their environment causing them to act and respond in a 
particular manner. 
 
An analysis of the history of marketing thought literature reveals that the condition of 
change has not only been present at the time of the development of marketing thought 
but that the change condition itself, be it external change found in the environment 
(social, political, technical, legal and economic) or internal change (within the 
individual/organisation), has played an influencing role in the articulation of new 
marketing paradigms and ways of thinking about the nature and scope of marketing. 
The characteristics of change are always in progress and as such alter the parameters 
and the way in which marketing is thought. The issue for marketing scholarship is to 
look behind the concept of exchange and ask the question, ‘Why does marketing 
exchange occur?’ and ‘What is the cause and motivation for the exchange in the first 
instance?’ The answer to this question lies in the fundamental marketing principle that 
the cause and motivation for the exchange is a primary desire for a ‘change in 
condition’, be it at the personal (individual/organisational) level or the collective 
(societal) level. 
 
For example, at the individual/organisational level, when an individual visits a shop to 
buy a loaf of bread, changes in state have or are about to take place. 
 
Change in State One – The individual’s circumstance has changed requiring more bread 
– the individual has run out of bread in their kitchen. 
 
Change in State Two – The product (bread) has been changed and transformed at many 
levels before becoming available for sale, for example planted seed grows to become 
wheat, which is harvested, transformed into flour and then made into bread upon the 
application of heat. 
 
Change in State Three – The individual experiences a change in state in the form of a 
reduction in their personal wealth as a result of exchanging money for the bread. The 
shopkeeper (organisation) experiences a change in state the result of less inventory 
(bread supplies) and more revenue (in the form of financial compensation for the bread). 
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The change in state in this example accompanies the act of exchange in the marketing 
process. 
 
At the collective societal level, the marketing discipline is known for its ability to re-
evaluate itself as ‘the surrounding society changes’ (Kotler 1972:46). Marketing 
functions within the macro environment, which is made up of economic, technological, 
societal, legal and political forces. These forces inherently display characteristics of 
change, which take the form of an environment continuously evolving through, for 
example, advancements in technology, increased or decreased economic outputs, and 
social, legal and political activism. These forces subsequently influence the nature and 
scope of marketing and, in particular, have a large bearing on determining the substance 
of marketing.  
 
For example, changes in the structure of economies and communities saw an evolution 
from subsistence farming (agrarian society) to mass production in the early 1900s 
industrialised society, and a shift of the population from rural towns to major urban 
cities. These changes influenced and provided scope for a new understanding of 
marketing at that time. Marketing was defined as being primarily concerned with the 
problems associated with the distribution of goods and matching demand with supply. 
Change in society in the 1960s again influenced the understanding of the marketing 
concept and saw it evolve beyond a pure business application to that of becoming a 
pervasive societal activity (Kotler and Levy 1969) where marketing was relevant to all 
organisations and its publics. Technological advancements through the 1980s and 1990s 
fundamentally changed the way business was conducted, for example the internet, email 
and electronic commerce, influenced the discipline of marketing and saw further 
fragmentation of marketing thought. As a result of the ever-present nature of change, 
marketing has become a collective of specialisations; for example, internet marketing, 
e-marketing, social marketing, public sector marketing, and non-profit marketing. 
 
The only question that remains is not whether the concept of change has a role to play in 
any future explanation of the substance of marketing, but to what extent should any 
future explanation of marketing incorporate the concept of change as one of two core 
elements of marketing, along with the concept of exchange. 
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As stated previously Kotler (1984:5) identified five conditions for successful marketing 
to take place, in the form of exchanges. These are well established rules for marketing. 
They are:  
 
‘There are at least two parties 
Each party has something that might be of value to the other party 
Each party is capable of communication and delivery 
Each party is free to accept or reject the offer 
Each party believes it is appropriate or desirable to deal with the other party’. 
 
A sixth condition exists for successful marketing to occur, in the form of an exchange. 
This being:  
 
‘For marketing in the form of exchange to occur a desire by those entities involved in 
the exchange for a change in state either precedes the exchange, occurs during the 
exchange, and is evident after the exchange’. 
 
Diagrammatically this is represented by the following table. 
 
Table 4.7  Conditions for Successful Marketing  
 
Marketing Core Element Condition to be met 
The Concept of Change For successful marketing in the form 
of exchange to occur, a desire by 
those entities involved in the 
exchange for a change in state 
precedes the actual exchange, occurs 
during the exchange, and is evident 
after the exchange. 
The Concept of Exchange There are at least two parties. 
 Each party has something that might be of 
value to the other party. 
 Each party is capable of communication 
and delivery. 
 Each party is free to accept or reject the 
offer. 
 Each party believes it is appropriate 
or desirable to deal with the other 
party. 
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Axiom Three  Marketing expressed as exchange requires marketers to 
manage the marketing function. 
 
Marketing preconditioned upon the concept of change requires marketers to 
lead the marketing function. 
 
Corollary:  For change to be effective, leadership is required (Ackoff 1999; 
Bass 1985a; Bass 1985b; Carlopio 1994; Chen and Velsor 1996; Conger 1990; 
Day 1999; Ehrlich et al 1990; Ellyard 1998; Egri and Frost 1994; Gordon 1998; 
Hollander 1992; House and Howell 1992; Hosking 1988; Kakabadse and 
Kakabadse 1999; Kotter 1995; 1990; Lussier and Achua 2001; Olmstead 2000; 
Parry 1996; Pawar and Eastman 1997; Portugal and Yukl 1994; Roberts 1985; 
Terry 1995; Whittington and Whipp 1992; Yukl 2010). It follows that, in the 
marketing sense, change preceding, during and after an exchange requires 
marketing leadership; the nature and scope of which remains undefined and 
worthy of further scholarship. 
 
Leavy (1996) makes the telling point that management and leadership is different. 
A view shared by many including Parry (1996), Ellyard (1998) and Zaleznik 
(1977). Zaleznik’s (1977) seminal article and hypothesis that managers and 
leaders are different, whilst not given the respect at the time of publishing it 
deserved, now serves as a key point of differentiation for the success of any entity. 
Two questions for marketing scholarship follow.  
 
Question One: ‘Does the marketing management required to create exchanges 
need a different skills base to that of marketing leadership, which is required for 
the planning and executing of strategies for the purpose of anticipating, 
responding to and satisfying individual, organisational and environmental change 
scenarios?’  
 
Zaleznik (1977) argues that organisations tend to produce managers as opposed to 
leaders due to institutional conservatism and inertia. From a marketing 
perspective, a second question can be asked. 
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Question Two: ‘Are current personnel responsible for marketing exchanges 
managing the marketing function into mediocrity as opposed to leading the 
marketing function by transforming it within their organisations and society in 
response to the determinant of change?’ 
 
Two notable theories on leadership (transactional, Burns 1978) and 
(transformational, Bass 1985a) may provide insight to answer these questions.  
 
Like marketing (Bagozzi 1975), the concept of transactional leadership is 
premised upon the notion of exchange. The nature of this leadership exchange is 
based upon the transaction between a leader and follower (Parry 1996). Kuhnert 
and Lewis (1987:649) writes that ‘transactional leadership represents those 
exchanges in which both the superior and the subordinate influence one another 
reciprocally so that each derives something of value’. In marketing terms, there is 
a similar understanding of the concept of exchange, (equality, value) as outlined 
by Kotler’s (1984) five conditions by which exchange takes place. 
 
However, Parry (1996) makes the point that to be a transformational leader, one 
must first be a transactional manager. Bass (1985a) and Parry (1996) refer to 
transformational leadership as being different to transactional leadership in that 
transformational leadership is a function of a preparedness to embrace ‘change 
and progress’ (Parry 1996:27) and move beyond what Bennis and Nanus (1985) 
refer to as boring management style where decisions are certain, unsurprising, and 
static. For the marketing profession, such views offer a new level of challenge for 
marketing scholarship. In particular the question can be posed, ‘Are marketing 
managers prepared to move beyond transactional, routine style, mediocre 
management to embrace a leadership culture of change and progress for the 
success of not only their organisations but also their profession and society more 
broadly?’ 
 
Bass (1985a:31) articulates that transformation can be accomplished by ‘Raising 
our level of consciousness about the importance and value of designated outcomes 
and ways of reaching these outcomes’. An important and valuable outcome for the 
marketing discipline is to satisfactorily answer the question, ‘What is the 
substance of marketing?’ Of particular interest here for the marketing profession 
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is the use of the terminology ‘level of consciousness’. Marketing has its own 
operating levels of consciousness. Kotler (1972) articulated the necessity for 
broadening marketing’s application and with the development of a generic model 
of marketing referred to Consciousness’s One, Two and Three marketing. 
Therefore, a key question can be posed: ‘Is there a consciousness four level of 
marketing?’ This higher state of consciousness would argue that the marketing 
function within all organisations should move beyond thinking solely of 
transactions (exchanges) to embrace as Bass (1985a:27) states a ’higher-order of 
improvement’ (transformational leadership) and all that is involved in such a 
pursuit. 
 
In conclusion, the table below restates the research question and supporting 
axioms. 
 
Table 4.8 Research Questions and Axioms 
Research Question What is the substance of Marketing? 
Axiom One Marketing creates Exchange. 
 
Axiom Two The act of marketing, including but 
not limited to the exchange, is 
preconditioned upon the concept of 
change. 
Axiom Three  
 
Marketing expressed as exchange 
requires marketers to manage the 
marketing function. 
 
Marketing preconditioned upon the 
concept of change requires 
marketers to lead the marketing 
function. 
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Step Two: Present Appropriate Primary Source Material for Case Study 
Application 
 
An important action when conducting historical research is to determine the 
complete scope of available source material (Tosh 1984). Upon conducting the 
literary analysis (Stage Two), a number of journal and text sources were identified 
as providing potential value to this thesis in terms of critical review and synthesis 
of results. These sources were, in turn, able to focus the researcher’s attention 
towards additional primary sources of interest (Bordens and Abbott 2005). As a 
result of Stage Two, the following multiple sources (Table 4.8) are presented as 
cases worthy of further investigation as they fall within the general area of 
academic interest that is being pursued and appear to be rich sources of 
information (evidence) by which to extract value to satisfy the nature of the 
enquiry (Mandell 2008; Tosh 1984).  
 
These cases are considered primary sources of data as they conform to the definitional 
understanding of primary material for use in a Historical Analysis Model. The case 
studies are an original existing written record; for example, published research article or 
a chapter in a scholarly book. They represent research effort by the author over a 
number of years (Bordens and Abbott 2005; Charmaz 2006; Yin 2003). Further, as they 
represent the author’s original thought and research on a particular marketing subject 
they have been created for a specific purpose – that being to generate insight into the 
history of marketing thought and theory (Parasuraman 1986; Bordens and Abbott 2005; 
Yin 2003). 
 
Secondly, the case studies consist of documents in which this researcher had no 
involvement (Charmaz 2006). In addition case studies were subject to a peer review 
process resulting in either journal publication or academic citation (Bordens and Abbott 
2005). Finally, the chosen case studies are used to serve this researcher’s specific 
purpose and have not been used for this purpose by other researchers (Parasuraman 
1986).  
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Table 4.9 Case Studies  
 
Case Case Title 
1 Shaw, E.H.,  
The First Dialogue on Macro Marketing,  
Journal of Macromarketing Vol. 15, No 1, 1995 pgs. 7-20. 
2 Wilkie, L., and Moore, E.S.,  
Macro Marketing as a Pillar of Marketing Thought,  
Journal of Macromarketing, Vol. 26, No. 2, 2006 pgs. 224-232. 
3 Jones. D.G. Brian, and Shaw Eric H., 
Chapter 10 A History of Marketing Thought, 
Sourced from Tadajewski, M., Jones, D.G. Brian (eds) The History of Marketing 
Thought, 2008, pgs. 165-208. 
4 Dixon, D.F.,  
The Role of Marketing in Early Theories of Economic Development, 
Journal of Macromarketing, Vol. 1 No. 2, 1981 pgs. 19-27. 
5 Wilkie, L., and Moore, E.S.,  
Marketing’s Contribution to Society, 
Journal of Marketing, Vol. 63 Special Issue, 1999 pgs. 198-218. 
6 Bartels, R.,  
Influences on the Development of Marketing Thought 1900 - 1923, 
Journal of Marketing, July 1951, Volume XVI, No. 1, pgs. 1-17. 
7 Francis, Clarence,  
A Challenge to Marketing Men, 
Journal of Marketing, Vol.3, Jul, 1938 pgs. 27-33. 
8 Alderson, W., 
Towards a Theory of Marketing, 
Journal of Marketing, Vol 13, No. 2, 1948 pgs. 137-152. 
9 Alderson, Wroe, 
Dynamic Marketing Behaviour A Functionalist Theory of Marketing 
Chapter 3 Transactions and Transvections,  
Homewood Illinois, Richard D Irwin, Inc., 1965, pgs. 75-97. 
10 Dixon, D.F.,  
Marketing as Production: The Development of a Concept, 
Journal of the Academy of Marketing Science, Vol. 18, No. 4, 1990 pgs. 337-343. 
11 Wilkie, L., and Moore, E.S., 
Scholarly Research in Marketing: Exploring the ‘4 Eras’ of Thought Development, 
Journal of Public Policy and Marketing, 2003 pgs. 116-146. 
12 Bartels, R., 
Chapter 15 Influences on the Development of Marketing Thought 1950 – 1987, 
Sourced from The History of Marketing Thought, 
Third Edition Publishing Horizons Inc. 1988, pgs. 245-289. 
13 Shaw. E.H., Lazer, W., and Pirog III Stephen F., 
Wroe Alderson: Father of Modern Marketing, 
European Business Review, Vol. 19, No. 6, 2007 pgs. 440-451. 
14 Vargo, Stephen L., and Lusch, Robert F. 
Evolving to a New Dominant Logic for Marketing, 
Journal of Marketing, Vol. 68, 2004 pgs. 1-17. 
15 Kotler, Philip, and Levy, Sidney J. 
Broadening the Concept of Marketing, 
Journal of Marketing, Vol. 33, January, 1969 pgs. 10-15. 
16 Kotler, Philip. 
A Generic Concept of Marketing, 
Journal of Marketing, Vol. 36, April, 1972 pgs. 46-54. 
17 Day, George S., and Montgomery David B. 
Charting New Directions for Marketing, 
Journal of Marketing Vol. 63, (Special Edition), 1999 pgs 3-13. 
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Step Three: Evaluate the Selected Cases – The Test of Evidence 
 
The next stage of the Problem Solving Historical Analysis Marketing Model is to 
evaluate the above cases, in what Tosh (1984:62) refers to as ‘the test of evidence’, 
looking for clues and meaning to address the research question. In doing so, the aim is 
to identify evidence to support the research question/axioms that have been articulated. 
The mechanism by which this is achieved is by means of the creation of an evidence 
trail. Each case is to be read and assessed for its contribution to answering the research 
question or supporting the axioms articulated. Mandell (2008) states that the researcher 
should begin each case by restating the research question(s) to provide direction and 
purpose to the line of enquiry. Each contribution once determined forms part of the 
evidence trail. 
 
A fundamental part of any research is to establish the reliability of source material. 
Historical analysis is no different in this regard. Part of this case assessment is to 
conduct a test for authenticity or internal criticism (Tosh 1984; Nevett 1991) so as to 
establish the validity and legitimacy of the documents, its origins, authorship, source 
and content. Secondly, source material is subjected to external criticism (Tosh 1984; 
Nevett 1991) where the evidence collected is tested for credibility. 
 
Evidence is assessed both singularly (External Scrutiny Part A [Appendix A]) and 
collectively (External Scrutiny Part B) and then discussed for its contribution towards 
answering the research question and axioms posed (Chapter Five).  
 
The objective of this step is to collect and document evidence in the form of an evidence 
trail so that it can be used as a source for further discussion and the articulation of 
conclusions and implications in response to the research question posed and the axioms 
developed (Step Four – The Process of Synthesis [Chapter Six]). 
 
Step Four: The Process of Synthesis – the Presentation of Findings and Conclusions 
 
The completion of Stage Three, particularly Step Three, the Process of Synthesis (Step 
Four) results in conclusions being drawn about the axioms and the research problem. 
Implications are then articulated in response to these conclusions. The lead implication 
takes shape in the form of the presentation of a new theory for marketing generated 
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from the insights obtained from the case studies investigated. Further implications are 
made based upon this new theory for marketing in the form of marketing practice and 
scholarship.  
 
4.7 Conclusion 
 
Chapter Four begins with a general overview of the institutional determinants that make 
up marketing’s reality (Section 2.2) and provides an understanding of the nature of 
research and the steps involved in the research process (Section 2.3). This chapter 
details a program of exploratory research namely case study methodology to investigate 
the substance of marketing (Section 4.4). The framework for enquiry and analysis used 
in this chapter is that of the Historical Analysis Model, a framework with limited use in 
marketing, but which allows the marketing discipline to learn from its own history in 
order to build new theory and paradigms (Section 4.5).  
 
The purpose of this thesis is to answer the research question, address the axioms 
presented, and to articulate new marketing theory. It stands apart from the traditional 
thesis that seeks to verify existing theory as opposed to generating new theory about a 
given phenomenon. In order to achieve this objective, the identification of an 
appropriate research methodology was necessary.  
 
As a result, this chapter contributes to the marketing literature by developing and 
articulating a specific model of historical analysis for use in marketing research – the 
Problem Solving Historical Analysis Marketing Model (Section 4.6). 
 
Chapter Five will now address the application of this methodology. 
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Chapter Five  Results and Discussion 
 
5.1 Introduction 
 
The purpose of this chapter is to take the evidence collected as affirmations in the case 
studies and assess them collectively presenting a narrative detailing how this evidence 
contributes towards answering the research question and addressing the axioms.  
 
The Problem Solving Historical Analysis Marketing Model is applied to the research 
problem under investigation in this thesis, namely ‘What is the substance of 
marketing?’, which is identified in Stage One (Problem Identification) of the model and 
restated in Stage Three (Historical Analysis). The clear articulation of a research 
problem is in accordance with Mandell (2008), Tosh (1984) and Savitt (1980) who state 
that asking the question is a critical first step in finding evidence. Savitt (1980) refers to 
the declaration of the research problem as a key element of the historical analysis 
process in marketing. The act of comparing the real world, according to the existing 
literature, with the researcher’s alternative worldview results in the development of a 
clearly articulated hypothesis defined in terms of scope, and one that is capable of being 
tested, measured and verified.  
 
Supporting this research problem are three axioms that read: 
 
• Marketing creates exchange; 
• The act of marketing including but not limited to the exchange is preconditioned 
upon the concept of change; and  
• Marketing expressed as exchange requires marketers to manage the marketing 
function. Marketing preconditioned on the concept of change requires marketers 
to lead the marketing function. 
 
The aim of this analysis is to interrogate past marketing articles and scholarly texts to 
create a trail of evidence to support the principal axiom that the act of marketing is 
preconditioned upon the concept of change. This study gathered data from a panel of 
case studies which included fourteen (14) journal articles and three (3) chapters in  
academic books. From these cases, one hundred and sixty six (166) affirmations that the 
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determinant of change influenced marketing’s thought development have been 
identified. This evidence trail demonstrates that the concept of change is a determinant 
for explaining the substance of marketing.  
5.2 Method as Applied  
 
Selection of the case studies was based on the data collection strategy used in Stage 
Two of the Problem Solving Historical Analysis Marketing Model (Chapter 4). This 
served the purpose of providing the researcher with knowledge and understanding on 
the subject matter pertaining to the history of marketing thought, in general, and, more 
specifically, to the domain of explaining the nature and scope of marketing.  
 
Tosh (1984:48) sees this stage as allowing ‘the content of the source to determine the 
nature of the enquiry’. During this stage, the researcher identified an area of academic 
research interest, that being the extent to which the element of change could be seen as a 
determinant for explaining the substance of marketing. This analysis of the literature 
implies the gathering of various sources of knowledge allowing the researcher to 
become one with the potential sources of evidence and to become totally engrossed in 
the history of marketing thought (Nevett 1991).  
 
This step identified a number of case studies. Each case study was assigned a case study 
number for purposes of organisation. Seventeen (17) case studies were chosen and 
consisted of fourteen (14) journal articles and three (3) chapters from academic books. 
Mandell (2008) and Golder (2000) believed that multiple cases were necessary as the 
historical process depends upon many sources and views. The number of case studies 
chosen is also consistent with the number of cases recommended for marketing research 
purposes as espoused by Perry (1988).  
 
Further, the choice of 17 case studies was considered appropriate given that this number 
of case studies would generate abundant information by which to answer the research 
problem and provide justification to the supporting axioms (Eisenhardt 1989; Hedges 
1985; Miles 1994; Yin 2010). The case studies also satisfied the criteria that their 
subject matter pertained to the broad domain of the history of marketing thought and, 
more specifically, could provide an insight into the nature and scope of what is the 
substance of marketing (Mandell 2008, Tosh 1984). Table 5.1 outlines the list of the 
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case studies chosen for the analysis complying with Tosh (1984:45) who stated that ‘the 
first step in any program of historical research is to establish the full extent of the 
sources’.  
 
Table 5.1 Cases 
Case Case Title 
1 Shaw, E.H.,  
The First Dialogue on Macromarketing,  
Journal of Macromarketing Vol. 15, No 1, 1995 pgs. 7-20. 
2 Wilkie, L., and Moore, E.S.,  
Macromarketing as a Pillar of Marketing Thought,  
Journal of Macromarketing, Vol. 26, No. 2, 2006 pgs. 224-232. 
3 Jones. D.G. Brian, and Shaw Eric H., 
Chapter 10 A History of Marketing Thought, 
Sourced from Tadajewski, M., Jones, D.G. Brian (eds) The History of 
Marketing Thought, 2008, pgs. 165-208. 
4 Dixon, D.F.,  
The Role of Marketing in Early Theories of Economic Development, 
Journal of Macromarketing, Vol. 1 No. 2, 1981 pgs. 19-27. 
5 Wilkie, L., and Moore, E.S.,  
Marketing’s Contribution to Society, 
Journal of Marketing, Vol. 63 Special Issue, 1999 pgs. 198-218. 
6 Bartels, R.,  
Influences on the Development of Marketing Thought 1900 - 1923, 
Journal of Marketing, July 1951, Volume XVI, No. 1, pgs. 1-17. 
7 Francis, Clarence,  
A Challenge to Marketing Men, 
Journal of Marketing, Vol.3, Jul, 1938 pgs. 27-33. 
8 Alderson, W., 
Towards a Theory of Marketing, 
Journal of Marketing, Vol 13, No. 2, 1948 pgs. 137-152. 
9 Alderson, Wroe, 
Dynamic Marketing Behaviour A Functionalist Theory of Marketing 
Chapter 3 Transactions and Transvections,  
Homewood Illinois, Richard D Irwin, Inc., 1965, pgs. 75-97. 
10 Dixon, D.F.,  
Marketing as Production: The Development of a Concept, 
Journal of the Academy of Marketing Science, Vol. 18, No. 4, 1990 pgs. 337-
343. 
11 Wilkie, L., and Moore, E.S., 
Scholarly Research in Marketing: Exploring the ‘4 Eras’ of Thought 
Development, 
Journal of Public Policy and Marketing, 2003 pgs. 116-146. 
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12 Bartels, R., 
Chapter 15 Influences on the Development of Marketing Thought 1950 
– 1987, 
Sourced from The History of Marketing Thought, 
Third Edition Publishing Horizons Inc. 1988, pgs. 245-289. 
13 Shaw. E.H., Lazer, W., and Pirog III Stephen F., 
Wroe Alderson: Father of Modern Marketing, 
European Business Review, Vol. 19, No. 6, 2007 pgs. 440-451. 
14 Vargo, Stephen L., and Lusch, Robert F. 
Evolving to a New Dominant Logic for Marketing, 
Journal of Marketing, Vol. 68, 2004 pgs. 1-17. 
15 Kotler, Philip, and Levy, Sidney J. 
Broadening the Concept of Marketing, 
Journal of Marketing, Vol. 33, January, 1969 pgs. 10-15. 
16 Kotler, Philip. 
A Generic Concept of Marketing, 
Journal of Marketing, Vol. 36, April, 1972 pgs. 46-54. 
17 Day, George S., and Montgomery David B. 
Charting New Directions for Marketing, 
Journal of Marketing Vol. 63, (Special Edition), 1999 pgs 3-13. 
5.3  Process 
 
It was necessary for the researcher to gain a sound appreciation of what is meant by the 
principal unit of analysis for this thesis “change” before individual case studies were 
analysed. This is consistent with Savitt (1980) who states that the process of verification 
requires the evidence (data) collected to be evaluated against the inherent constructs 
(constituent components) making up the hypothesis being advanced. This was achieved 
by conducting a definitional understanding of the word under analysis (change) with the 
aim being to provide a sense of meaning and thus scope to allow for the Historical 
Analysis Test of Evidence step, found in Stage Three of the Model, to be conducted 
within clear but broad third party endorsed parameters. Third party endorsements were 
gained from established sources and included on-line sources. These sources were 
http://dictionary.reference.com; http://www.thefreedictionary.com; and Google search – 
‘define change’. The use of a dictionary as a source to better understand the meaning of 
a term being investigated is consistent with the approach promulgated by: Teas and 
Palan (1997:60) who developed a formal language system in order to improve the 
theoretical meaningfulness of concepts ‘by creating a dictionary of the terms used in the 
linguistic realm to specify nominal definitions’; and MacInnis (2011:140) who detailed 
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a framework for conceptual contributions in marketing by defining the term 
‘conceptualisation’ with reference to the American Heritage Dictionary (2003). 
 
A table of reference for all case study analyses was developed (refer to Template 
below). Upon conducting each case study analysis, this template was reread and was 
constantly referred to in order to refresh in the researcher’s mind what the term ‘change’ 
meant throughout the data collection stage. Upon reading a case study, words, phrases, 
thoughts and sentiments denoting change were collected as evidence to either confirm 
or disconfirm the central proposition that the element change is a determinant for 
explaining the substance of marketing.  
Figure 5.1: Definitional Understanding Template 
 
Word Definition Understanding 
Change • To make the form, nature, content, future course, etc., of (something) 
different from what it is or from what it would be if left alone: 
• To transform or convert; 
• To substitute another or others for; exchange for something else; 
• To give and take reciprocally; 
• To transfer from one to another; 
• To become altered or modified; 
• To pass gradually into; 
• A variation or deviation; 
• To exchange for or replace with another; 
• To go from one phrase to another; 
• The act, process or result of altering or modifying; 
• A transformation or transition from one state, condition, or phase to 
another; 
• A market or exchange where business is transacted; 
• To replace; 
• Metamorphosis – change in form, structure, appearance etc.; 
• Catabolism – the metabolic process in which energy is liberated for 
use in work; 
• Change as movement, move, motion; 
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• Change as consequence, effect, result, outcome – a phenomenon that 
follows and is caused by some previous phenomenon;  
• Adapt, conform, adjust; 
• Exchange, convert, commute, change; 
• Replace, substitute; 
• A relational difference between states; especially between states 
before and after some event. 
 
As each case study was read, consideration was given to the use of the word change 
itself or to words, such as those identified in Template One that aligned with the 
meaning and intent of ‘change’. For example, by using the interpretation of the word 
‘change’ to mean transformation, derived by conducting the definitional understanding 
stage, the researcher drew upon the work of Shaw, Lazer and Pirog III (2007) – Case 
Study Thirteen – to reflect on Alderson’s (1957) seminal work. Alderson refers to the 
marketing process as inherently being about transforming raw materials, component 
parts, finished products and services into outputs of values to potential buyers. This 
transformation sees inputs subject to change and this change being a necessary and 
valued part of the marketing process.  
 
In some cases, the researcher found that change was expressed in case studies in such a 
way that it was not consistent with the Definitional Understanding Template. For 
example, in Case Study Five, Wilkie and Moore (1999:198) write of marketing’s 
contribution to society occurring ‘within the context of everyday life’. Such a 
description does not fit precisely within the Definitional Understanding Template. 
However, an analysis of this statement suggests that within the context of everyday life 
‘change’ is an essential element and, therefore, the inference is made that marketing’s 
contribution to society is influenced by the everyday change occurring within that 
society. Similarly, Wilkie and Moore (1999:200) refer to ‘an interesting confluence of 
forces from the aggregate marketing system’. The Definitional Understanding Template 
does not refer to change specifically as a ‘force’. However, by analysing this statement 
one can conclude that the outcome of the confluence of forces that is the coming 
together of various elements within the aggregate marketing system is a change from 
one state to another. Another example is in Case Study Fourteen, where Vargo and 
Lusch (2004:1) refer to the marketing discipline as ‘Evolving to a new dominant logic’. 
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The researcher did not find the word ‘evolving’ specifically in the Definitional 
Understanding Template. Although, it is fair to say that words of similar meaning were 
present in the template, such as ‘altered’, ‘modified’ or ‘transformation’.  
 
These examples provided the researcher with an opportunity to learn from the 
application of the Historical Analysis Model. The principal learning from this part of 
the analysis was that the researcher needed to maintain ‘flexibility’ in dealing with the 
meaning of the term change. Such flexibility would suggest that in defining the word 
‘change’ a pragmatic, realistic, logical, thoughtful and reasonable explanation of the 
word would assist in reaching the objectives of the thesis. Restricting the meaning of 
change to the precise meanings outlined in the Definitional Understanding Template 
would mean that important evidence could not be included into the analysis. This would 
be to the detriment of the thesis and the articulation of a new theory for marketing. In 
this regard the Definitional Understanding Template should be seen as a guide only. 
This common sense, real world application of the definitional approach is supported by 
Nevett’s (1991) understanding of how the Historical Analysis Model should be applied 
in practice. 
 
It was also noted in the definitional understanding process that the term ‘exchange’ was 
used as a means of defining change. Exchange, in this regard, was interpreted from the 
perspective of change wherein exchange was understood to mean creating change by 
substituting, transferring, giving or taking something for something else. Many case 
studies analysed referred to the concept of exchange. For example, Shaw (1995 – Case 
Study One), refers to the importance and necessity of exchange between a seller and a 
buyer taking place. Such an exchange was for the benefit of those involved and led to a 
change in state, condition and outcome between these parties.  
 
Such thinking, well established in the marketing literature, led the researcher to look to 
the composition of the word ‘exchange’, which is acknowledged in the marketing use of 
the word as the core element of the discipline. Subsequently the researcher identified 
that the word ‘exchange’ comprises two parts, a prefix ‘ex’ and its subject ‘change’. 
According to http://dictionary.reference.com ‘ex’ has its genesis in Latin and Greek and 
is a prefix meaning ‘out of’, ‘from’, or ‘beyond’. Therefore, a literal interpretation of the 
word exchange suggests that the act of exchange, the recognised core element of 
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marketing, is about change, as the word means ‘out of change’, ‘from change’, or 
‘beyond change’ and, therefore, in this case change is expressed as an exchange.  
 
The principal learning for the researcher by conducting this definitional understanding 
step was that this step needed to be included into the Problem Solving Historical 
Analysis Marketing Model. Accordingly, the Definitional Understanding Stage was 
added to the original Problem Solving Historical Analysis Marketing Model as Stage 
Three, making the Historical Analysis Stage now Stage Four. 
 
Figure 5.2: Revised Problem Solving Historical Analysis Marketing Model 
 
Stage One: Problem Identification 
• What are the core research questions? 
Stage Two: Data Collection Strategy 
• Conduct an all-encompassing literature analysis for the purpose of: 
o Acquiring knowledge and an understanding of an area of academic 
interest 
o Identifying a general theme of research interest 
o Identifying case study material 
Stage Three: Definitional Understanding 
• Scope definitional understanding of the concept under investigation 
• Develop a template consisting of the inherent constructs (constituent 
components) of the concept under investigation  
• Refer continuously to the template during the test of evidence step 
Stage Four: Historical Analysis  
Step one: Clearly specify and scope the research questions, the subject matter of the 
historical analysis  
 
Step two: Present appropriate primary source material for case study application  
 
Step three: Evaluate the selected cases – the test of evidence: 
• Internal scrutiny 
• Identify evidence 
o External scrutiny Part A (evidence assessed separately) 
o External scrutiny Part B (evidence assessed together) 
Step four: The process of synthesis – the rational explanation of new theory or thought  
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With this definitional understanding of the concept of change now included as part of 
the Historical Analysis Model, the next step of Stage Four (newly numbered) the 
Historical Analysis: Test of Evidence was conducted. Three cases were randomly 
selected to be used as a pilot test. These were case studies 1, 5 and 14. The pilot test of 
the Historical Analysis Methodology was used to ascertain if the method was robust in 
practice and to identify any refinements which emerged from the process.  
 
Two sets of notes were collected from these pilot case studies. The first set of notes 
reflected the actual case study ‘write up’ – the Evidence Trail – where observations 
detailing affirmations which the researcher believes demonstrated evidence of change 
influencing marketing thought development were recorded. These recordings were later 
the subject of the External Scrutiny phase of the Historical Analysis: Test of Evidence 
step as well as Step 4 – Synthesis. These notes are presented in Appendix A. The 
second set of notes assessed the performance of the methodology as it was applied. The 
aim of this note taking was to provide assurance of the practical application of the 
methodology to real world testing and to refine the document should it be deemed 
necessary.  
 
After conducting the three pilot case studies, forty (40) affirmations in support of the 
thesis were identified, indicating a level of robustness to the application of the 
methodology. However, one variable worthy of noting, and reasonable to expect, was 
that individual case studies would have varying degrees of evidence to present. For 
instance in Case Study One, eight (8) affirmations were found, Case Study Five, ten 
(10) affirmations and Case Study Fourteen, twenty two (22) affirmations (See Appendix 
5.1). A decision was made at this point that for all case studies there would not be a 
minimum number of affirmations to qualify for inclusion in the evidence trail as the 
researcher felt that even one affirmation in a case study could be considered robust 
enough to answer the research problem and support the axiom. The decision to proceed 
with the full implementation of Stage Four of the Problem Solving Historical Analysis 
Marketing Model was taken.  
 
5.4 Stage Four Historical Analysis 
 
The first action taken in this stage was the development of the research template for the 
collection of data (Figure 5.2).  
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The template consisted of three parts. Part One involved the clear articulation of a 
defined problem that can be either confirmed or disconfirmed. This problem drives the 
research and provides direction and purpose to the line of enquiry and the necessary 
focus for the collection of evidence (Mandell 2008). The scope of the problem is 
provided by means of the articulation of supporting axioms.  
 
Part Two of the template outlines the basic information (bibliographic material) about 
the case study, which provides for internal scrutiny of the document as suggested by 
Nevett (1991). Internal scrutiny involves two additional parts including recording the 
motivation of the author/s in writing the article or text and establishing the authenticity 
of the document being investigated. 
 
Part Three is the core of the Historical Analysis Model and involves the conduct of the 
test for evidence. This test is facilitated by evaluating the selected case studies. Once the 
evidence has been collected and documented it then becomes subject to ‘External 
Scrutiny’ wherein all items of evidence are assessed separately (Part A) and are tested 
against each other for proof of a relationship between them (Part B). The outcome of 
such scrutiny is the process of ‘Synthesis’ where evidence is assembled into a rational 
explanation of new thought or theory. The basis of this approach is consistent with the 
views of Savitt (1980) and Nevett (1991). 
 
Figure 5.3:  Research Template 
 
HISTORICAL ANALYSIS MODEL –  CASE STUDY X 
 
RESEARCH PROBLEM: What is the substance of marketing? 
 
Axiom: 1. Marketing creates exchange; 
2. The act of marketing including but not 
limited to the exchange is preconditioned 
upon the concept of change; and  
3. Marketing expressed as exchange 
requires marketers to manage the 
marketing function. Marketing 
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preconditioned on the concept of change 
requires marketers to lead the marketing 
function. 
 
ARTICLE:   
 
AUTHOR:    
 
PUBLICATION:  
 
SCRUTINY OF ARTICLE: 
• Author’s motivation 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article  
Journal Ranking  
Peer Reviewed Journal  
Author   
Does the article represent original thought?  
Is the article in the public domain?  
Is the article a primary document?  
Is the article an accurate statement of 
marketing thought? 
 
Is the aim of the article to make a scholarly 
record? 
 
How many times has the article been cited?  
Are the findings of the article plausible and 
of scholarly interest to the marketing 
community?  
 
Is the content of the article worthy of 
further academic analysis? 
 
 
THE TEST OF EVIDENCE:  
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Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation    
External Scrutiny – Part B (Evidence Assessed Together) 
The Process of Synthesis – Consolidating evidence into the presentation of new 
theory 
 
The remaining case studies, excluding the three pilot cases, were again chosen in 
random order, resulting in the cases being analysed in the sequence of: 6, 2, 13, 8, 7, 17, 
10, 15, 16, 3, 4, 9, 11, and 12. The selection of case studies in random order assisted in 
ensuring that the assessment of data remained an objective exercise and was not 
manipulated in such a way that the only possible outcome was either to support or 
confirm the proposition being advanced in the thesis. By employing random selection 
the researcher had to allow for the possibility that the case study material would 
disconfirm the thesis being advanced. That is, the researcher did not manually select the 
order of case studies so as to ensure a positive response to the research problem and 
axioms. Consistent with Nevett (1991:14), ensuring scientific rigor in this Historical 
Analysis Methodology is just as important as such application to any other scientific 
research endeavour as ‘historians use the tools of scientific analysis when they are 
appropriate’.  
 
Upon commencing each case study the research problem and supporting axioms were 
read to reinforce in the mind of the researcher the nature of the enquiry being 
investigated. Although repetitive, the step proved useful in focussing the attention of the 
researcher to the task at hand (Mandell 2008) given that case study investigations were 
conducted over a period of months and not in one block.  
 
As part of the internal scrutiny step of each case study, the researcher firstly read the 
synopsis, introduction and conclusion to establish the nature and scope of the article in 
order to answer the problem, ‘What is the author’s motivation?’ The outcome of the 
scrutiny formed part of the template used to qualify each case study in terms of its 
acceptability for analysis. Scrutiny of the source material is necessary as it implies 
knowing the motivation and objectivity of the author and is consistent with the model of 
historical analysis proposed by Savitt (1980) to establish validity. 
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To further enhance the internal scrutiny process, the researcher next conducted a test on 
each case study to establish the authenticity of the research material. This test was in 
accordance with Savitt (1980), Nevett (1991) and Golder (2000) who believed that 
material, the subject of historical analysis, should be subjected to a test for internal 
criticism in order to establish the validity and legitimacy of the documents under 
investigation. This step involved establishing the veracity of the document by 
determining the document’s origins, establishing the repute of the author, assessing the 
source of the research material for its academic research value, and the strength of its 
content to add value to the academic literature.  
 
The researcher undertook this step by asking some rudimentary questions about each 
case study. These questions included: ‘What is the source of the article?’ - for example, 
the source could be the Journal of Marketing, a Tier One publication or alternatively the 
Journal of Macromarketing, a Tier Three publication. ‘Is the article subject to peer 
review?’ – Yes or No. Questions were asked of the author/s to each case study in order 
to establish the extent to which the author/s were known in the marketing literature and 
thus whether they could be considered an ‘expert’ in the field. For example, ‘Was the 
author a credible reference point?’  
 
The credibility of the author was determined by searching the name of the author in the 
Google Scholar search engine. For example, the researcher searched the name ‘Robert 
Bartels’ and initially identified authors from other disciplines with the same name or 
versions of that name. Further refinement of this line of enquiry resulted in the 
researcher associating the words, ‘Robert Bartels’ with ‘Marketing’. This led to the 
desired outcome, with some 5730 results. At this stage of the search, a rule was 
established that primary authors with over 100 Google Scholar references were 
considered worthy of inclusion as a case study. All case studies were then subjected to 
this type of word search where the author’s name was associated with the word 
marketing.  
 
Further application of this approach also saw that the case study was searched along 
similar lines in order to answer the question, ‘How many times has the article been 
cited?’ This question was asked in order to establish an answer to the following 
questions: 
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• ‘Are the findings of the article plausible and of scholarly interest to the 
marketing community?’  
• ‘Is the content of the article worthy of further academic analysis?’  
 
These questions were asked to verify that the content of the case study was believable 
and that the content was of scholarly interest, particularly in terms of it having merit for 
further academic analysis. A general rule was established that case studies with over 
twenty (20) Google Scholar references would be considered worthy of inclusion. 
However exceptions were made to this rule given the perceived significance of the Case 
Study under investigation (refer to Case Studies Seven and Thirteen).  
 
Additional questions were also asked of each case study. These questions included, 
‘Was the aim of the article to make a scholarly record?’, ‘Is the article in the public 
domain?’, ‘Does the article represent original thought?’ ‘ Is the article a primary 
document?’ and ‘Is the article an accurate statement of marketing thought?’ 
 
The researcher then proceeded to the ‘Test of Evidence’ step looking at each case study, 
dissecting it for value, meaning and importantly evidence. This often meant reading 
over words, phrases, sentences and paragraphs time and time again referring if 
necessary back to the Definitional Understanding Template for clarification of the unit 
of analysis. An ‘evidence trail’ was created as a result of the identification and 
articulation of affirmations that in some part answered the research problem and 
supported the axioms. These affirmations were numbered specifically to the case study 
under investigation. In all, 166 affirmations were recorded. 
 
Affirmations were then the subject of the remaining element of the scrutiny phase, the 
External Scrutiny step, which featured the testing of all items of evidence separately 
(Part A) and against each other for proof of a relationship between them (Part B). Part A 
appears in Appendix A while Part B is detailed below in Sections 5.5 and 5.6 with each 
analysis framed within the context of Axioms One and Two respectively. 
 
This step was followed by the final phase of Stage Four – the Process of Synthesis 
(Chapter Six) where the evidence was assembled into a rational explanation of new 
thought and theory. 
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5.5 Axiom One: Marketing creates Exchange 
 
Upon analysing the evidence collected it can be substantiated that ‘marketing expressed 
as creating exchange’ has been implied either directly or indirectly in the case studies. 
In the first instance mention is made of direct references (Section 5.5.1). Section 5.5.2 
provides examples of indirect references to exchange being made in the case studies. 
 
5.5.1 Direct Reference 
 
A direct reference is defined as referring specifically to marketing in the form of an 
exchange. For example, Shaw (1995:8) Case Study 1 Affirmation 1 recalls Plato’s 
construction of society by referring to the logic of the marketing system as market 
exchange.  
 
‘Plato builds the economic foundations of the marketing system on the principles 
of … and market exchange’.  
 
In this example, Shaw confirms the traditional view of marketing from its economic 
heritage and that the marketing system is completed through the act of exchange. The 
exchange takes place in order to satisfy the needs of humans where sellers and buyers 
come together at one time and place (the market) to affect a mutually satisfying 
exchange. A key aspect of Shaw’s below reference is that for a successful exchange to 
take place there must be at least two parties willing to exchange and that each has 
something of value desired by the other party.  
 
Case Study 1 Affirmation 3 
 
The means by which human needs are met is through the act of ‘market 
exchange – selling and buying’.  
 
(Shaw 1995:10) 
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This view is also shared by Wilkie and Moore (1999:206) in Case Study 5: Affirmation 
8, but enhanced by the belief that the parties should benefit positively from the 
exchange. 
 
Case Study 5 Affirmation 8 
 
‘A marketing exchange relies on both transacting parties’ expectations to be 
better off’.  
 
(Wilkie and Moore 1999:209) 
 
Further to the above examples, Case Study 1 Affirmation 4 below reinforces the idea 
that marketing has an economic heritage and that it is distinguished from other 
disciplines as a result of its core purpose being to create an exchange.  
 
‘Commercial exchange is a form of economic exchange based on two 
differentiated trading mechanisms: barter exchange and market transactions’.  
 
(Shaw 1995:12) 
 
Similarly, Dixon (1990:341)(Case Study 10 Affirmation 4) draws upon marketing’s 
economic heritage to explain marketing by reference to the term production where 
production is defined as an exchange manifesting a change in ownership. 
 
‘The third category of production is “exchange”, which alters ownership’. 
 
(Dixon 1990:341) 
 
More recently, Vargo and Lusch (2004:1) reaffirm this heritage and the centrality of the 
exchange concept in their thesis pertaining to a new dominant logic for marketing.  
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Case Study 14 Affirmation 5 
 
‘Marketing inherited a model of exchange from economics, which had a 
dominant logic based on the exchange of “goods” which usually are 
manufactured output. The dominant logic focused on tangible resources, 
embedded value, and transactions’. 
 
Exchanges over time would evolve from simple exchanges (bartering) to more complex 
exchanges involving money which resulted in significant impacts for both individuals 
and society. For example, Case Study 1 Affirmation 5. 
 
‘As a medium of exchange, money brings about quantitative changes that have 
profound economic consequences. The amount of trade increases, and its 
velocity accelerates. Transactions become more commonplace and frequent, 
causing a chain reaction. With an increase in trade comes additional division of 
labour and greater economies of scale, more stable networks of trading 
relationships, greater marketing efficiencies, and lower costs’.  
 
(Shaw 1995:13) 
 
Where exchange was traditionally seen only from the economic perspective, as 
highlighted above, others saw marketing exchange beyond this limited application. For 
marketing to enjoy a broadened domain, a central tenet needed to be established for the 
discipline. That tenet would be the concept of exchange.  
 
Case Study 16 Affirmation 3 refers specifically to the foundation logic for marketing. 
 
‘What then is the disciplinary focus of marketing? The core concept of 
marketing is the transaction. A transaction is the exchange of values between the 
parties’.  
 
(Kotler 1972:48) 
 
Bartels (1988:257), in Case Study 12 Affirmation 5, refers to Kotler’s search for the 
core concept of marketing and notes that he:  
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‘became increasingly convinced that the core concept of marketing is exchange’. 
 
As a result of this thinking, Kotler articulates a generic concept of marketing with 
applicability across all organisations and their publics. This thinking was universally 
accepted by the discipline. The success of the generic concept of marketing was that it 
was based upon:  
 
‘the central theme of his conviction, namely, that marketing is exchange in 
different contexts’. 
 
For example, Kotler highlights, in Case Study 16 Affirmation 3, some of these different 
contexts, neither of which involved the traditional exchange of economic value in the 
form of money. In so doing, Kotler expands marketing’s domain and highlights the 
importance of the exchange paradigm as a medium for the discipline’s future 
development.  
 
 ‘A transaction takes place, for example, when a person decides to watch a 
television program; he is exchanging his time for entertainment’.  
 
(Kotler 1972:48)  
 
‘A transaction takes place when a person votes for a particular candidate; he is 
exchanging his time and support for expectations of better government’. 
 
(Kotler 1972:48-49) 
 
Vargo and Lusch (2004:15) in Case Study 14 Affirmation 22 expands upon this view of 
the discipline’s future development being dependent upon the exchange concept by 
stating that:  
 
‘The orientation has shifted from the producer to the consumer. The academic 
focus is shifting from the thing exchanged to one of the process of exchange’. 
 
(Vargo and Lusch 2004: 15) 
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From this affirmation, it is noteworthy that for the discipline to develop further, which 
is the intent of Vargo and Lusch, the academic focus needs to shift to the process of 
exchange. To better understand the process of exchange and thus evolve marketing 
thought a useful starting point is to ask the question, ‘What is the motivation for the 
exchange in the first instance?’ In this thesis, Axiom Two speaks to this question. 
 
Finally, the importance of the exchange concept as a unit of analysis in marketing is 
underscored by Case Study 17 Affirmation 2 wherein marketing has been seen as:  
 
‘a loose consensus that consumer choice, exchange, and especially the four P’s 
(product, price, place and promotion) dictated the important questions for the 
field’. 
 
(Day and Montgomery 1999:3) 
 
5.5.2 Indirect Reference 
 
An indirect reference means that the author(s) of the case study has not specifically used 
the word exchange but has, based on their prior knowledge, either assumed that 
marketing is about the creation of an exchange or has used words which are known in 
the marketing literature as synonymous with the exchange concept. For example, words 
such as transfers; transaction; business activities; value generation; value in exchange; 
traders selling; trading; economic – commercial exchange; and sorts. As such, these 
scholars have understood that marketing creates exchange and thus have not seen the 
need to restate this defining concept in marketing.  
 
For example, Case Study 4, Affirmation 2 refers to the process of marketing production 
as being inclusive of the transfers that take place to ensure that goods reach the 
customer. In this example, Dixon (1981) makes the point that exchanges described as 
transfers are an essential activity in the marketing system and that marketing’s role is to 
produce these exchanges. 
 
‘Production for the market involves besides the production of the goods the 
process of making various transfers until the good reaches the consumer’. 
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(Dixon 1981:20 quoting North and Thomas 1973:93) 
 
Further, Dixon in Case Study 4 Affirmation 3 recognises:  
 
‘trade as the key element in national economic development’. 
 
By recognising trade in this manner, Dixon is acknowledging that trading is premised 
upon the notion of an exchange between willing parties. Such marketing exchanges lead 
to national economic development and an improved standard of living. Dixon through 
the use of the term ‘trade’ implies exchanges seeks to:  
 
‘demonstrate the relationship of marketing and economic development’. 
 
(Dixon 1981: 20) 
 
Alderson and Cox (1948:140), in Case Study 8 Affirmation 1 (below), imply that 
economic theory has been primarily concerned with the study of instantaneous 
relationships. As previously discussed, the discipline of marketing has been built upon a 
heritage of economic theory. Equally, throughout the history of marketing thought, 
scholarship has been primarily concerned with the study of instantaneous relationships. 
In marketing terms, these instantaneous relationships have taken the form of the direct 
exchanges which take place between two or more parties.  
 
‘Economic theory has sometimes evaded problems raised by time through 
analysing instantaneous relationships instead of utilizing period analysis’. 
 
Alderson (1965:76), in Case Study 9 Affirmation 2, uses the term ‘transfer’ not 
exchange but, in doing so, implies that the transfer or exchange is a critical part of the 
marketing system. He states that the movement of goods occurs for three fundamental 
reasons.  
 
‘These are transfer of sales responsibility, transfer of ownership and transfer of 
possession’. 
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In this regard, upon the act of exchange the producer of the goods forfeits his rights 
allowing the wholesaler to take ownership, possession and responsibility for selling the 
goods. Both entities are willing parties to this exchange believing that each has 
something of value to exchange and having freely agreed to the price and conditions for 
the exchange.  
 
Vargo and Lusch (2004) when reviewing the history of marketing thought note that 
historically marketing was seen simplistically as being about an exchange of goods that 
resulted in new ownership and location. 
 
Case Study 14 Affirmation 9 
  
‘Before 1960, marketing was viewed as a transfer of ownership of goods and 
their physical distribution’. 
 
(Vargo and Lusch 2004:5) 
 
Further, Alderson uses the term sorts to describe a component part of the marketing 
system. Sorts are the exchanges that take place as goods change hands within the 
marketing system having been transformed from raw material to finished product, from 
producer through intermediaries to ultimately the consumer.  
  
Case Study 9 Affirmation 10 
 
‘The marketing process consists of a series of sorts each time the goods change 
hands’. 
 
(Alderson 1965:88) 
 
The final word on indirect references to marketing as exchange can be sourced from 
Case Study 16 Affirmation 4. Kotler (1972:49) makes the definitive case for exchange 
theory as the critical activity in marketing by stating that: 
 
‘Marketing is specifically concerned with how transactions are created, 
stimulated, facilitated, and valued’. 
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In this example, Kotler prosecutes the case for exchange theory being the core element 
of marketing. Notwithstanding the substitution of the word ‘exchange’ with 
‘transaction’, Kotler is stating that the act of marketing is essentially about the 
transaction. For Kotler, marketing is exchange as defined by all the exchanges that take 
place between an organisation and all its publics. It is upon this exchange concept that 
Kotler’s generic model of marketing is based. Kotler understands that the role of the 
marketing practitioner is to manage the marketing exchange process. In this regard 
successfully managing this process involves a number of steps which are designing, 
encouraging and enabling an exchange that is desired by the parties to the exchange to 
be completed. 
 
5.5.3 Discussion: Premise of Marketing 
 
The examples presented above bear witness to the Axiom One premise that marketing 
creates exchange. Both these direct and indirect references are consistent with and 
strengthen the existing view from the marketing literature that the core element of 
marketing is the concept of exchange. Scholars (see, for example, Alderson 1965; 
Anderson et al 1999; Armstrong et al 2012; Bagozzi 1975; Cant et al 2006; Cravens and 
Woodruff 1986; Fry and Polonsky 2003; Gross and Peterson 1987; Houston and 
Gassenheimer 1987; Hunt 1976; 2002 a; Kotler et al 2006; Kotler and Armstrong 1994; 
Kotler et al 1994 (b); Kotler 1972; Kotler and Levy 1969; Kyambalesa 2000; Lazer and 
Kelley 1973; Levy 1976; McColl-Kennedy and Kiel 2000; McKenna 1991, Miller and 
Layton 2000, Monger 2007; Quester et al 2004, Summers et al 2005, Webster 1992) 
attest to this basic tenet of marketing.  
 
In this regard, the point is made that the evidence pertaining to exchange theory 
collected from all the case studies and the general literature is what would be expected 
from an historical analysis of the marketing discipline. The implications of such a 
finding is discussed below wherein exchange is seen as a building block for marketing’s 
future development and the basis upon which the question is asked as to why exchanges 
take place in the first instance. Determining the answer to this question is the subject 
matter of Axiom Two (Section 5.6). 
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A second point is that the examples above and the case study material, more broadly, 
confirm agreed understandings of the nature and scope of exchange in marketing. For 
example, evidence collected substantiates that marketing’s heritage is founded upon the 
study of economics and it is upon this foundation that the element of exchange is 
grounded in marketing. Further the evidence provides substance to Kotler’s (1972; 
Kotler et al 2006) conditions necessary for marketing exchange to take place. For 
instance, evidence states the need for two or more parties to the exchange, wherein each 
has something of value to exchange with the other and does so willingly.  
 
Further to the above discussion and of particular importance to the development of this 
thesis, in particular the satisfaction of Axiom Two, two significant premises emerged 
from the analyses of the case studies and the literature reviews conducted in Chapters 2 
and 3. The first premise asserts that the concept of exchange is the building block for 
marketing thought development. For example: 
 
Case Study 1 Affirmation 6  
 
‘the market transaction is a “fundamental building block” providing 
“possibilities for a more rigorous type of marketing theory”’. 
 
(Shaw 1995:17 citing Alderson 1965:83) 
 
In other case studies, it is evident that the exchange concept is the building block upon 
which marketing theory is proposed. Of particular note are Case Studies 14, 15, and 16. 
Vargo and Lusch (2004) (CS 14) articulate a new dominant logic for marketing based 
upon a changing concept of economic exchange wherein the traditional marketing 
paradigm, exchange of goods, evolves to an exchange characterised by service 
provision. Similarly, Kotler and Levy (1969) (CS 15) and Kotler (1972) (CS 16), 
broaden the domain of marketing (CS15) and propose a generic concept for marketing 
(CS 16) by suggesting that exchange and market transactions are the starting point for 
this expansion of marketing thought. These last two case studies conclude with the 
assertion that all organisations and their publics, not just organisations with customers 
as originally stated in 1969, are engaged in exchanges. In its final form, the generic 
model of marketing is founded upon the creation of exchanges. 
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The premise that the concept of exchange is the building block for the development of 
marketing thought can be further substantiated from the literature review conducted for 
Chapters 2 and 3. In this regard, there is widespread agreement with the belief that the 
concept of exchange lies at the heart of marketing’s past and future evolution (Anderson 
1999; Armstrong et al 2012; Bagozzi 1975;  Cant et al 2006; Dann 2008; Fry and 
Polonsky 2003; Houston and Gassenheimer 1987; Quester et al 2004; Summers et al 
2003).  
 
If the concept of exchange is the building block for marketing thought development, a 
second premise follows for consideration in this thesis. This premise relates to 
understanding the composition of the exchange concept in the first instance. In 
particular, ‘Why do people and organisations engage in exchange relationships?’ ‘How 
are exchanges created, resolved or avoided?’ and ‘What are the forces and conditions 
creating and resolving marketing exchange relationships?’ (Bagozzi 1975: 32,37). 
These are questions raised by Bagozzi in order to understand the substance of marketing 
and form the critical base upon which to address the research question and, in particular, 
define Axiom Two.  
 
Given that the exchange concept is the building block for the future understanding of 
marketing, deconstructing the term ‘exchange’ provides an answer to the research 
question and the above questions posed by Bagozzi. Such a deconstruction provides an 
alternative explanation to the substance of marketing which in this thesis is advanced by 
means of Axiom Two. 
 
The act of exchange itself is an expression of a change in condition, for example, 
change in ownership; or alternatively changing one thing (product or service) for 
another (money). Therefore, the act of exchange is inherent of change and is 
preconditioned upon the notion of change occurring. Further, a literal interpretation of 
the word ‘exchange’ is enlightening for the outcome of this thesis and more broadly for 
the development of marketing thought. The prefix ‘ex’ is derived from the Latin 
meaning ‘out (of), from, beyond’ (source http://dictionary.reference.com/browse/ex- 
[accessed May 05, 2013]. Therefore it follows that the recognised core element of 
marketing ‘exchange’ is in fact ‘out of’, ‘from’, or ‘beyond’ change. The core element 
of marketing is not exchange but, in fact, change. The exchange is a manifestation and 
example of change in the marketing process. The customer’s need for change results in 
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the exchange taking place. Therefore, the important contribution to marketing 
scholarship is the study of marketing as change as opposed to the study of marketing as 
exchange. Axiom Two below substantiates this proposition. 
 
5.6  Axiom Two: The Act of Marketing Including but Not Limited to the 
Exchange is Preconditioned upon the Concept of Change 
 
From the above discussion one pillar upon which the research problem is addressed is 
through the act of deconstructing the word exchange. Doing so determines that the core 
element of marketing is change not exchange as articulated in the existing marketing 
literature. By going beyond the act of exchange to investigate the reasons for the 
exchange taking place, in the first instance, an alternative paradigm for marketing is 
articulated.  
 
Axiom Two defines this new paradigm reinforcing the view that the concept of change 
comes before and is a necessary condition in order for the act of marketing, 
consummated as an exchange, to occur. The evidence trail produced from the case 
studies provides substance as to what is meant by the paradigm marketing expressed as 
change. Three additional pillars representing the constituent elements of marketing as 
change emerged from this evidence trail. These pillars are:  
 
• Marketing as change expressed in existing marketing thought;  
• Change in the external marketing environment influencing the development of 
marketing thought; and  
• Change, an inherent determinant in the marketing system. 
 
The first of these pillars is now discussed. 
 
5.6.1  Marketing as Change Expressed in Existing Marketing Thought 
 
The concept of change is evident in existing marketing thought. The central argument of 
this thesis is that the substance of marketing rests upon the concept of change (Axiom 
Two) evidence of which is presented below. 
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Jones and Shaw (2008), Case Study 3 Affirmation 2, reference Duddy and Revzan 
(1947), who saw  
 
‘the marketing structure as an organic whole made up of interrelated parts, 
subject to growth and change’. 
  
(Jones and Shaw 2008:180)   
 
In a similar manner, Alderson and Cox (Case Study 8 Affirmation 2) see fault in the 
traditional static view of marketing (the market exchange) and express an alternative 
perspective premised upon the condition of change.  
  
‘A market becomes an organization existing in full maturity at a given instant of 
time, rather than an organism growing and changing through time’. 
 
(Alderson and Cox 1948:140) 
 
Analogous to this thinking is Alderson and Cox’s belief (Case Study 8 Affirmation 5) 
that economic theory, the foundation of marketing thought, does not adequately speak 
for marketing practice in a world inherent of change. 
 
‘Any market analyst who sees his role as that of facilitating adjustments of 
private and public policy is a world of change must grow impatient with the 
faltering attempts of economic theorists to deal with the dynamic aspects of an 
enterprise economy.’. 
 
(Alderson and Cox 1948:151) 
 
More recently Shaw et al (2007) (Case Study 13 Affirmation 7) make the point that 
Alderson interpreted the structure and theory of marketing as being more than just 
economic theory but also consisting of:  
 
‘systems theory, organizational behavior, anthropology and social psychology. 
He especially includes cultural ecology, which is concerned with the adjustment 
of organised behavior systems to changes in their dynamic environments’.  
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(Shaw et al 2007: 446) 
 
Within the construct of this marketing structure characterised by being inherent of 
change there is a: 
 
‘lack of recognition of marketing as an innovating or adaptive force’ 
 
Case Study 17 Affirmation 2 (Vargo and Lusch 2004:3)   
 
A more direct reference to marketing expressed as change is found in Case Study 7 
Affirmation 1 wherein it is stated that, 
 
‘Change has long been the essence of marketing progress. If change is to be 
opportune, it must be made with due consideration to trends in consumer habits 
and general mass movement’. 
 
(Francis 1938:27) 
 
A shift in marketing focus took place throughout the 1960s and 1970s and led to a new 
sub-discipline of thought, marketing and society. This new thought was the result of the 
significant change taking place in society and marketing’s response to solve the 
subsequent problems that arose because of this change. This change created, stimulated 
and facilitated this new marketing thought. 
 
Case Study 11 Affirmation 17 bears witness to the influence of change upon the 
development of marketing thought. 
 
‘Then in the second half of the 1960s, a powerful new interest, marketing and 
society, began to emerge. As in earlier eras, this shift reflected the tenor of the 
time. Social unrest was spreading across society. Issues such as civil rights and 
the role of the government and the ‘military-industrial complex’ in waging a 
controversial war in Vietnam rose to the forefront of everyday life. 
Assassinations of national leaders and role models led to further urban unrest’.  
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Some marketing academics responded by beginning ‘to pursue new courses of 
investigation to try to ultimately improve the equity and operation of their 
society’. Topics included, better health outcomes, ‘planned social change; 
population problems; recycling solid waste; food prices and vulnerable groups; 
self-regulation; and ecology, air pollution and marketing strategy’. 
 
(Wilkie and Moore 2003:130) 
 
Case Study 6 Affirmation 3 refers to an early marketing pioneer Arch W. Shaw – 
‘matter in motion’ – whose 
 
‘thinking was further influenced by an awareness of the constant change which 
pervades all things’.  
 
(Bartels 1951:9) 
 
Case Study 11 Affirmation 12 presents the view that enhancing marketing practice 
through better decision making is the outcome of interpreting marketing as a function of 
external factors all of which are characterised by significant change. 
 
‘Overall the scope of the real world of marketing in the United States was 
becoming much larger and much more national in character. This changing 
world offered huge opportunities but at the same time demanded significant 
adaptions, trials and risks by companies and their marketing managers’. 
 
(Wilkie and Moore 2003:125) 
 
Case Study 11 Affirmation 14 strengthens the case that the concept of change 
influenced marketing thought with marketing thinkers acknowledging and embracing 
this element of change in their understanding of the substance of marketing.  
 
‘More broadly, Era III itself was a time of great change in which growth and 
innovation were much welcomed. In retrospect, the speed with which thought 
leaders adopted and worked with new ideas is a significant feature of the 
period’   
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‘The domain of marketing thought was expanding considerably during this time’ 
 
(Wilkie and Moore 2003:129) 
 
Finally, in Case Study 14 Affirmation 21, Vargo and Lusch (2004) present the case for a 
new marketing worldview – one which is based upon a change in logic, perspective and 
recognition of marketing as an innovating and adaptive force to the variable change.  
 
‘In a service-centered view of marketing … the role of manufacturing changes’. 
 
(Vargo and Lusch 2004:13) 
 
Both authors note the presence and influence of change in their articulation of the 
service dominant logic. 
 
Case Study 14 Affirmation 21 
 
‘However, times have changed’ 
‘The orientation has shifted from the producer to the consumer. The academic 
focus is shifting from the thing exchanged to one on the process of exchange’ 
‘Science has moved from a focus on mechanics to one on dynamics, evolutionary 
development, and the emergence of complex adaptive systems’  
 
(Vargo and Lusch 2004:15) 
 
In summary, the case studies analysed produce a meaningful evidence trail by which to 
substantiate the claim that marketing can be expressed as change. From the above 
examples, it is demonstrated that marketing thought is inclusive of the concept of 
change. The marketing discipline has been fundamentally influenced by the element of 
change be it expressed for example in terms of a marketing structure subject to growth 
(positive change), in terms of the transformative change inherent in product life cycles 
(marketing systems change), the changing nature of consumer needs and wants (market 
participant change) or the solving of marketing problems which change over time in 
response to the internal and external environments (environmental change).  
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Such change creates the need for marketing practitioners to make better, more informed 
and practical decisions in order to ensure their organisation survives and prospers. 
Marketing leadership becomes a more critical skill for practitioners than marketing 
management. Evidence collected supports the premise that the element of change has 
reshaped over time the definition, nature, structure and paradigm of marketing. The 
heritage and practice of marketing embraces the restrictive expression of Newtonian 
rules and laws associated with the exchange concept (Axiom One). This is in contrast to 
the expansive opportunity, on offer to scholarship, of marketing Darwinism, where it is 
acknowledged that the development of marketing thought and the marketing system 
operates in a domain that is never a static market environment as implied by the 
exchange concept. Instead, marketing operates in a domain inherent of change and 
evolving in response to the force of this change (Axiom Two).  
 
If the discipline looks to the leads of: Shaw (1912) whose study upon distribution 
channels – matter in motion – was premised upon continuous, relentless change which 
he saw as dominating all things and fundamental to all things; Francis (1938) who 
believed that the concept of change is fundamental to the progress of marketing thought 
and practice; Alderson and Cox (1948) an appropriate explanation of marketing must 
incorporate the dynamic aspects of an enterprise economy, which by its nature functions 
in a world of change; Alderson (1965) the marketing process consists of the exchanges 
and the various transformations which take place along the way; Kotler and Levy 
(1969) who articulated three change concepts that guide the marketing efforts of 
organisations – the changing nature of product definition, the gathering of information 
about change in the environment and the monitoring of change which threatens over 
time the survival of the organisation; Wilkie and Moore (2003) the Aggregate 
Marketing System an adaptive institution responding to the inherent change found in the 
marketplace; and Vargo and Lusch (2004) where the emphasis of marketing thought has 
changed from the producer of static tangible goods to that of intangible service offerings 
that meet the changing, dynamic needs of consumers and where marketing is a complex 
adaptive system in response to this change, then it subsequently follow that the concept 
of change is a determinant for explaining the substance of marketing.  
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5.6.2 Change in the External Marketing Environment Influencing the Development of 
Marketing Thought 
 
The purpose of this thesis is to address the research question, ‘What is the substance of 
marketing?’   
 
A necessary starting point for addressing this problem was to conduct a literature 
review. Chapters Two and Three represent this review. In doing so, the theme of change 
in marketing emerged from the existing literature and, in relationship to the case studies 
analysed (Chapter Five), became the major element of the evidence trail by which to 
substantiate a new theory of marketing. This theme subsequently guided the 
development of the thesis. It led to the articulation of a unit of analysis ‘the concept of 
change’ and Axioms One and Two that define the nature and scope of the concept of 
change as a determinant for explaining the substance of marketing.  
 
Within the literature review, it was often stated by authors that marketing was a function 
of the environment in which it operated (Engle 1941; Dixon 1999; and Wilkie and 
Moore 1999; 2003). The environment in which marketing operated featured the element 
of constant change. It further appeared that this change in the environment had a 
positive relationship with the development of new marketing thought. If this was the 
case then evidence from the case studies would need to be established to verify this 
point. The evidence below illustrate that change was not only evident in the 
environment where marketing was being practiced and studied, but that it influenced the 
development of new marketing practices and new explanations of marketing by 
scholars.  
 
Case Study 11 Affirmation 2 
 
‘The academic field of marketing formally began shortly after the turn of the last 
century and is now about 100 years old. Both the real world of marketing and 
the real world of society have undergone massive changes during this time’.  
 
(Wilkie and Moore 2003:116) 
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This piece of evidence refers to the study of marketing and society. It establishes a 
strong dependent link between marketing and its environment namely the society in 
which the discipline operates. Importantly, it also establishes a common denominator 
between the marketing discipline and its operating environment, that being massive 
change. This expansive, more collective view of marketing acknowledges that the 
societal dimension of marketing, the operating environment, is inherent of the element 
of change. As a result, the 100 plus years of academic marketing with concepts (such as 
exchange theory), marketing orientations, schools of thought and definitions has been 
both possible and necessary due the discipline’s interaction with its environment and the 
essential feature of this environment – the element of constant relentless change. Wilkie 
and Moore (1999:199) call this relationship the aggregate marketing system, and 
describe it as an adaptive mechanism which ‘has delivered most of these changes to 
society’ and will continue to do into the future.  
 
The argument that change in the marketing environment influences the development of 
marketing thought (the Aggregate Marketing System – Case Study 11,  Broadening the 
Concept of Marketing – Case Study 15) is further strengthened by reference to: 
 
Case Study 11 Affirmation 5 
 
Wilkie and Moore state that ‘As our exploration deepened, it became 
increasingly clear that marketing thought has been simultaneously responsive to 
the exigencies of its times …’. Further they state, that ‘knowledge development 
reflected (1) the impact of external societal events …’. 
 
(Wilkie and Moore 2003:117) 
 
Case Study 15 Affirmation 5 
 
A second guiding concept for organisations is that of ‘continuous marketing 
feedback’. ‘Business organisations gather continuous information about 
changes in the environment’. 
 
(Kotler and Levy 1969:14) 
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Throughout the case studies, specific references are made to the types of changes that 
were taking place in the environment at the same time new marketing thought was 
being promoted to address the problems that such change created. The evidence below 
follows a chronology starting with the 1900s through to the end of the 1930s. The 
second piece of evidence continues this timeline through to the end of the 1940s. The 
remaining evidence covers the period from the 1950s through to the end of the 1970s, 
except for the last piece of evidence which addresses the years beyond starting from 
1980. 
 
Case Study 11 Affirmation 6 
 
‘By the turn of the century in the United States, however, immigration, 
immigration to urban centers, production and technology gains and 
improvements in transport and storage were combining to change the state of 
the marketplace dramatically, and the growth and evolution of the distribution 
systems were developing apace’.  
 
(Wilkie and Moore 2003:117-118) 
 
Case Study 11 Affirmation 9 
 
‘Some of the major characteristics of this important time in marketing are 
chronicled in Table 2. The rapid development of the field during this period 
actually accompanied (and reflected) several profound societal changes 
(indicated in the left-hand column of Table 2).’ These changes included: 
 
• The expansion of mass production; 
• ‘Sharp income rises in the Roaring Twenties’; 
• Technological innovation based upon the use of electricity; 
• Major products become more dispersed within society and within 
reach of the average consumer; 
• ‘New media landscape’ – the introduction of the radio; 
• New retail format – supermarkets; 
• The advent of the power of the consumer; 
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• Growth in the federal government including new consumer laws; 
• World War II starts; and 
• ‘Post War return of soldiers’ (results in pent up demand for 
products and services needing to be satisfied and increased 
population [the baby boom begins]). 
 
(Wilkie and Moore 2003:119-120) 
 
Case Study 12 Affirmation 1 
 
Bartels (1988) refers to the history of marketing thought as being one not 
without ‘reservations and criticism’ of its central tenet that it was ‘based upon 
economic concepts and current marketing research’. ‘Dissent was mild at first, 
but by the mid-1950s new concepts of marketing appeared which led eventually 
to unimagined alteration of the structure and focus of the discipline. The change 
to come was due to new interests and perspectives of marketing scholars, as well 
to changes in the environment’. 
 
(Bartels 1988:248) 
 
Case Study 12 Affirmation 3 
 
Kotler (and Levy) began to explore the limits of marketing noting that all 
organisations have marketing problems and perform marketing. The result was a 
broadened concept of marketing. ‘In the early 1970s, Kotler was influenced by 
events of social protest and countercultural experimentation’. 
 
(Bartels 1988:256) 
 
Case Study 16 Affirmation 1 
 
‘One of the signs of the health of a discipline is its willingness to re-examine its 
focus, techniques, and goals as the surrounding society changes and new 
problems require attention. Marketing has shown this aptitude in the past’ 
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(Kotler 1972:46) 
 
Case Study 2 Affirmation 3 
 
‘Then, about 1950, the world of marketing thought began to undergo a major 
academic shift in modes of thinking spurred by the postwar economic boom and 
societal and technological developments such as television and computers’. 
Societal issues throughout the 1960s and 1970s in particular affected the way in 
which marketing was thought. 
 
(Wilkie and Moore 2006: 225) 
 
Case Study 11 Affirmation 19 
 
Wilkie and Moore turn their attention to Era IV by stating that ‘Since 1980, 
there have been significant upheavals in the worlds of both marketing practice 
and academia, and Era IV reflects these upheavals within the body of marketing 
thought. For example, it was during this period that the command economies of 
many communist nations faltered, then fell, and then began to be replaced with 
new experiments in market-based systems. Increasing globalization ensued, 
partially as a result of marketers from Western nations seeking new lands of 
opportunity and partially from people of those lands seeking to learn more and 
to apply business methods for successful enterprise. Then, as the Internet opened 
communication across international boundaries, interest in marketing concepts 
exploded geometrically’. 
 
(Wilkie and Moore 2003: 132) 
 
The evidence above demonstrates a positive relationship between the element of change 
and the environment that marketing operates within. Throughout the literature review 
and case studies analysed, it became equally evident that a change in the environment 
inevitably led to a change in marketing thought and/or practice. For instance, in the 
United States when immigration became more common place and populations moved 
from rural regions to cities between the 1900s and 1930s, caused by changes in 
technologies (mass production) and consumer demand, the scholarship of marketing 
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changed its focus to that of creating more effective distribution channels. In the 1960s 
and 1970s, significant change in society led to a broadened understanding of marketing 
where the discipline sought to solve not only problems associated with profit seeking 
firms, but also the non-business problems of organisations operating more broadly in 
society without the profit motive.  
 
Beyond the 1980s, society was fundamentally being changed by unprecedented 
technological change (for example, personal computers, internet, and electronic 
commerce) and social and economic change in the form of globalisation. Marketing’s 
role in this environment was equally changing with academic focus shifting to the study 
of sub-disciplines of marketing, such as e-marketing and internet marketing, which 
contributed to the fragmentation of marketing thought. Marketing practice was also 
being influenced by change; for example, marketing practitioners were dealing with a 
more informed and demanding consumer base which was empowered by increased 
purchasing capability and protected by consumer law.  
 
Earlier in this thesis (Section 2.8) the question was raised as to whether marketing 
thought should reflect the environmental influences that were and are present at any 
given time in its development. The answer based upon the evidence collected would 
suggest that it should. The conclusion is thus drawn that marketing thought 
development is influenced by the presence of change in the marketing environment.  
 
However, a study of the literature whilst confirming the influence of change upon the 
marketing discipline also reveals that the concept of change is not evident in any 
understanding, definition or explanation of marketing. Herein lays both a significant gap 
in the existing literature, addressed in this thesis through Axioms One and Two, and the 
means by which a significant contribution can be made to the marketing literature. One 
such contribution is the articulation of Axiom Three (for further details refer to Chapter 
Six). 
 
5.6.3  Change An Inherent Determinant in the Marketing System 
 
Evidence collected from the case studies proves that the concept of change not only is 
an essential element of the marketing system, but that it plays a significant role in how 
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the marketing system functions. For example, a broad interpretation of a marketing 
system determines that a: 
 
‘A key characteristic of the marketing system is that it is embedded within the 
day-to-day life of the society … As the world shifted and evolved in Era II, so did 
the marketing system’. 
 
(Wilkie and Moore 2003 Case Study 11 Affirmation 10) 
 
The above evidence states that the marketing system and the functioning of society are 
intrinsically linked. Change is a fundamental element in society which is the macro 
environment in which marketing operates. Therefore, as change takes place within this 
environment, it influences the development and the understanding of the marketing 
system. 
 
What is commonly called the marketing system by most is referred to by Alderson and 
Cox (1948) as an organised behaviour system, which is based upon the concept of group 
behaviorism and a source for new marketing theory. As evidenced below, change is 
fundamental to the functioning of an organised behaviour system.  
 
Case Study 8 Affirmation 9 
 
‘an organized behavior system is not a neutral framework or container for the 
actions and evaluations which take place within it. That is to say that a market 
changes day by day through the very fact that goods are bought and sold. While 
evaluation is taking place within a marketing structure, the structure itself is 
being rendered weaker or stronger and the changes in organization which 
follow will have an impact on tomorrow’s evaluations. Marketing theory will not 
provide an adequate approach if it ignores this interaction between the system 
and the processes which take place within it’. 
 
(Alderson and Cox 1948:151) 
 
Alderson and Cox’s theory of marketing is premised upon the concept of an organised 
behaviour system, a system which is active, dynamic, and always changing. Change 
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plays a significant part in the interaction between the system and its component 
activities. This change influences marketing activities for example by having to 
anticipate consumer needs which change day-to-day and in terms of the structure of 
marketing where, for example, distribution channels change to facilitate the more 
efficient delivery of product to the market. Thus, the conclusion is drawn that this 
interaction, predicated by inherent change, cannot be ignored if a fuller explanation of 
marketing theory is to be determined.  
 
Having provided evidence that the element of change is integral to the marketing system 
more broadly, the case can now be made that change is inherent to the micro functions 
that comprise the marketing system. A change in any one of the interdependent 
components of the marketing system results in changes to the other components, as well 
as to the whole system. The marketing system consists of all of the activities undertaken 
to successfully market a good or service. For example: the transvections (sorts and 
transformations); the creation of value or utility (production); pricing; and distribution. 
The marketing system also consists of the actors and institutions that are party to 
marketing a good or service; for example, the customer and the market.  
 
The evidence below demonstrates the existence of the element of change in the 
respective activities of the marketing system outlined above. 
 
Case Study 9 Affirmation 6 
 
‘A transvection includes the complete sequence of exchanges, but it also 
includes the various transformations which take place along the way’. 
‘The student of transvections is interested in every step along the way by which 
this flow through the marketing system was accomplished’.  
 
(Alderson 1965: 86; 87) 
 
Case Study 9 Affirmation 10 
 
‘The marketing process consists of a series of sorts each time the goods change 
hands, interspersed with a series of transformations affecting the conditions 
under which the goods will eventually be brought to market’.  
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(Alderson 1965:88) 
 
The transvection concept is inherent of change and includes the changes that are 
fundamental to the exchange (sorts) and the transformations that occur when raw 
material is converted into the final product. The essential ingredient of these sorts and 
transformations that flow through the marketing system is change. 
 
The production of a good or service is one of the activities of the marketing system and 
as demonstrated below is inherent of change.  
 
Case Study 4 Affirmation 2 
 
 ‘Production for the market involves besides the production of the good the 
process of making various transfers until the good reaches the consumer’ and 
that the ‘driving force behind economic development in pre-industrial society is 
the decline in transaction costs’  brought about by population growth and 
greater economies of scale. 
 
(Dixon 1981:20 referencing North and Thomas 1973:93) 
 
Case Study 10 Affirmation 1 
 
‘And the times and places that influence value are recognized as contributions 
made by marketing activity’.  
 
The value of use is ‘created by altering commodities’.  
 
The altering process results in changes ‘for the better’ and takes the form of 
‘either because he has bettered the thing, or because the value of the thing has 
changed with the change of place, or time, or on account of the dangers he 
incurs in transferring the item from one place to another, or again in having it 
carried by another’ 
 
(Dixon 1990: 338 quoting Thomas Aquinas 13th c.) 
 190 
 
 
In the above evidence, marketing production is also interpreted as the process of making 
transfers and driving down transaction costs. Such a description implies that as transfers 
occur between actors culminating with the customer these transfers represent changes in 
ownership and use value. Equally so marketing production, due to changes in the 
environment such as population growth, results in changes in the marketing system 
expressed in this evidence as greater economies of scale and reduced transaction costs. 
The second piece of evidence provided above suggests that the marketing system 
includes the activities that create form, time and place utility. Such value is the result of 
those marketing activities that alter commodities in a positive way to match the needs of 
consumers. This act of creation is in fact a change process where matter is changed for 
the better and results in a more efficient marketing system.  
 
These changes improve the efficiency of the marketing system expressed here as the 
activity of production. The evidence proves that change is an inherent condition of the 
marketing system and, in this case, the function of production.  
 
A third activity belonging to the marketing system is that of determining the price for 
the good or service being offered to the customer. Within the marketing system the 
element of change is also found in this pricing activity. For example, in the evidence 
below, to influence a sale, the price the trader sets becomes a function of the type of 
change that takes place to create time or place utility. 
 
Case Study 3 Affirmation 1 
 
Jones and Shaw make note of comments attributed by Casells to St Thomas 
Aquinas: ‘that a trader may sell for a higher price’ … ‘either because the price 
has changed with a change of place or time’. 
(Jones and Shaw 2008:169 quoting Cassels 1936:131) 
 
Another activity critical to the success of the marketing system is that of distribution. 
The choice of distribution channel (such as, moving the product through the channels of 
producer, wholesaler and retailer) determines how the exchange is to be facilitated by 
bringing sellers and buyers together. The below evidence affirms the existence of 
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(progressive) change in the distribution function of the marketing system and notes that 
such change is the crux of marketing theory. 
 
Case Study 8 Affirmation 8 
  
‘Progressive changes in the technology of distribution, in the methods and 
channels of marketing, are surely significant for economic theory. They are of 
the essence of any perspective which might be distinguished as marketing 
theory’. 
 
(Alderson and Cox 1948:151) 
 
The marketing system also consists of the individuals that perform the activities that 
make up the system. The most significant of these entities is the customer. The 
marketing system notes that the needs of the customer are always changing and that this 
change is brought about through a variety of reasons; for example, technological change 
or social change as is proven by the evidence below.  
 
Case Study 15 Affirmation 1 
 
The practice of marketing suggests ‘continuous attention to the changing needs 
of customers’. 
 
(Kotler and Levy 1969:10) 
 
Case Study 17 Affirmation 3 
 
Customers and consumers needs and wants are being satisfied in numerous ways 
due to ‘an era of proliferating choices and rapid technological and social 
change’. 
 
(Day and Montgomery 1999:4) 
 
The marketing system also consists of the marketplace wherein the individuals who 
perform the activities to bring about an exchange are found. The marketplace in which 
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the marketing system operates is subject to and influenced by the element of change. 
This change results in firms seizing opportunities or takes the form of threats to the firm 
which left unchecked could cause the firm to fail. For example, Case Study 13 
Affirmation 10 states: 
 
‘Because every firm is unique in some of its resources and capabilities, it faces a 
unique set of opportunities in the marketplace. Moreover, the environment is 
dynamic because opportunities (and threats) tend to proliferate’. A firm’s 
success ‘also creates threats to other firms that forces them to react to the 
changing environment. Thus, change is inherent in the system, simultaneously 
creating opportunities and threats’. 
 
(Shaw et al 2007:446, 447) 
 
The market also performs a critical role for the efficient conduct of the marketing 
system. The market acknowledges the presence of change and becomes a mechanism by 
which to adapt to the changing conditions found within a marketing system. For 
example, a firm must change its behaviour (adjusting the marketing mix or finding new 
opportunities) in response to the change in its operating environment.  
 
Case Study 13 Affirmation 8 
 
‘To survive, an organized behavior system must continuously adapt to both the 
needs of its members and to changes in the environment. An important 
environmental adaption mechanism is the market’ 
 
(Shaw et al 2007:446) 
 
Case Study 13 Affirmation 12 
 
‘When the environment changes and the firm no longer serves its customers 
better than its competitors, the firm is threatened and it must adapt to the new 
circumstances by modifying the marketing mix or finding other opportunities. If 
not, it faces extinction. Thus, firms survive and grow in the marketplace based 
on the actions and reactions of managers in adjusting marketing mixes to match 
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environmental opportunities in an ongoing process that produces dynamic 
marketing behavior’. 
 
(Shaw et al 2007:447) 
 
As indicated above, change is a fundamental part of markets. The transformative nature 
and scope of the market allows it to operate and thrive. Within the market, the product 
life cycle is active and features the element of change allowing the product to emerge, 
grow, mature, and decline. In the marketing sense, the market is traditionally viewed as 
a stable environment where exchanges take place; however, in the evidence below the 
market is interpreted as possessing boundaries that are changing. Current marketing 
thought and theory is based upon the exchange principle, which is conditioned upon a 
stable market environment. Marketing thought should recognise the change variable that 
is inherent in markets that shift and overlap over time. 
 
Case Study 17 Affirmation 4 
 
Markets function, due in part, by products that ‘emerge, grow, mature and 
perhaps decline’ and ‘are characterized by boundaries that are shifting and 
overlapping rather than distinct and stable, as normally is assumed’. 
(Day and Montgomery 1999:4) 
 
5.7 Conclusion 
 
The discussion conducted in this chapter completes Stage Three of the Problem Solving 
Historical Analysis Marketing Model in particular Step Three External Scrutiny Part B. 
The evidence gathered was assessed collectively and presented as a narrative in order to 
answer the substantive research question and provide meaning to this question by way 
of defining the scope of Axioms One and Two.  
 
The result of this discussion confirmed Axiom One that marketing creates exchange and 
that the exchange concept is the building block for future marketing thought. By 
deconstructing the word ‘exchange’ (ex-change, meaning out of change) the first of the 
pillars upon which to answer the research problem, ‘What is the substance of marketing’ 
was built. Evidence presented concludes that the recognised core element of marketing, 
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the concept of exchange, derives its true meaning and purpose out of the changes that it 
creates; for example, an exchange leads to a change in ownership. Therefore, the core 
element of marketing is not exchange but the concept of change. 
 
Further, this chapter provided additional evidence to support the concept of change 
being the core element of marketing. By providing the evidence to define Axiom Two, 
three additional pillars upon which to explain the substance of marketing were built. 
These pillars were marketing as: change expressed in existing marketing thought; 
change in the external marketing environment influencing the development of 
marketing thought; and change, an inherent determinant in the marketing system. It is 
upon these four pillars that the ‘Four Pillars Approach to Marketing as Change’ rests. 
Figure 5.4 details this approach.  
 
Figure 5.4 The Four Pillars Approach to Marketing as Change 
 

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HISTORICAL ANALYSIS MODEL – CASE STUDY 1 
  
Article:  The First Dialogue on Macromarketing 
 
AUTHOR:   Shaw, Eric H. 
 
PUBLICATION: Journal of Macromarketing, Vol. 15, 1995 pgs. 7-20. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The author’s aim in writing this article is to analyse the earliest ‘socioeconomic 
foundations’ of the marketing system. This is achieved by drawing upon the thoughts 
and writings of Plato who describes the basis of society as being to serve human needs 
in the most efficient and satisfying means possible. Shaw’s examination links the key 
components of this efficient mechanism to a rationale for marketing premised upon the 
concept of market exchanges and market transactions. A term Shaw concludes as being 
the ‘building block’ for the aggregate marketing system and modern macromarketing 
thought. 
 
This aim justifies the article’s use in the historical analysis of the thesis. The article 
provides scope to answer the research problem and confirm or disconfirm the axiom 
articulated by drilling down into the basic componentry of the marketing system, as 
expressed by Plato and interpreted by Shaw, to determine if the act of marketing is in 
fact preconditioned upon the concept of change. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Macromarketing 
Journal Ranking Tier 3 
Peer Reviewed Journal Yes 
Author  Credible Expert (126 results for Eric H 
Shaw – Google Scholar 8th November 
2012) 
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited 29 times (Google Scholar 8th 
November 2012) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 29 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
Shaw notes, ‘Plato builds the economic 
foundations of the marketing system on 
the principles of … and market exchange’ 
(8). 
Marketing and the concept 
of exchange intrinsically 
linked. 
Affirmation 
2 
Citing Plato (1968:56 in Shaw), Shaw 
‘points out that marketing is mutually 
beneficial to sellers and buyers (9)’. ‘If 
one man gives another [something] in 
exchange for what he can get, it is 
because each finds that do so is for his 
own advantage’(9) 
Marketing and the concept 
of exchange intrinsically 
linked. 
 
The exchange itself implies 
a change in state, condition 
and outcome. 
Affirmation 
3  
‘The logic underlying Plato’s basic 
framework of the marketing system is 
lucid and precise. In summary, Plato has 
shown that because people are now self-
sufficient, societies evolve to satisfy 
human needs’ (10). The means by which 
human needs are met is through the act of 
‘market exchange – selling and buying’ 
which, as is pointed out by Shaw (10), is 
built upon by ‘two powerful market forces 
– supply and demand’. Price is 
determined due to ‘the intersection of 
supply and demand’ (12). 
Society is a function of 
change and evolves for the 
benefit of humans. 
 
Supply and demand – 
forces that are, themselves, 
subject to change and 
function because of it. 
Affirmation 
4 
‘Commercial exchange is a form of 
economic exchange based on two 
differentiated trading mechanisms: barter 
exchange and market transactions’ (12). 
‘Trade originated with barter exchange 
and evolved into market transactions with 
the invention of coined money’ (12). ‘The 
transformation of bartering into marketing 
coincided with the transformation of 
undifferentiated money into a 
differentiated gold and silver coinage 
system’ (12). ‘with the invention and 
diffusion of coined money, market 
transactions replaced barter exchanges, 
and the nature of trade undergoes a 
revolution of dramatic proportions’ (13).  
Revolutionary changes in 
the environment (invention 
of money) transform the 
way business in undertaken 
with marketing moving 
beyond bartering to simple 
and ultimately complex 
market transactions.  
 
People change their 
motives for business from 
subsistence living to 
personal growth and 
improving their standard of 
living. 
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Affirmation 
5 
‘As a medium of exchange, money brings 
about quantitative changes that have 
profound economic consequences. The 
amount of trade increases, and its velocity 
accelerates. Transactions become more 
commonplace and frequent, causing a 
chain reaction. With an increase in trade 
comes additional division of labour and 
greater economies of scale, more stable 
networks of trading relationships, greater 
marketing efficiencies, and lower costs’ 
(13). 
The act of exchange by 
means of currency heralds 
change. 
 
The amount of trade 
increases: indicates change. 
 
Its velocity accelerates: 
indicates change. 
 
Transactions become more 
commonplace and frequent:  
indicates change.  
 
Causing a chain reaction: 
indicates change. 
 
With an increase in trade 
comes additional division 
of labour and greater 
economies of scale: 
indicates change. 
 
  
More stable networks of 
trading relationships: 
indicates change (from 
current operating 
environment). 
 
Greater marketing 
efficiencies: indicates 
change.  
 
Lower costs: indicates 
change. 
Affirmation 
6 
Shaw (17) refers to Alderson’s (1965:83) 
premise ‘that the market transaction is a 
‘fundamental building block’ providing 
‘possibilities for a more rigorous type of 
marketing theory’. Alderson advocates 
that the market transaction is a ‘single 
element in a market transvection’ (17), 
which he defines as being ‘a set of 
sequential transactions, from the original 
seller of raw materials, through 
intermediate purchases and sales, to the 
final buyer of a finished product or 
service’ (17). In so describing, Alderson 
(1965:92) presents ‘an exhaustive 
description of the marketing process’ 
(17). According to Shaw (17), ‘The idea 
‘A set of sequential 
transactions, from the 
original seller of raw 
materials, through 
intermediate purchases and 
sales, to the final buyer of a 
finished product or 
service’: the flow of 
activities undertaken 
indicates change from one 
stage to another. 
 
‘The transvection 
represents activity or 
process and is more 
dynamic’: indicates change 
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of a market transvection is of particular 
relevance to marketing thought’ in that 
‘the transvection represents activity or 
process and is more dynamic’ (17) with 
the transvection being ‘analogous to the 
flowing water, providing motion’ (17). 
through motion. 
 
With the transvection being 
‘analogous to the flowing 
water, providing motion’: 
indicates change through 
motion. 
 
Affirmation 
7  
‘Plato was living in Athens while three 
institutional revolutions of epic 
proportions were taking place’ which lead 
to ‘great social transformations’ (18). 
 
Shaw notes a significantly 
changing environment, of 
epic proportions, at the time 
of Plato’s writings. This 
change influenced Plato’s 
thinking resulted in the 
articulation  of ‘the 
economic revolution’ 
which heralded the 
marketing system. 
Affirmation 
8 
Shaw noted that Plato (24 centuries ago) 
described the basis of society as one that 
satisfactorily met the needs of its people. 
Plato proposed an institutional 
framework, with constituent concepts of 
market exchange and transaction as the 
most economical and efficient means of 
satisfying those needs. This framework is 
what is understood today as the marketing 
system.  
 
In order to meet the needs 
of people, society through 
its various institutions, of 
which the marketing system 
is one, recognises that these 
needs are never static and 
change throughout time due 
to external influences 
occurring in the 
environment and due to 
internal influences within 
the individual. 
 
Plato’s articulation of how 
the needs of the Athenian 
populace, principally ‘the 
freedom of thought and 
action’ (18) could be met in 
terms of what today is 
understood as the 
‘marketing system’ drew 
upon the fundamental 
change that was occurring 
in society at the time. The 
occurrence and influences 
of these transformations 
changed not only the 
Athenian society, but also 
the way in which marketing 
thought is understood 
today. 
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Summary Case Study 1 (CS 1) 
 
CS 1 provides a number of examples that substantiate the fundamental marketing tenet 
that the core element of marketing is the concept of exchange and, in doing so, confirms 
the existence of Axiom One, that marketing creates exchange. CS 1 refers to marketing 
as, for example: based upon economic foundations, one principle of which is market 
exchange (Affirmation 1); an exchange of value which leads to a change in 
circumstances, be that a change in state, condition or outcome (Affirmation 2); and a 
confluence of activity arising from an evolving society that meets human needs through 
the act of exchange and the forces of supply and demand (Affirmation 3). 
 
The concept of exchange as presented in this case study is interpreted as not only 
fundamental to any understanding of the operation of the marketing system but also is 
understood to be a ‘building block’ for the aggregated marketing system and modern 
macromarketing thought.  
 
Axiom Two addresses this notion of building block by asking why marketing occurs, 
and thus what is the cause and motivation for the exchange in the first instance. In 
response, CS 1 reveals the nature and composition of this building block of marketing 
as change and confirms that the act of marketing including the exchange is 
preconditioned upon this concept of change. CS 1 provides evidence that indicates the 
presence and influence of change in the broader environment in which marketing 
operates to facilitate an exchange. For example, societies evolve to satisfy human needs, 
which change and are never static; supply and demand forces are subject to change, 
which is determined by the inherently changing human needs (Affirmation 3); the 
invention of money changes the nature of business from simple bartering to complex 
market transactions (Affirmation 4 and 5); and by describing the marketing process as a 
‘transvection’ consisting of a set of sequential market transactions (exchanges) and as 
representing the dynamic processes of activity or motion (transformations), suggests 
that the condition of change is fundamental to any definition of marketing (Affirmation 
6). 
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom 1) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom 2) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom 3) 
 
CS 1 Yes – Direct Yes Yes 
 
(* The Case Study is either written in the context that exchange is implied as the 
starting point of marketing thought development given its universal acceptance as the 
central tenet of marketing and thus not referenced specifically, or has throughout the 
case study directly referenced the concept of exchange.) 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 5 
  
Article:  Marketing’s Contribution to Society 
 
AUTHOR:   Wilkie, William L., and Moore, Elizabeth S. 
 
PUBLICATION: Journal of Marketing, Vol. 63, (Special issue) 1999 pgs. 198- 
218. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The authors’ aim is to reflect upon the relationship with, and reach of, the marketing 
field in today’s society noting, in particular, the contribution the marketing discipline 
has made over time to society. The article, written at the turn of the century, provides 
valuable insight into the distinctly multifaceted, dynamic, human institution the 
‘aggregate marketing system’. In doing so, an appreciation of the history of marketing 
thought is one outcome of benefit for this thesis as is the authors’ determination to 
better understand the nature of marketing in terms of its structure, activities, benefits to 
society, and its future potential. 
 
Wilkie and Moore’s focus upon the entire marketing system justifies the article’s 
inclusion in this historical analysis section of the thesis. By detailing the structure of the 
aggregate marketing system an analysis of the article provides examples of where the 
act of marketing appears to be preconditioned upon the concept of change. These 
examples are positive affirmation of the research problem asked and confirm the axiom 
stated. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Marketing 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (959 results for William L 
Wilkie  – 266 results for Elizabeth S. 
Moore – Google Scholar 12th November 
2012) 
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited 182 times (Google Scholar 
12th November 2012) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 182 times 
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Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
 
THE TEST OF EVIDENCE: 
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
‘Three early insights we gained in this 
project were that marketing’s 
contributions (1) accumulate over time, 
(2) diffuse through a society and (3) 
occur within the context of everyday life’ 
(198) 
Within the context of 
everyday life ‘change’ is 
an essential element. 
Affirmation 
2 
Wilkie and Moore demonstrate 
marketing’s contribution by providing a 
story line entitled ‘A View Across Time: 
Marketing’s Impact on Daily Life in the 
United States’. The subject Mary, ‘is 
imagining her ancestor’s times and how 
very much life has changed’ (199) 
compared with that of today. Wilkie and 
Moore conclude ‘The aggregate 
marketing system … has delivered most 
of these changes to society’ and 
‘continues to deliver change’ into the 
future (199). 
The aggregate marketing 
system is inherent of 
change, be it in the past, 
present and future. 
Affirmation 
3 
Wilkie and Moore explain the workings 
of the aggregate marketing system by 
illustrating how ‘the outputs of a small 
number of marketing channels are 
brought together for the purpose of 
consumption’ (200) as the subject of the 
illustration, Tiffany Jones sits down for 
breakfast. The authors deduce that 
‘breakfast represents an interesting 
confluence of forces from the aggregate 
marketing system’ (200). 
The outcome of the 
‘confluence of forces’, that 
is, the coming together of 
various elements within 
the aggregate marketing 
system, is a change from 
one state to another. 
Affirmation 
4 
This illustration further demonstrates by 
means of Figure 1 (202) how basic 
breakfast foods (for example, coffee and 
pastries) function within a marketing 
system from the initial freshly picked 
coffee bean in the field to the final 
brewed hot cup of coffee enjoyed around 
the kitchen table. The forces that operate 
within this marketing system come 
together to deliver a product of value to 
the customer.  
Figure 1 demonstrates 
these forces by means of 
sequential arrows 
suggesting motion, 
movement and activity. 
These forces also suggest a 
change in state from one 
stage to another and 
indicate that the condition 
of change is inherent as 
each stage along the value 
chain is performed and 
completed by an exchange. 
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Affirmation 
5 
Wilkie and Moore discuss the properties 
of the aggregate marketing system 
(Figure 2, 205). Properties of interest in 
the aggregate marketing system include: 
 
‘Planned and continuous flows among 
participants, including flows of goods 
and materials, service deliveries, dollar 
payments, and flows of information and 
influence’ (205). 
 
‘Is a key basis for resource allocation in a 
market economy, because consumer 
responses to market offerings determine 
which goods and services are created in 
the future’ (205). 
 
‘Is governed by forces for efficiency, 
most notably self-interest, competition, 
and characteristics of market demand’ 
(205); the aggregate marketing system 
‘also works to bring a dynamism to 
society that encourages continual growth 
and progress’ (205); ‘marketers know 
that observed demand is not really fixed 
and that consumers can be highly 
responsive to differing marketing 
programs’ (205). ‘Is an open system, 
geared towards growth and innovation’ 
(205). 
 
The aggregate marketing system brings 
‘huge, positive changes to the daily lives 
of its society’s members’ (206). 
 
 
 
 
 
 
Such flows indicate 
change from one state to 
another.  
 
 
 
Consumer responses 
change and lead to changes 
in goods and service 
offerings. 
 
 
Forces, demand, 
dynamism, growth and 
progress suggest that the 
marketing system is never 
static and is subject to 
continuous change. 
 
 
 
 
Affirmation 
6 
Wilkie and Moore note the words of 
Adam Smith ‘Consumption is the sole 
end and purpose of all production’ (206). 
‘In this regard, the aggregate marketing 
system is involved directly in delivering 
the standard of living enjoyed by 
society’s members’ (206). 
The aggregate marketing 
system delivers a society’s 
standard of living, which 
changes as societies evolve 
through product and 
service innovation, shifting 
consumer trends, and 
improved prosperity.  
Affirmation 
7 
Wilkie and Moore refer to Peter 
Drucker’s 1958 views on the subject of 
‘Marketing and Economic Development’ 
and note the role marketing plays through 
the various stages of economic 
development (subsistence economy, early 
urbanised economies and market 
orientated economies), which aims to 
progress society.  
A feature of this progress 
is the ever-present concept 
of change. Marketing and 
change are intrinsically 
linked in order to attain 
each stage of a society’s 
economic development.  
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Affirmation 
8 
‘A marketing exchange relies on both 
transacting parties’ expectations to be 
better off’ (209).  
Indicates that for 
transacting parties to be 
better off change must 
occur in the marketing 
system. 
Affirmation 
9  
The aggregate marketing system ‘is 
based on its emphasis on a continual 
search for improvement’ (211). ‘Pressure 
for improvements in the system are 
relentless, and the positive benefits of 
this force should be appreciated’ (212). 
A continual search for 
improvement indicates that 
change is an inherent 
component of the 
aggregate marketing 
system and is recognised 
as a force to be respected 
within this system. 
Affirmation 
10 
‘Because of the marketing system’s 
openness to change, opportunities abound 
for feelings of personal growth and 
individual autonomy’ (213). 
The marketing system 
acknowledges the concept 
of change as operating 
within its domain. 
 
Summary Case Study 5 (CS 5) 
 
Axiom 1 is satisfied in CS 5 given the assumption by the authors that within the 
marketing system exchanges are created. Evidence to this effect is provided in 
Affirmation 4 wherein products of value are delivered to the customer by means of an 
exchange. Further, Affirmation 8 refers specifically to a marketing exchange requiring 
both parties to the transaction being better off.  
 
The value of this case study is the specific references detailed supporting Axiom 2 that 
the act of marketing is preconditioned upon the concept of change. CS 5 provides 
evidence that change is an essential component of the Aggregate Marketing System 
(AMS).  
 
Affirmation 1 attests to this view by referring to marketing’s contribution occurring 
within the context of everyday life, a context in which change is a distinct feature. 
Affirmation 2 refers specifically to the AMS as having produced most of the changes to 
society and will continue to provide change into the future. Affirmation 3 describes the 
AMS as facilitating a confluence of forces, the outcome of which is a change from one 
state to another. Affirmation 5 refers to planned and continuous flows among 
participants indicating changes from one state to another and that the AMS encourages 
continuous growth and progress (change). Affirmation 8 indicates that for marketing 
exchange to be effective, transacting parties experience change in the marketing 
process. Affirmation 10 states that the marketing system is open to change. 
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Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom 1) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom 2) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom 3) 
 
CS 5 Yes – Implied 
and Direct 
Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 14 
 
ARTICLE:  Evolving to a New Dominant Logic for Marketing 
 
AUTHOR:   Vargo, Stephen L., and Lusch, Robert F. 
 
PUBLICATION: Journal of Marketing, Vol. 68, 2004 pgs. 1- 17. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The authors’ motivation in writing this article is to provide insight and direction as to 
the future of marketing thought. 
 
Such insight and direction is as a result of careful analysis and an understanding of the 
evolution of marketing thought. The authors make the claim that the focus of marketing 
activity has shifted from the exchange of tangible goods to the exchange of intangible 
services, from the producer to the coproducing consumer, and from what is exchanged 
to the process of exchange. Vargo and Lusch propose that a new dominant logic for 
marketing has emerged with implications for marketing scholarship, practice and 
education. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Marketing 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (8593 citations for 
Stephen L Vargo  – 3720 citations for 
Robert F Lusch – Google Scholar 18th 
November 2012) 
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited 3448 times (Google Scholar 
18th November 2012) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 3448 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE: 
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
‘Evolving to a new dominant logic for 
marketing’ (1). 
The title of the article, 
particularly the use of the 
word ‘evolving’, is itself a 
demonstration of the fact 
that marketing is a 
discipline defined and 
characterised by the ever-
present variable change. 
Affirmation 
2 
‘suggest that a paradigm shift for 
marketing may not be far over the 
horizon’ (1). 
Vargo and Lusch’s article 
explains marketing from the 
perspective of change 
Affirmation 
3 
‘Perhaps marketing thought is not so 
much fragmented as it is evolving toward 
a new dominant logic’ (1). 
The use of the word 
‘evolving’ is itself a 
demonstration of the fact 
that marketing is a 
discipline defined and 
characterised by the ever-
present variable change. 
Affirmation 
4 
‘To unravel the changing worldview of 
marketing or its dominant logic, we must 
see into, through and beyond the extant 
marketing literature’ (2). 
The authors suggest that 
marketing’s worldview, its 
dominant logic, is a 
changing domain. It is, in 
fact, subject to the forces of 
change (internal and 
external) and influenced by 
the notion of change. 
Affirmation 
5 
Vargo and Lusch draw reference to 1) 
‘Marketing inherited a model of exchange 
from economics, which had a dominant 
logic based on the exchange of “goods” 
which usually are manufactured output. 
The dominant logic focused on tangible 
resources, embedded value, and 
transactions’ (1)  and 2) the new 
perspective that marketing is more about 
the exchange of services an intangible 
resource. In doing so they refer to 
operand (tangible) and operant 
(intangible) resources noting that the 
latter ‘are not static or fixed’ (2), ‘they are 
likely to be dynamic and infinite and not 
static and finite’ (3). ‘This change in 
perspective on resources helps provide a 
framework for viewing the new dominant 
logic of marketing’ (2) 
Change is at the heart of the 
new dominant logic. The 
view of marketing has 
changed from a goods-
centred approach to that of 
a service-centred approach. 
From the application of 
operand resources to the 
use of operant resources. 
These operant resources are 
inherent of change, skill 
sets change, knowledge 
changes, and as such the 
way in which we look at 
marketing has been 
influenced by the concept 
of change. 
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Affirmation 
6 
Marketing is interpreted as ‘matter in 
motion’ (3). 
Identifying the discipline 
of economics as the first 
school of thought for 
marketing theory and 
practice Vargo and Lusch 
drew upon Shaw’s (1912) 
description of marketing as 
‘matter in motion’ as the 
starting point to argue for 
an evolving understanding 
of marketing. In doing so, 
Vargo and Lusch link the 
concepts of change, 
movement, and ‘matter in 
motion’ to the marketing 
process where matter is 
embedded with value. As 
such, the inference is that 
marketing is a discipline 
influenced by and inherent 
of the variable of change; 
in this case, a change in 
state where matter through 
manufacturing is changed 
and embedded with added 
value. 
Affirmation 
7 
‘The firm’s only purpose is to create a 
satisfied customer’ (3). 
The marketing 
management school of 
thought operates within an 
environment characterised 
by change taking an 
unsatisfied customer, 
whose needs and wants are 
unfulfilled, and 
transforming them into a 
satisfied customer where 
those needs and wants are 
fulfilled. This (marketing) 
process implies that 
change has taken place to 
create a satisfied customer 
and is also the result of a 
changing environment 
where the customer’s 
needs and wants have 
changed due to 
environmental (internal 
and external) influences. 
Affirmation 
8 
‘The worldview changes from a focus 
on resources on which an operation or 
act is performed (operand resources) to 
resources that produce effects (operant 
According to Vargo and 
Lusch, the evolution of 
marketing thought to that 
of a service dominant logic 
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resources) (4)’. is the result of a change 
within the domain of 
marketing and our 
understanding of that 
domain. Such a perspective 
implies that new marketing 
thought, which results in 
an exchange of services, is 
influenced by the concept 
of change. The exchange 
itself is about a change. 
Affirmation 
9  
‘Before 1960, marketing was viewed as 
a transfer of ownership of goods and 
their physical distribution’ (5). 
Indicates the principle of a 
change of ownership. 
Affirmation 
10 
‘Industry is concerned with the 
application of motion to matter to 
change its form and place. The change 
in form we term production: the change 
in place, distribution’ (5).  
Indicates change as 
playing a significant role in 
the marketing process.  
Affirmation 
11 
Vargo and Lusch refer to Alderson 
(1957:69): ‘What is needed is not an 
interpretation of the utility created by 
marketing, but a marketing 
interpretation of the whole process of 
creating utility’. 
An interpretation of the 
utility created by 
marketing implies ‘value’, 
an exchangeable unit. A 
marketing interpretation of 
the whole process of 
creating utility involves the 
‘concept of change’ to 
create the value to be 
exchanged and not just the 
end result of the marketing 
process, an exchange 
which in itself implies a 
change in state. Utility is 
created through a process 
of change from one state to 
another. This is the essence 
of any marketing 
interpretation of the 
process of creating utility.  
Affirmation 
12 
‘The service-centered view of marketing 
implies that marketing is a continuous 
series of social and economic processes 
that is largely focused on operant 
resources with which the firm is 
constantly striving to make better value 
propositions that its competitors’ (5). 
Change is an essential 
element of the social and 
economic processes that 
play a role in the 
marketing planning 
function. Making better 
value propositions 
indicates the constant 
striving for a changed 
service offering (operant 
resources) by which to 
satisfy the customers’ 
needs and wants, which are 
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also subject to change. 
Affirmation 
13 
‘The service-centered view of marketing 
is customer-centric’ and ‘market driven’ 
(6). ‘This means more than … and being 
adaptive to their individual and dynamic 
needs’ (6). 
Acknowledges the 
presence and influence of 
change on the marketing 
discipline by indicating 
that the marketing system 
needs to take into account 
the changing individual 
needs. 
Affirmation 
14 
‘Bastiat recognised that by using their 
skills (operant resources) humans could 
only transform matter (operand 
resources) into a state from which they 
could satisfy their desires’ (7) 
The presence and influence 
of change (transformation) 
is the essential element 
upon which Vargo and 
Lusch’s articulate the new 
marketing paradigm. 
Affirmation 
15 
Vargo and Lusch in noting that 
‘knowledge’ is a primary cause of 
competitive advantage state ‘that firms 
that do the best are the firms that learn 
most quickly in a dynamic and evolving 
competitive market’ (9). 
Marketing functions in an 
environment that is always 
changing. 
Affirmation 
16 
‘Both marketing practitioners and 
academics are shifting toward a 
continuous-process perspective, in 
which separation of production and 
consumption is not a normative goal, 
and toward a recognition of the 
advantages, if not the necessity, of 
viewing the consumer as a coproducer’ 
(11). 
 
‘marketing is headed toward a paradigm 
of “real-time” marketing … by 
interactively designing evolving 
offerings that meet customers’ unique, 
changing needs’ (11). 
Acknowledges the 
essential role of the 
consumer as a coproducer. 
The shift to a coproducer 
mind-set is as a result of 
meeting customers’ unique 
needs and wants. These 
needs and wants are 
always changing. 
Therefore, the marketing 
discipline is a discipline 
inherent of the desire for 
change. 
 
 
 
Affirmation 
17 
‘Over the past 50 years, marketing has 
been transitioning from a product and 
production focus to a consumer focus 
and, more recently, from a transaction 
focus to a relationship focus’ (12). 
Marketing in response to 
external and internal 
stimuli is an ever changing 
discipline. 
Affirmation 
18 
‘What precedes and what follows the 
transaction as the firm engages in a 
relationship (short- or long-term) with 
customers is more important that the 
transaction itself. Because a service-
centred view is participatory and 
dynamic, service provision is 
maximised through an interactive 
learning process on the part of both the 
enterprise and the consumer. The view 
What precedes and what 
follows the transaction 
/exchange is the concept of 
a change in state, being 
and environment. This 
change is more important 
than the actual exchange 
and results in an evolving 
structure for marketing. 
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necessarily assumes the existence of 
emergent relationships and evolving 
structure’ (12). 
Affirmation 
19 
‘perhaps the central implication of a 
service-centered dominant logic is the 
general change in perspective’ (12).  
Acknowledges the 
existence of change in the 
marketing process. 
Affirmation 
20 
‘It (a service-centered view) challenges 
marketing to become more than a 
functional area and to represent one of 
the firm’s core competencies; it 
challenges marketing to become the 
predominant organisational philosophy 
and to lead in initiating and coordinating 
a market driven perspective for all core 
competencies’ (13). 
Service Dominant Logic 
implies change, from a 
functional unit of an 
organisation to an 
organisational wide culture 
of service provision. From 
the customer perspective, 
service provision is about 
addressing the customer’s 
changing needs. 
Affirmation 
21 
‘In a service-centered view of marketing 
… the role of manufacturing changes’ 
(13). 
The role of change in the 
marketing planning 
process. 
Affirmation 
22 
 Vargo and Lusch note ‘However, times 
have changed’ (15).  
‘The orientation has shifted from the 
producer to the consumer. The academic 
focus is shifting from the thing 
exchanged to one on the process of 
exchange’ (15). 
‘Science has moved from a focus on 
mechanics to one on dynamics, 
evolutionary development, and the 
emergence of complex adaptive 
systems’ (15) 
Indicates change.  
 
Indicates change, the 
process of exchange is 
about change. 
 
 
Marketing influenced by 
the forces of change has 
evolved from Newtonian 
rules and laws associated 
with the exchange concept 
to that of marketing 
Darwinism where the 
marketing discipline is 
never static, evolves in 
response to the changing 
nature of customers’ needs 
and wants and thus adapts 
its practices to these forces 
of change. 
 
Summary Case Study 14 (CS 14) 
 
CS 14 justifies its discussion upon the concept of exchange being the core tenet of 
marketing. Evidence is provided that substantiates this fundamental belief of marketing 
and, in doing so, confirms Axiom One – that marketing creates exchange, be that goods 
exchange or service exchange. It is, of course, both the building block and point of 
contention by which the authors advance a new dominant logic for marketing – one 
inherently based upon the concept of exchange. However, further evidence is provided 
in this case study to confirm Axiom Two that the core element of marketing is the 
concept of change not exchange.  
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CS 14 refers specifically to marketing as exchange. For example: the established world 
view of marketing as an exchange of goods as opposed to the proposed new thought that 
marketing is an exchange of services (Affirmation 5); the transfer of ownership of 
goods and their physical distribution (Affirmation 9); and representing an academic 
shift in emphasis from the things exchanged to one of the process of exchange 
(Affirmation 22). 
 
CS 14 provides evidence to confirm Axiom Two – that the discipline of marketing 
thought and its future development is characterised by the concept of change. Evidence 
is expressed as: 
 
• Evolving to a new dominant logic (Affirmations 1, 3);  
• A paradigm shift (Affirmation 2); 
• A changing worldview of marketing (Affirmation 4); 
• The worldview of marketing changing from a goods-centred approach (operand 
resources) to that of a service-centred approach (operant resources) in response 
to a continuous series of social and economic processes. Operant resources are 
inherent of change, skill sets change, knowledge changes, social and economic 
processes change and as such the way in which CS 14 looks at marketing has 
been influenced by the concept of change (Affirmations 5, 8 and 12); 
• The starting point for the discourse in CS 14 is Vargo and Lusch’s reference to 
Shaw’s (1912) ‘matter in motion’ analogy wherein the marketing process 
changes matter embedding it with value, transforming its state and condition. As 
such, the inference is that marketing is a discipline influenced by and inherent of 
the variable change; in this case, a change in state where matter through 
manufacturing is changed and embedded with added value (Affirmations 6, 10, 
14 and 21); 
• Change takes place in the marketing process to create a satisfied customer 
(Affirmation 7); 
• Being adaptive to these changing unique customer needs (Affirmations 13, 16); 
• The pursuit of marketing advantage borne out of those firms who respond 
quickly to a changing competitive environment (Affirmation 15); 
• The transition (change) from transaction focus to a relationship focus 
(Affirmation 17); 
• The importance of the change element as it precedes and follows the exchange 
(Affirmation 18); 
• A general change in perspective (Affirmation 19); 
• A change from a Newtonian understanding of the laws of exchange where these 
principles are fixed to that of a Darwinian explanation of marketing where the 
marketing environment is never static but evolving in response to the changing 
nature of customer’s needs and wants and its operating environment 
(Affirmation 22). 
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Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 14 Yes – Direct  Yes Yes 
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Chapter Six  Conclusions and Implications 
  
The Substance of Marketing is the Concept of Change 
6.1  Introduction 
 
Chapter Six fulfils the final step of the Problem Solving Historical Analysis Marketing 
Model – The Process of Synthesis. This is where the conclusions and implications 
drawn from the evidence trail are presented as an explanation of new theory and 
thought. This research was designed to address the principal research question, ‘What is 
the substance of marketing?’, which is presented as three axioms to facilitate an 
understanding and answering of the research question: 
 
Axiom One: Marketing creates Exchange. 
 
Axiom Two: The act of marketing, including but not limited to the 
exchange, is preconditioned upon the concept of change. 
 
Axiom Three: Marketing expressed as exchange requires marketers to 
manage the marketing function. Marketing preconditioned upon the 
concept of change requires marketers to lead the marketing function. 
 
Justification for this research rests with the knowledge that this principle research 
question has persisted throughout the history of marketing thought and, as outlined in 
Chapter 2, remains an issue of much deliberation within the marketing discipline. The 
case advanced in this thesis provides a fresh perspective upon which to discuss the 
meaning of marketing. Addressing the substance of marketing by articulating a new 
paradigm will contribute to the existing literature by speaking directly to the 
fundamental issue of the role and future of the marketing discipline. 
 
The primary motivation in the final chapter is to explain this new theory and thought. 
This objective is achieved by drawing conclusions and implications from the work 
undertaken in the previous chapters, in particular the evidence trail produced in Chapter 
Five. Conclusions about Axioms One, Two and Three (Section 6.2) and the Research 
Problem (Section 6.3) are detailed to facilitate such an explanation. Section 6.4 expands 
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upon these conclusions and details four implications from the research undertaken. 
These implications pertain to new marketing theory (Section 6.4.1); marketing practice 
within organisations and society (Section 6.4.2); marketing research methodology 
(Section 6.4.3); and marketing scholarship and education (Section 6.4.4).  
 
Two significant contributions, from the first two implications, are made to the body of 
marketing literature in this chapter. Section 6.4.1.1 expands upon the new marketing 
theory presented to articulate the Darwinian Model of Marketing Thought 
Development. This model represents the foundation upon which the study of 
cumulative, constant change can occur in the marketing discipline. Section 6.4.2.1 
expands upon the marketing as change theory to advance marketing practice within 
organisations and society. As a result a higher level of marketing consciousness is 
promulgated, that of the Marketing Leadership School of Thought. The fundamental 
premise of this school of thought is that marketing practitioners need to assume a 
greater leadership role within organisations and more broadly in society particularly 
given that marketing expressed as change is a pervasive societal activity. 
  
Chapter Six builds upon Figure 5.1 the ‘Four Pillars Approach to Marketing as Change’ 
as presented in Chapter 5. Figure 6.1 below completes this earlier representation by 
detailing the journey of this thesis from the research question asked and axioms posed, 
to the articulation of the constituent parts of marketing as change (Chapter Five), 
through to the presentation in this chapter of the research implications, and finally the 
articulation that the core element of marketing is the concept of change not the concept 
of exchange.  
 
6.2  Conclusions about the Axioms 
 
In conjunction with prior knowledge obtained from the literature review, the case 
studies and the subsequent production of an evidence trail, the External Scrutiny Part A 
and B steps of Stage Four of the Problem Solving Historical Analysis Marketing Model 
act as source material for discussion to detail the contributions of this research towards 
understanding the substance of marketing. A summary of these contributions is now 
presented.  
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Figure 6.1: The Four Pillars Approach to Marketing as Change 
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6.2.1 Conclusions about Axiom One 
 
The first conclusion to be drawn from the 17 case studies analysed is that the evidence 
collected confirms Axiom One. 
 
Marketing creates exchange. 
 
Initially, these case studies verify the existence and the integral attributes of the concept 
of exchange to the marketing process. The evidence provided in these case studies takes 
the form of numerous and diverse direct and indirect explanations detailing marketing 
as exchange. These explanations substantiate the essential character of exchange as a 
means for understanding the substance of marketing. The case studies explain that 
marketing is based upon economic foundations (CS1); economic exchanges (CS1); 
market places (CS1); distribution systems (CS2); business activities involving market 
exchanges with traders selling goods or services (CS2); creating exchanges to satisfy 
human needs (CS2); processes for value generation (CS2) and transfer (CS4); an 
exchange of value (CS5); the creation of larger markets (CS7); instantaneous 
relationships inherent of the principle of exchange (CS8); the management of 
consumption (CS8); the process of sorts (CS9); merchants are not mere exchangers 
(CS10); and requiring a sub theory of market transactions (CS13). These explanations 
imply that marketing is about exchange and, therefore, the conclusion is made that 
Axiom One, marketing creates exchange, is a truism of marketing.  
 
This conclusion is not surprising given the weight of evidence existing in the broader 
marketing literature to support the belief that the essential element of marketing is the 
concept of exchange (Alderson 1965; Anderson et al 1999; Armstrong et al 2012; 
Bagozzi 1975; Cant et al 2006; Dann 2008; Fry and Polonsky 2003; Gross and Peterson 
1987; Houston and Gassenheimer 1987; Kotler et al 2006, Kotler and Armstrong 1994, 
Kotler et al 1994b, Kotler 1972; Kotler and Levy 1969; Kyambalesa 2000; Lazer and 
Kelley 1973; Levy 1976; McColl-Kennedy and Kiel 2000; McKenna 1991, Miller and 
Layton 2000; Summers et al 2005; Webster 1992). Evidence also collected reveals 
evolving definitions of marketing throughout the history of marketing thought where the 
central focus of each definition has been upon the concept of exchange (Refer to 
Chapter 2 Section 2.6). 
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However, what is surprising for marketing scholarship is that evidence also collected 
unequivocally supports the importance of marketing as exchange to the future 
development of marketing thought. In this regard marketing as exchange is understood 
to be a building block for the discipline going forward. Such a conclusion is an 
important learning for this thesis as it provides the mechanism by which to expand 
marketing thought. Further, such a conclusion can only be said to be really surprising if 
the lesson learnt expands marketing thought in an original way. Axiom One holds the 
key to the expansion of marketing thought and a novel paradigmatic interpretation of 
the marketing discipline that is surprising (Axiom Two).  
 
6.2.2  Conclusions about Axiom Two 
 
The second conclusion to be drawn from this thesis research is that marketing is 
preconditioned upon the concept of change, which is found both within, and beyond, the 
exchange process. This confirms Axiom Two: 
 
The act of marketing, including but not limited to the exchange, is preconditioned upon 
the concept of change. 
 
Axiom Two thus stands alone as the primary determinant for explaining the substance 
of marketing. The core element of marketing is the concept of change not the concept of 
exchange. Axiom Two is based upon a better understanding of the motivation for the 
exchange in the first place. The answer lies in understanding the customer. Case study 
evidence and the literature review determines that, for successful marketing to occur, 
the changing needs of customers must be met satisfactorily. The needs of the customer 
change due to an inherent desire for a change in their fundamental state of being. 
Marketing is about addressing this fundamental desire for change. The exchange tenet 
of marketing is in reality a materialisation of this desire for a change in state. The core 
element of marketing should, therefore, not be the concept of exchange but the concept 
of change.  
 
Four pillars to the axiom of marketing as change have been determined. These are:  
 
• Marketing creates exchange; 
• Change in existing marketing thought;  
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• Change in the external marketing environment; and  
• Change is inherent in the marketing system. 
 
Firstly, this thesis defers to the literal interpretation of the word exchange as a means of 
providing evidence to strengthen the case for confirmation of Axiom Two. A literal 
interpretation of the word exchange suggests that the act of exchange, the recognised 
core element of marketing, is in fact concerned with the phenomenon of change. The 
word exchange consists of the prefix ‘ex’ and the subject ‘change’. Ex means ‘out of’, 
‘from’ or ‘beyond’ and, therefore, in this case exchange means ‘out of change’, ‘from 
change’ or ‘beyond change’. The traditional building block of marketing thought 
development and core element of marketing practice, the act of marketing exchange, is 
in reality a manifestation of the change element inherent in the marketing process. This 
is the surprising finding of this research and presents the key for unlocking the future 
potential of marketing in terms of academic scholarship and marketing practice. Axiom 
One is intrinsically linked to Axiom Two. Axiom One is an outcome of Axiom Two.  
 
A second surprising learning from this research is that the contemporary understanding 
of the marketing discipline does not entertain such a world view. A conclusion can be 
drawn that for successful marketing to occur, ‘a desire for a change in state precedes 
the exchange’. Further, such a condition will have an impact on how the marketing 
function is performed within organisations. The traditional marketing management 
school of thought focuses upon the management of the activities leading to the 
exchange. The proposed Marketing Leadership School of Thought evolves the 
marketing management concept by stating that there is a role for marketing practitioners 
to provide leadership within their organisations and, more broadly, within society in 
response to the consumer’s desire for change. Axiom Three addresses this point. 
 
The second pillar upon which to explain the marketing as change paradigm draws from 
the existing marketing literature. The existing literature is replete with reference to 
marketing as change. Upon conducting the Literature Review (Chapter Two) and the 
History of Marketing Thought (Chapter Three), the theme of marketing as change began 
to emerge. This theme was further confirmed by the evidence trail created from the case 
studies. The evidence trail produced incontrovertible proof of the core element of 
marketing being change. For example: Shaw (1912) saw that all marketing activity was 
subject to the constant change that pervaded all things; Francis (1938) spoke of change 
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being the essential element of marketing progress; Alderson and Cox (1948) expressed 
the market as a system growing and changing through time and, later (Alderson 1957; 
1965), as a system of organised behaviour concerned with changes in the environment 
(Shaw et al 2007). Further, the Aggregate Marketing System proposed by Wilkie and 
Moore (2003) was a marketing system so purposed to adapt to the change element 
inherent in the market place. The evidence trail (Chapter Five) and Chapters Two and 
Three literature reviews produce a convincing argument that existing marketing thought 
is all-embracing of marketing expressed as change. 
 
The third pillar upon which the marketing as change paradigm is based can be 
understood and explained by the link that exists between the scholarship and practice of 
marketing and the external marketing environment in which the discipline operates. The 
marketing literature states that marketing is a function of its environment and is 
influenced by factors within this environment (Armstrong et al 2012; Winer and Dhar 
2011; Dixon 1999; Wilkie and Moore 1999; 2003). The history of marketing thought 
has developed over time as a result of its interaction with this environment, an 
environment characterised by the ever-present variable of change. This thesis proposes 
that in reflecting and being influenced by this environment, marketing thought should, 
therefore, reflect the notion of change and the process of change into any understanding 
of the substance of marketing. Doing so confirms the existence of Axiom Two. 
 
There is evidence validating marketing as change within the marketing environment in 
the case study analyses. This evidence takes the form of direct and indirect 
explanations. The following explanations are offered as proof to confirm Axiom Two: 
the aggregate marketing system adapting to a changing operating environment (CS2); 
marketing within the context of everyday life which by its nature is inherent of change 
(CS2); the marketing structure is subject to growth and change (CS3); the aggregate 
marketing system has produced most of the changes to society (CS5); the aggregate 
marketing system encourages growth and progress (CS5); the marketing system is open 
to change (CS5); contemporary marketing problems shaped by forces such as the 
changing environment (CS6); constant change ,which pervades all things marketing 
(CS6); change being the substance of marketing progress (CS7); marketing raises 
standards of living by means of an evolving distribution system (CS7); marketing 
decisions are made in an uncertain environment brought about through change (CS8); 
societal problems requiring a marketing solution borne out of technological change 
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(CS8); marketing operates within an organised behaviour system that is never static, but 
is active, dynamic and subject to change (CS8); as society changes, correlation exists 
between developments in marketing thought and the change occurring in the 
environment in which marketing operates (CS11); marketing is an adaptive force to the 
change that exists in the environment (CS11); and profound society changes, including 
post-war economic boom, the utilisation of more advanced technologies, immigration, 
advent of mass markets, increases in base incomes, new retail formats and globalisation 
influenced marketing thought and practice (CS11).  
 
The above evidence demonstrates that marketing constitutes change. Marketing 
acknowledges the existence and influence of change on its activities. Marketing is both 
a consequence of change, a reason for change and, finally, is dependent on change for 
its existence. Therefore, given this evidence, it can be asserted that Axiom Two is 
confirmed and that, in any definitional understanding of marketing, the substance of 
marketing is inherent of the concept of change, and this change is thus a precondition 
for the marketing phenomenon to exist.  
 
The fourth pillar upon which the axiom marketing as change can be confirmed is 
demonstrated by evidence collected pertaining to the internal activities of the marketing 
system. This evidence is: the changing nature of the supply and demand characteristics 
of a market (CS1); the process where material (raw and improved) flows through each 
stage of the marketing system indicating motion, activity, change and culminates in a 
finished product consumed by a customer (CS1); the movement of goods and services 
from producer to consumer (CS1); sequential market transactions implying a change in 
ownership (CS1); the changing nature (needs and wants) of consumer relationships 
(CS2); the marketing mix element of price changes (up and down) with a change of 
ownership, use, place, or time (CS3); better economies of scale demonstrate the 
presence of change in the marketing process (CS4); transacting parties experience 
change in the marketing process (CS4); changes in technique in which buyers and 
sellers conduct business (CS4); the marketing process is a series of transformations 
(CS9); the creation of utility is a change process in that commodities are altered for the 
better or the value has changed due to changes in use, place or time (CS10); marketing 
activities are expressed as transformations (CS10); and transforming materials, parts, 
products and services into exchangeable items of value (CS10).  
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This evidence confirms both directly and indirectly that the concept of change is an 
intrinsic element of the activities of the marketing system and therefore crucial for any 
understanding of the substance of marketing. The surprising finding from this research 
is that the marketing literature, at best implies, the existence of this principle. It appears 
to be a principle that is taken for granted within the discipline, as evidenced by the 
world view of marketing not specifically articulating its existence in any definitional or 
paradigmatic understanding of marketing. This ignoring of a basic tenet of marketing is 
at the expense of a fuller explanation of the substance of marketing. 
 
6.2.3 Conclusions about Axiom Three 
 
The third conclusion resulting from this research is the suggestion of a new marketing 
school of thought to address Axiom Two – marketing as change. Given the 
confirmation of Axioms One and Two, it is proposed to advance Axiom Three for 
future scholarship and practical application. Axiom Three (below) maintains that a new 
school of thought should state that marketing expressed as exchange (Axiom One) 
requires marketers to manage the marketing function, whereas marketing 
preconditioned upon the concept of change (Axiom Two) requires marketers to assume 
the higher order of leadership of the marketing function for the benefit of individuals, 
organisations, and society.  
 
Marketing expressed as exchange requires marketers to manage the marketing function. 
Marketing preconditioned upon the concept of change requires marketers to lead the 
marketing function. 
 
The belief supporting this axiom is that for marketing as change to be effective 
marketing leadership is required (Bass 1985a; Kotter 1995; Parry 1996; Ellyard 1998; 
Yukl 2010). Confirmation of Axiom Three rests upon a review of the marketing and 
leadership literature. The dominant marketing school of thought is the marketing 
management school of thought (Vargo and Lusch 2004; Kotler et al 2006; Reed 2010). 
This approach features a focus upon meeting the needs of customers satisfactorily by 
managing the decisions that are made to facilitate an exchange. Thus, the view is 
advanced in this thesis that marketing expressed as exchange requires marketers to 
manage the marketing function (Kotler 1972; Vargo and Lusch 2004; Kotler et al 2006; 
Reed 2010). Traditional leadership theory expressed as transactional leadership shares a 
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common premise with marketing theory and the marketing management school of 
thought. Each is based upon the concept of exchange. Leadership exchange is based 
upon the transaction between the leader and follower where, for example, a political 
leader approaches a follower with the view of exchanging a promise for a vote (Burns 
1978; Parry 1996; Roberts 1985; Hollander 1992; Ehrlich et al 1990). Similarly, 
marketing theory, as previously discussed, in this thesis is premised upon the concept of 
exchange, where goods and services are exchanged between willing parties (Alderson 
1965, Anderson et al 1999; Armstrong et al 2012; Bagozzi 1975; Houston and 
Gassenheimer 1987; Kotler 1972; Vargo and Lusch 2004). In both leadership and 
marketing, the mindset of managing the exchange can lead to mediocrity, routine 
outcomes and the failure to recognise change in the macro and operating environments 
(Bennis and Nanus 1985; Brown et al 1997; Day 1996; Doyle 1995; Parry 1996; Porter 
1996; Terry 1995). 
 
However, advancing marketing preconditioned upon the concept of change requires 
marketers to lead the marketing function. To achieve this leadership approach, 
marketing would benefit from drawing upon transformational leadership theory. 
Transformational leadership is change orientated (Bass 1985a; 1985b; Parry 1996) and 
rises above transactional leadership and its focus upon the individual exchange to a 
focus upon a new level of consciousness (Bass 1985a; 1985b; Parry 1996).  
 
The opportunity for marketing scholarship and practice is to embrace the Marketing 
Leadership School of Thought as an extension of Kotler’s (1972) three levels of 
consciousness. The emergence of Consciousness Four marketing would see the 
discipline not only managing the exchange (marketing management) as an expression of 
change, but moving beyond this traditional focus to champion marketing’s role within 
the broader paradigm. This broader perspective features the inherent element of change 
as ever-present and influential in all things marketing, and recognises that marketing’s 
core element is the concept of change (Axiom Two). Finally, this perspective also notes 
that for marketing leadership to be effective acknowledging such change as the 
substance of marketing is essential.  
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6.3 Conclusions about the Research Problem 
 
It is now possible to address the overall research question of this thesis using the 
discussion generated from the External Scrutiny (Part A and Part B) steps of the 
Problem Solving Historical Analysis Marketing Model and the conclusions made in 
regards to three axioms.  
 
The research question restated is: ‘What is the substance of marketing’? 
 
This research concludes that the substance of marketing is the concept of change. 
Firstly, marketing has traditionally been thought of as the concept of exchange. The 
literal interpretation of the word exchange is ‘out of’ or ‘from’ change, suggesting that 
marketing exchanges are the result of a desire for change. For example, an exchange 
between a buyer and seller is an expression of change where both parties to the 
exchange desire the change and are changed by the transfer. This leads to the rationale 
that for marketing to be successful, a desire for a change in state precedes the exchange. 
 
Secondly, marketing is a function of the environment in which it operates. This 
environment is inherent of change, at the macro level (changes in society) and at the 
internal operator level where, for example, raw material is transformed into products of 
value for exchange with a customer. Change in the form of an exchange or change 
within the environment influences the marketing domain either structurally or at the 
activity level. Some may consider this answer to be a case of subtle difference. 
However, the implications of such a reinterpretation for the marketing discipline are 
quite profound for marketing’s future, particularly in terms of academic scholarship and 
marketing practice. It is these implications that this chapter next addresses. 
 
6.4 Implications for Research 
 
Noting the content of the preceding four chapters and the conclusions referred to above, 
this dissertation identifies four implications from the research. 
 
The first implication is for marketing theory. This thesis contributes in a meaningful 
way to the definition of marketing and thus a new theory for marketing. Secondly, as a 
result of acknowledging marketing as change within organisations and society, more 
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broadly, there are implications for the practice of marketing wherein the role of the 
marketing practitioner becomes one of providing effective marketing leadership as 
opposed to managing the marketing exchanges that take place. The application of a 
unique Historical Analysis Methodology adds to the marketing literature and has 
implications for future research (Implication Three) and, finally, when combined with 
the new marketing theory proposed, has implications for future marketing scholarship 
and education (Implication Four). The following sub-sections summarise the nature of 
these implications.  
 
6.4.1  Implications for Theory 
 
This research has confirmed the traditionally held world view of marketing wherein the 
core element of the discipline is said to be the concept of exchange. However, the thesis 
further identifies the existence of a more basic determinant for explaining the substance 
of marketing. It is the contention of this thesis that the concept of change, not the 
concept of exchange, more appropriately addresses the meaning of marketing. The 
immediate implication of marketing as change is in the context of defining new 
marketing theory. In this thesis the proposed new theory, defined below, takes a lead 
from the most current definition of marketing, which was articulated by the AMA in 
2008.  
 
‘Marketing is a pervasive societal activity, inherent of and influenced by the external 
and internal environmental element of change, conducted by organisations and 
individuals, that operates through a set of institutions and processes for creating, 
communicating, and delivering change, in part expressed as an exchange, for the 
benefit of customers, clients, marketers and society at large’. 
 
Of particular note, in this new articulation of marketing theory is the use of the term 
‘pervasive societal activity’. Accordingly, marketing is seen as an activity, conducted by 
means of various institutions and processes, that is powerful and dominant within, and 
important to, society. Marketing is understood to be a fundamental driver of the 
collective wellbeing of society by solving problems through attaining societal 
objectives, such as an improved standard of living (Cravens and Woodruff 1986; Gross 
and Peterson 1987; Houston 1986; Kotler et al 2006; Kotler and Armstrong 1994; 
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Kotler et al 1994 (b); McKoll-Kennedy and Kiel 2000; McKoll-Kennedy et al 1992: 
Miller and Layton 2000; Quester et al 2004; Summers et al 2005).  
 
This capability is achieved through society’s various institutions. These institutions 
include those actors (organisations, marketing practitioners and customers) inherent in 
the internal functioning of the marketing system. Through their marketing practitioner, 
organisations use the marketing system to solve problems for customers with the aim 
being to achieve a material standard of change for individuals and society. A second 
group of actors, separate to those involved in the internal marketing system, are present 
and a necessary component in order for marketing to be considered a pervasive societal 
activity. These actors consist of the citizenry, which comprises the society marketing 
serves. Marketing becomes the all-encompassing voice for the citizenry in pursuit of 
their aims and ambitions. Central to this pervasive societal activity that is marketing is 
the desire for these institutions to create, communicate and deliver change. Capability is 
also determined through the various processes associated with the act of marketing, 
which culminate with an exchange.  
 
The more traditional view of marketing determines that this condition of pervasiveness 
is achieved through the act of exchange (Kotler and Levy 1969). To understand why 
marketing is such a dominant force within society, it is necessary to look beyond this 
traditional explanation of marketing as exchange to determine why the exchange takes 
place in the first place. The significant point made in this new definition and theory for 
marketing is that it is the element of change inherent in the external and internal 
marketing environments that is, in fact, the reason marketing should be interpreted as a 
pervasive societal activity. The concept of change explains more adequately why 
marketing is a dominant, powerful force within society.  
 
In this thesis, marketing can be expressed metaphorically as a conduit through which 
change functions within society, which includes the marketing institutions of the 
organisation and the citizenry. Marketing is society’s voice. Marketing is influenced by 
the need for change. Marketing desires change, marketing creates, communicates and 
delivers change culminating in an exchange, which itself is all about a change in state. 
The objective of this change is for a greater cause. This cause is Kotler and Levy’s 
(1969) statement of intent that marketing is a pervasive societal activity.  
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Continuing with the metaphor, marketing defined as change is virus-like in its 
application to society. The predominant presentation of this virus is one where 
marketing is the host of pervasive societal activities taking the form of change and thus 
one that acknowledges marketing’s core symptom as this change. Change finds a 
willing host in the marketing discipline as both coexist freely within society. The 
interaction between the element of change and the marketing discipline is symbiotic in 
nature with the relationship between each variable dependent on each other and 
mutually beneficial. Change partners with marketing to produce an altered state and 
becomes the vector by which this change in state takes place.  
 
The presence of change in marketing life can be divided into a classification system 
comprising of three pathways. Pathway One, change in the external marketing 
environment; Pathway Two, change inherent in the internal marketing system; and 
Pathway Three, the act of exchange as a manifestation of change. The articulation of 
this classification system recognises the origins of change in marketing thought and the 
pathways by which the discipline has evolved to explain the new paradigm of marketing 
as change. It is marketing’s history as change and thus it is marketing’s tree of life 
(Figure 6.2). This representation draws upon Darwin’s original tree depiction for the 
evolution of life, the associated relationships between species (Wolf et al 2002), and the 
history of all life forms (Doolittle and Bapteste 2007). While an original contribution to 
the domain of marketing, the use of Darwin’s tree of life representation can be found in 
genomics (Wolf et al 2002) and biology (Doolittle and Bapteste 2007). 
 
The first pathway sees change in the external environment seeking out and influencing 
the marketing discipline through evolving thought development and subsequent 
practice. 
 
Through re-examining marketing history, the pervasive nature of change is evident, 
even if not always acknowledged. For example, in the early twentieth century new 
marketing thought emerged because of the changing external environment. Subsidence 
living was replaced by industrialisation and mass production resulting in a focus on the 
creation of efficient distribution channels (Wilkie and Moore 2003; Alderson and Cox 
1948).  
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The second pathway builds on the first by envisaging the marketing discipline as the 
host for pervasive societal activities that manifest in the first instance as the desire for 
change. Having been chosen as the conduit for change, this pathway expresses 
marketing’s pervasive nature through the transformations that take place internally 
within the marketing system. These transformations by their nature include the 
changing status of the marketing mix elements brought about by the changing external 
environment, the evolving capacity of organisations, and the changing needs of 
customers. 
 
 
Figure 6.2: Marketing’s Tree of Life  
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The virus metaphor helps to explain this pathway of the new marketing paradigm. 
Change in the external environment influences and plays a guiding role in the 
development and delivery of the various marketing mix elements, which are controlled 
by the organisation, much the same way as a virus infects the cell of a host transforming 
its purpose and development. In a similar fashion the changing needs of customers, just 
like the transformative relationship between the virus and its host, influences how the 
marketing mix elements are transformed through the design and delivery stages to meet 
the new need. 
 
The third pathway, the act of marketing exchange, is a manifestation of the change 
inherent in the two preceding pathways. Change reaches its end point in the marketing 
process as an exchange between willing parties whose primary motivation is a desire for 
a change in state. The exchange in marketing terms, for example, represents for the 
seller and buyer of a good, a change in ownership; a change in inventory, and a change 
in cash at hand. In the context of the virus metaphor change has successfully influenced 
and taken control of its host (marketing) through pathways one and two to produce the 
desired outcome of pathway three, a change in state between willing parties (marketing 
exchange). This is similar to the manner in which a virus infects its host, reproducing 
copies of the original virus inside that host, finally taking control of the host. 
 
The presence and function of change throughout pathways one, two and three of the 
marketing domain represents the nature and scope of marketing as a pervasive societal 
activity.  
 
It is upon this alternative explanation of the marketing system that reference can be 
made to the Darwinian Model of Marketing Thought Development (the Marketing 
Leadership School of Thought) where the element of change is demonstrated as being 
the inherited characteristic of the marketing discipline throughout successive 
generations of marketing scholarship. The element of change underpins and defines the 
discipline’s future development in thought and, importantly, practice. Marketing’s core 
function is to create, communicate and deliver change which, in part, takes the form of 
an exchange.  
 
The Darwinian Model of Marketing is now expanded upon. 
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6.4.1.1 Darwinian Model of Marketing Thought Development 
 
In Chapter Two, it was stated that the concept of Marketing Darwinism provides the 
means by which the discipline can move beyond the current marketing management 
model of thought and practice. Marketing Darwinism and the associated Marketing 
Leadership School of Thought is an improved higher order of understanding to that of 
the marketing management paradigm. This thesis determines that the future of 
marketing rests upon this alternative thinking couched in terms where marketing is 
premised upon the notion of evolutionary change as explained by Charles Darwin.  
 
Hamilton’s (1991) analysis of economic thought provides the impetus for the marketing 
discipline to adopt such thinking. His analysis shares some base level understandings 
with the marketing discipline. In particular, it is noted that marketing has a similar 
heritage in that it is based upon economic thought and the principle of exchange (Shaw 
1995; Bartels 1988; Bagozzi 1975; Kotler 1972). Further, marketing, like economics, is 
the study of human behaviour in social settings (Armstrong et al 2012; Winer and Dhar 
2011; Reed 2010; McColl-Kennedy and Kiel 2000; Kotler 1972). For the purposes of 
this thesis, the thoughts of Hamilton can be readily applied to marketing thought and 
practice. 
 
The genesis of this new concept rests upon the difference in thinking that exists when 
analysing social behaviour from the perspectives of the classical theoretical approach 
(Newtonianism) and the institutional theoretical approach (Darwinism).  
 
The current view of marketing, with its origins in the 1960s and 1970s, is premised 
upon the law of exchange with the focus being the narrow pursuit of creating a 
transaction. Such an explanation is based upon Newtonian logic, where rules, laws and 
mores serve to explain the marketing phenomenon within an environment that is 
understood as being essentially static. This Newtonian thinking has since influenced 
entirely marketing thought and practice.  
 
The notion of change from this perspective is only upon, for example, the discrete 
quantifiable increase that takes place in the price element of the internal marketing 
system. As such, change is discontinuous and results in the return to a state of 
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equilibrium (Hamilton 1991). Extending this to the broader marketing mix elements 
comprising the internal marketing system measurable change occurs in product 
development, in improving the efficiency and effectiveness of distribution channels and 
in enhancing promotion techniques. These rules are not fixed but are subject to change 
in order to meet the needs of specific circumstances; for example, customer needs, 
which are also subject to change. However, such Newtonian thinking is not consistent 
with marketing’s reality. Marketing is also a function of its external environment 
(Armstrong et al 2012; Cant el at 2006; Levens 2010; Dixon 1999; Wilkie and Moore 
1999; 2003; Bartels 1988). This environment features change that, over time, has 
influenced marketing thought and practice.  
 
An alternative understanding is to interpret marketing from the more holistic 
institutional theoretical approach. Hamilton (1991) refers to this approach of analysing 
social organisations as Darwinism, an institutional reference to social organisations 
being subject to continuous change. 
 
The world in which marketing functions is subject to cumulative change, it is never 
static. This is the essential distinguishing feature between classical Newtonian thinking, 
which represents contemporary marketing thought, and the alternative institutional 
Darwinian thinking. Change is marketing’s reality. Exchange theory is a part of this 
change concept. Marketing is more than the individual functions, activities, and rules 
founded upon the exchange concept that the classists have afforded the discipline to 
date. Marketing’s reality is that it is a pervasive societal activity (Kotler and Levy 
1969). The element of change, accumulated over time, has enabled this pervasive 
nature. The functions, activities, and rules of marketing are able to operate because of 
their dependence on the existence and influence of change in the internal and external 
environments. 
 
In conclusion, two key points are made to explain the nature and scope of the Darwinian 
model of marketing. Firstly, Darwinian marketing stands apart from contemporary 
marketing thought because its core building block is change. Darwinian marketing 
views society, inclusive of human behaviour, as a process of cumulative change. Such 
change is an ongoing phenomenon influencing marketing thought and practice. 
Secondly, Hamilton (1991:78) points out that in a society characterised by change ‘all 
that a people can do is to shape as intelligently as they can a change which is 
 232 
 
inevitable’. Herein lay the essence and justification for the associated Marketing 
Leadership School of Thought to shape marketing defined as change for the benefit of 
society.  
 
The criticism in this thesis is that contemporary marketing thought and practice has 
failed to note what is inherent to the discipline and has thus failed to deal with change. 
Marketing Darwinism, the study of cumulative change in marketing, is a challenge to 
contemporary marketers (practitioners and academic alike) to rethink their approach to 
the discipline and to question the fundamental assumption upon which the discipline has 
been built since the 1960s and 1970s. In this regard, the Darwinian Model of Marketing 
is worthy of future research. 
 
6.4.2  Implications for Marketing Practice within Organisations and Society 
 
The current workplace encountered by marketing practitioners is characterised by the 
compartmentalised nature of marketing practice within organizations. The marketing 
literature would advise that the practice of marketing in these organisations is more 
likely to be seen by fellow employees and management as a department rather than a 
dominant, organisational wide philosophy (Kotler 1999; McColl-Kennedy and Kiel 
2000).  
 
Normal human behaviour within the majority of workplaces is to preserve one’s identity 
and longevity by not rocking the boat. Scholars, such as Bass (1985a), Bennis and 
Nannus (1985), Ellyard (1998), Zalzenik (1977) and Terry (1995), attest that taking 
risks is not the normal practice of most managers. It is stated in this thesis that as a 
consequence of such behaviour marketing practitioners have an understandable aversion 
to speaking out in favour of their profession within the organisation for fear of being 
marginalised. More broadly, marketing practitioners appear not inclined to take the lead 
and advance their profession by means of articulating marketing as a pervasive societal 
activity capable of good for the benefit of society. This, in part, can be attributed to the 
fear of being challenged by the non-expert’s narrow understanding of the marketing 
discipline and its potential scope, as well as the discipline’s negative public perception 
as referred to by Armstrong et al (2012), Cant et al (2006), McColl-Kennedy and Kiel 
(2000), Kotler et al (2006), Groucett et al (2004).  
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This aversion means that marketing is thus not promoted as the pervasive societal 
activity advanced by Kotler and Levy (1969). Nor is it envisaged universally by 
organisations and the public in the same way as the marketing discipline would see 
itself. That is, being primarily responsible for the transactions between the organisation 
and all its publics (Kotler 1972). One explanation for this is that by explaining the 
substance of marketing as the concept of exchange (Bagozzi 1975), a view supported by 
Armstrong et al (2012), Cant et al (2006), Kotler et al (2006), and Summers et al 
(2005), thus implying to the uninitiated a business connation, appears to have done little 
to make practitioners feel confident in promoting their profession in the broader domain 
promulgated by Kotler (1972). This has contributed to marketing’s inability to market 
itself with a sense of societal purpose. If this were not the case, then marketing would 
not remain the misunderstood term (Day 1996; Brown et al 1997; Doyle 1995) 
identified in Chapter Two.  
 
The view that marketing is not seen in a positive light by society and ill-informed 
organisations limits the potential role of marketing and its constructive influence within 
these same organisations and society. The concern is that because of the definitional 
understanding of marketing as the narrow concept of exchange (Bagozzi 1975) and the 
subsequent management of these exchange activities (Armstrong et al 2012; Kotler et al 
2006; Quester et al 2004; Miller et al 2000; Reid 2010), marketing practice is 
degenerating into a routine managerial decision making exercise like other management 
practices (Porter 1996). In this regard, the marketing discipline has failed to 
acknowledge its pervasive societal heritage as articulated by Kotler and Levy (1969) 
and thus has failed to provide the necessary leadership to advance the discipline and its 
domain. Nor does the discipline recognise that the core element of marketing is the 
ever-present variable of change, as established in this thesis. This determinant of change 
influences both the internal and external environments of the marketing system where 
practitioners operate for the benefit of the organisation and society by solving their 
various problems (Armstrong et al 2012; Alderson 1965; Bartels 1988; Kotler 1972).  
 
With respect to marketing as a pervasive societal activity the new paradigm of 
marketing as change as articulated in this thesis affords the discipline a significant 
opportunity particularly given that marketing is a function of its interaction with the 
operating environment (Armstrong et al 2012; Cant el at 2006; Levens 2010; Dixon 
1999; Wilkie and Moore 1999; 2003; Bartels 1988). This environment is characterised 
 234 
 
by continuous, cumulative change (Jones and Shaw 2008; Wilkie and Moore 2006; 
2003; 1999; Alderson and Cox 1948; Francis 1938). A rationale for fundamental human 
success (for example, improving the material standard of living for all) is the need for 
an organised society to work with change to maximise human potential, social 
development, productive co-operation, and growth. This alternative explanation of 
marketing thus becomes the conduit by which marketing pervades all such activities in 
society. 
 
A polity in the form of a liberal democracy is fundamental to the strength of these 
societies. Established liberal democracies, such as America, Canada, the United 
Kingdom and Australia are premised upon individual freedoms, national self-
determination and capitalism inclusive of free trade, an efficient market and, 
importantly, individual consumer decision making. As a practice, marketing is similarly 
built upon the sovereignty of the individual, the consumer and their ability to make 
decisions (Armstrong et al 2012; Reid 2010; Summers et al 2005; Cravens and 
Woodruff 1986).These countries have accepted the marketing orientation and have built 
their economies upon the concept of creating, communicating and delivering exchanges 
between willing and free parties (Kotler 1972; AMA 2007)  
 
By embracing the new paradigm of marketing as change, an opportunity exists for the 
discipline to more readily fulfil the intent of being a pervasive societal activity. Change 
is a more powerful concept than exchange to explain why marketing is such a dominant 
force for society. Marketing, defined as change, affords the marketing discipline and 
practitioners the scope to justify and extend its reach and champion beyond the current 
domain the rights of individuals in society more broadly, be they minorities and indeed 
majorities. Such thinking would also encompass the rights of the individual pertaining 
to their respective organisations, such as employees and customers. Marketing as 
change truly would broaden marketing’s domain as a pervasive societal activity for the 
benefit of all organisations and their publics, as heralded by Kotler and Levy (1969) and 
Kotler (1972).  
 
The outcome being a form of tripartite contract where the marketing profession and 
practitioners represent the interests of individuals, be they individuals in the sense of 
society, individuals in the sense of fellow employees who jointly provide a product or 
service offering, or individuals in the sense of a customer who desire such offerings. 
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Marketing as change becomes the conduit by which to achieve such an outcome. This 
outcome implies that liberal democracies exercise their collective leadership 
responsibility to use the marketing medium to benefit the generic customer of a liberal 
democracy, the citizen. This would be consistent with the Marketing Leadership School 
of Thought wherein mankind, using its intelligence, shapes as best as possible this 
cumulative, constant change (Hamilton 1991) inherent in the marketing system for the 
good of all in society. Such thinking embodies the principle of marketing leadership to 
facilitate the declaration that for change to be effective leadership is required (Bass 
1985a; Ellyard 1998; Day 1999; Kotter 1995; Yukl 2010).  
 
When practiced as such, within liberal democracies, marketing has demonstrated its 
enormous capacity to be a conduit for change by initially acknowledging change in the 
operating environment and then to seek out problems and resolve them (Bartels 1988). 
One such illustration took place between the 1890s and 1930s when changes in society, 
(for example, industrialisation and population migration from rural towns to cities) saw 
subsidence living replaced by mass production. This resulted in new marketing thought 
and practice based upon the creation of efficient distribution channels to ensure that 
surplus farm produce, the result of mass production, could reach cities where the 
demand for this produce was increasing.  
 
Another example where change was present and played a meaningful role in 
marketing’s domain occurred between the 1960s and early 1970s. Throughout these 
years, society was subject to unprecedented change as a conservative post WWII 
generation (1940s and 1950s) was met by a new generation who were subject to and 
simultaneously sought social, technological, legal, economic and political change. The 
unrest that ensued influenced marketing thought and practice not only in the immediate 
sense but also over the decades since through to how the discipline is understood today. 
Due to this change in the environment, marketing transformed itself from primarily a 
business application to a more generic concept applicable to a broader domain (Kotler 
1972). This new way of looking at marketing has since resulted in unique areas of 
specialisation where the marketing concept has kept pace with contemporary 
developments in society.  
 
A current example of marketing representing change is demonstrated by a real life 
problem being faced by societies around the world today. This problem takes the form 
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of a desire for free and fair elections, a basic human right. The 2011 Arab Spring 
Uprising in the Middle East was facilitated and strengthened in part by social media. 
Twitter and Facebook became marketing channels to express the individuals (citizens) 
right to be heard. Change was apparent in the marketing environment and took the form 
of individuals (citizens) calling for free and fair elections. The presence of this change 
in the environment influenced the marketing discipline so that stakeholders used 
established marketing channels as its voice to call for and seek change. This voice 
started with the need for a change in state and manifested itself in marketing mediums, 
which were used to create, communicate and deliver change. Here is a contemporary 
example of the real substance of marketing at work. The exchange between those Arab 
citizens and the broader world community was all about the change being sought by 
those citizens who were seeking the freedoms and protections embodied in liberal 
democratic thinking. 
 
Marketing defined as change invites the marketing profession to ask what other 
problems exist that require marketing’s unique ability as a pervasive societal activity. 
Such thinking extends marketing beyond Kotler’s (1972) consciousness three  
marketing embracing all publics with customers and calls upon the marketing 
profession to lead and transform in a constructive manner for good (Marketing 
Leadership School of Thought). Marketing as change becomes the conduit by which the 
discipline and profession can influence, shape and transform the rule of the land; for 
example, where the rule of law precludes the right to vote in fair and free elections. 
Marketing as change can play a more dominant role than marketing simply expressed as 
exchange in advocating for individual freedoms within all societies.  
 
It is right to say that marketing is a pervasive societal activity, but only if we understand 
marketing in terms of it being expressed as its core element change. Exchange theory 
has been a very useful manner by which to describe marketing, but it is not the complete 
explanation. The reason for the exchange taking place in the first instance (the concept 
of change) is the real reason why marketing offers organisations and society as well as 
the profession its greatest opportunity for advancement and its greatest challenge. The 
marketing discipline is again proving Kotler’s (1972:46) assertion correct that it is a 
discipline that willingly re-evaluates itself as the ‘surrounding society changes’. 
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6.4.2.1  Marketing Leadership School of Thought 
 
In this thesis, reference has been made to a new school of marketing thought (Marketing 
Leadership – Axiom Three) wherein it is stated that marketing expressed as exchange 
(Axiom One) requires marketers to manage the marketing function, whereas marketing 
preconditioned upon the concept of change (Axiom Two) requires marketers to lead the 
marketing function within organisations and society. The articulation of new world 
view has a further implication for the practice of marketing in addition to that outlined 
in Section 6.4.2. In essence, this implication can be stated in the form of a question, 
‘Are marketing practitioners marketing managers or marketing leaders within their 
organisations and the society they serve?’ A singular focus upon achieving an exchange, 
without, as Hamilton (1991) notes dealing with the influence of change within the 
marketing system, would suggest marketers manage only for the purpose of creating 
exchanges. Embracing the leadership paradigm allows the marketing professional to 
embrace marketing as change and thus to redefine the nature, scope and application of 
marketing. However, central to this proposition is the dilemma, ‘are managers and 
leaders the same?’ (Zaleznik 1977). Three important reflections follow for the 
leadership paradigm’s development.  
 
Firstly, organisations tend to produce managers as opposed to leaders (Zaleznik 1977; 
Terry 1995). Secondly, leadership is more than management; it strengthens 
management (Parry 1996). Thirdly, managers react to change, leaders embrace change 
(Ellyard 1998).  
 
In the leadership literature, the exchange principle is fundamental to any formal 
understanding of the discipline. Burns (1978), Bass (1985a), Roberts (1985), Hollander 
(1992), Ehrlich et al (1990) and Kuhnert and Lewis (1987) all subscribe to this view. 
Parry (1996) expands upon this basic tenet to explain that to be a good transformative 
leader, the individual must first be a good manager of transactions. 
 
In similar terms, marketing is seen as the management of activities resulting in the 
delivery of an exchange. To date, marketing practice has been governed by the 
facilitation of these exchanges (Armstrong et al 2012; Kotler et al 2006). This involves 
the functions of problem solving, planning, budgeting, controlling and staffing, and is 
known as the marketing management school of thought (Reed 2010). In the absence of 
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an alternative explanation for the substance of marketing, this school of thought has 
generally worked well for the marketing discipline defined as exchange. However, such 
an understanding does lead to a claim that contemporary management practice including 
marketing has deteriorated into a certain routineness where duties performed by the 
marketing manager display traits of conformism, cautiousness, apathy, and finally for 
the discipline that is the pervasive societal activity, mediocrity (Porter 1996). 
 
According to the leadership literature these traits foster the development of managers as 
opposed to leaders (Zaleznik 1977). The dominant disposition of people with 
institutional responsibility is one of a mind-set of managing a situation as opposed to 
possessing the more important mind-set of providing leadership (Ellyard 1998). 
Managers see their role as non-risk takers, and thus reactionaries to factors, such as 
change (Bennis and Nannus 1985), solving operational day to day problems with the 
need for control and rationality in their decision-making (Zaleznik 1977, Terry 1995). 
Managers have problems presented to them for solving (Bennis and Nannus 1985). Bass 
(1985a) notes that managers who are focused on transactions concentrate on what can 
clearly work this time and what is most efficient, and without risk. Along similar lines 
Ellyard (1998) believes that managers ensure they deliver the ‘thing’ right. 
  
The assertion made in this thesis is that marketing expressed as exchange produces 
managers and a management ethos. The existing transactional leadership literature 
would support this position (Burns 1978). Whereas, marketing expressed as change 
produces the more important outcome of leaders and leadership. The existing 
transformational leadership literature would provide the foundation for this thinking 
(Bass 1985a). 
 
Accordingly, the transformational leadership literature refers to organisations as a 
‘complex and dynamic entity which must under the stewardship of a leader, adapt to 
rapidly changing, uncertain and hostile conditions in order to prosper’ (Terry 1995:523). 
Leaders ‘must overcome and transform conditions’ (transformational leadership) as 
opposed to managers who ‘simply react to them’ (transactional leadership) (Terry 
1995:523). In general terms, Parry (1996) supports such a view by stating management 
is a series of one-off transactions or exchanges whereas leadership is concerned with a 
longer process of creating transformation. In this thesis, transformational (change based) 
and transactional (exchange based) leadership is expressed respectively in the marketing 
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contexts of the new Darwinian model of thought, that is the Marketing Leadership 
School of Thought and the contemporary Newtonian model of thought, known as the 
Marketing Management School of Thought.  
 
The marketing discipline needs to develop a Marketing Leadership Framework in order 
to overcome the routine management function that has developed as a result of 
marketing being defined as the concept of exchange. Such a limiting perspective of 
marketing favors the development of a mechanistic problem solving culture governed 
by Newtonian laws where position descriptions are designed to manage these rules and 
assumes marketing operates in a stable system absent of the pervasive force of change. 
 
Within the marketing domain characterised by change, this suggests an incomplete 
practice and an unfulfilled potential for the discipline and its operatives. The act of 
marketing preconditioned upon the concept of change and understood to be a pervasive 
societal activity requires leadership. Of significance to this thesis, is the contribution 
that the new Marketing Leadership School of Thought makes towards promoting a 
marketing profession that is more than marketing management. This perspective heralds 
a new breed of marketing professional who possesses skills beyond that required to 
manage the processes within the marketing system that culminate in an exchange. These 
skills will be more than those currently required to plan, coordinate and execute 
exchanges of value to all marketing stakeholders. The type of leadership required for the 
marketing discipline is one that acknowledges marketing as change and its purpose 
being to create, communicate and deliver change manifested in part as an exchange. The 
objective of marketing leadership is to revitalise the institutions and society served by 
the discipline. Marketing leadership requires the aptitude to proactively embrace this 
change not passively react to the change, as is often the case in the current marketing 
management paradigm. These are fundamentals that constitute a Marketing Leadership 
Framework. 
 
This type of leadership would result in a higher order of marketing consciousness 
wherein marketing leadership rises above marketing management thinking with its 
focus solely on satisfying individual exchanges. Marketing leadership would focus upon 
the enhanced role of the marketing practitioner seeking out problems of consequence 
that impact upon the institutions and individuals that comprise the society marketing is 
meant to serve. 
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Traditionally the marketing discipline has been seen as the custodian for managing the 
process of creating, communicating and delivering successful exchanges between two 
or more parties (Armstrong et al 2012; Kotler et al 2006; Bagozzi 1975; Kotler and 
Levy 1969; Kotler 1972). In this thesis, the progressive view of the marketing 
profession to be held universally by both the academic and practitioner should instead 
see its role in organisations and, more broadly, in society as ‘first defenders/advocates’ 
for marketing defined as change. As such, the Marketing Leadership Framework now 
has a purpose: the framework champions and supports the role of the first 
defender/advocate. 
 
As a collective, the defenders/advocates are in tune with the change taking place around 
them and are the custodians of and for this change on behalf of the organisation and 
society. No other profession or discipline can attest to being able to perform such a role. 
It is for this reason that marketing earns its reputation as a pervasive societal activity, 
not because of the exchanges that it creates. In such a role, the marketing professional 
acknowledges the presence and influence of change in the immediate marketing 
environment and aims to create, communicate and deliver change for organisations 
engaging with their publics including on behalf of customers who are seeking a change 
in their state. Being a defender/advocate for marketing as change in such a scenario 
would also see marketing professionals providing the necessary leadership required to 
guide and transform their own organisations and society in response to the change being 
encountered in their respective environments. This attribute of the Marketing 
Leadership Framework is called Custodianship.  
 
The role of defender/advocate requires the practitioner to envisage an alternative future 
(Ellyard 1998) for the discipline and for the organisation and society being served. This 
future orientated vision would see marketing practice transformed from the Porter-
inspired (1996)  ‘routine management’ of individual or ongoing exchanges to a mindset 
of providing a higher order leadership, direction and purpose within the organisation 
and society (Bass 1985a). This transformative leadership style begins by acknowledging 
the inherent nature and influence of change in the internal and external environments 
upon which the marketing system operates. In this thesis, this attribute of the Marketing 
Leadership Framework is called Visionary. 
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To facilitate this marketing future, marketing managers need to overcome their own 
conservatism and inertia. While being a useful framework for explaining the discipline 
since the 1950s, marketing expressed as exchange has led to a situation where the 
marketing professional has been unwilling to advance the profession beyond managing 
the marketing mix elements towards the completion of an exchange of either a good, 
service or idea. This situation has been brought about by the profession adopting the 
doctrine of Newtonianism, and its associated practice of following the rules of 
marketing, for example, the law of exchange. This, as stated above, has led to a level of 
mundaneness in what the marketing professional does on behalf of the organisation.  
 
Associated with this limited scope is the assertion that the marketing discipline within 
the organisation does not enjoy an appropriate elevated status particularly in light of 
Kotler and Levy’s (1969) claim that it is a pervasive societal activity. This narrow-
mindedness has resulted in a state of mediocrity for the discipline where marketing is 
seen as one of many functions within the organisation. The marketing professional of 
the twenty-first century should believe more in their discipline and its place in 
organisations and society.  
 
Defining marketing as the concept of change affords the marketing professional a more 
powerful concept by which to explain their operating domain; beyond that of 
consciousness three marketing (Kotler 1972). Practitioners need to move beyond the 
traditional paradigm of marketing as exchange and its management culture and shed 
their unwillingness to move out of their comfort zone for the good of the profession, the 
organisation and society. By embracing marketing as a Darwinian process of 
cumulative change, the profession has an opportunity to move past current practice 
where transaction driven day-to-day problems are presented for solving. In its stead, the 
profession can champion the marketing as change practitioner’s unique skill of finding 
problems to be solved. This elevates the marketing discipline beyond mediocrity to a 
state of authority within the organisation. In this regard, the practitioner becomes a 
transformative leader who more confidently and effectively solves these problems in an 
imaginative, creative and ethical manner for the benefit of the organisation and society. 
The practitioner as a problem finder is the third attribute of the Marketing Leadership 
Framework. 
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The Marketing Leadership Framework is a shared alliance of attributes necessary for the 
practitioner to assume both the role of defender/advocate for the marketing discipline 
defined as change and the transformative driving conduit within organisations and 
society, influenced by change in their respective environments. In this regard the 
marketing practitioner’s first attribute is as the custodian of change for the organisation 
and for society (Custodianship). Secondly, the marketing practitioner conceives and 
guides the future for the discipline and for organisations, and society (Visionary). 
Thirdly, the marketing practitioner seeks out organisational and societal challenges 
brought about by change (Problem Finder).The elements of Custodianship, Visionary 
and Problem Finder comprise the generic model of marketing leadership.  
 
The Marketing Leadership Framework becomes marketing’s new level of 
consciousness. Consciousness three marketing is advanced beyond transactional 
management for all its publics (Kotler 1972) to that of the higher order Marketing 
Leadership School of Thought (Consciousness Four Marketing), which is 
preconditioned upon the concept of change as the core substance of marketing. 
Consciousness Four Marketing requires the marketing practitioner to become a leader 
for the discipline, the organisation and, more broadly, society given marketing’s new 
expression as change. This new level of marketing consciousness is sensitive to the 
existence and influence of change affecting both organisations and society. This change 
is the dominant force in the marketing system and thus requires marketing leadership 
for the more effective functioning of organisations and society.  
 
6.4.3  Implications for Marketing Research Methodology 
 
The purpose of this thesis was to construct new marketing theory, as opposed to 
verifying existing theory, using the history of marketing thought as the data source. To 
facilitate this purpose, an appropriate research methodology was necessary. This 
research contributes to the existing marketing research literature through the articulation 
of a specific model of historical analysis – The Problem Solving Historical Analysis 
Marketing Model. This model has its genesis in the belief that the history of marketing 
thought offers the researcher a rich source of data by which to make enquiries, analyse 
and solve problems contemporary to the discipline. The model builds upon the general 
practice of analysing history and specific historical analysis models used in the 
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marketing discipline to present an enhanced method for generating new marketing 
theory. 
 
The principal implication of the use of a historical analysis methodology in the 
marketing discipline is that it is inherently beneficial for the development of marketing 
thought and practice. As a methodology, evidence collected is impartial and provides 
insights into the underlying relationship that exists between variables in order to provide 
a fuller explanation of the phenomenon being investigated. Herein lies the 
methodology’s strongest reason for being used, standing upon the shoulders of those 
who have contributed to the history of marketing thought to advocate an original, 
exciting and surprising insight for the future benefit and advancement of the discipline.  
 
An agenda going forward for the academic fraternity and the future scholarship of 
marketing is to promote the practice of historical analysis as a valuable marketing 
research tool. 
 
6.4.4 Implications for Future Marketing Scholarship and Education 
 
This thesis proposes a new theory for marketing.  
 
The opportunity exists for the theory to be retested in a variety of organisational settings 
by means of both qualitative and quantitative research methodologies. This opportunity 
is the major implication for future marketing scholarship of the theory generated and the 
research methodology used. 
 
Firstly, the theory would benefit from being tested against more case studies using the 
Problem Solving Historical Analysis Marketing Model. Such a test would re-examine 
the findings concluded from the original study for the purpose of either disconfirming, 
confirming or enhancing the theory generated. Other qualitative methodologies such as 
focus groups of significant marketing thinkers could be used to test and enhance the 
new theory. Secondly, the theory generated would benefit from suitably applied 
quantitative research with the findings providing added rigor to the qualitative research 
conducted in this thesis. Thirdly, further research, for example focus groups within 
workplaces, could be conducted to test the theory in a real world application. The 
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benefit of this testing would be to evaluate academic thought within a real world 
scenario. 
 
A new theory of marketing brings with it implications for what is taught as marketing. 
A fault with the teaching of marketing is that it is aimed at solely preparing students for 
a career in marketing management defined by the concept of exchange and the 
managing of activities that create these exchanges. Such a perspective is not totally 
inappropriate; however, it limits the potential of the marketing graduate and future 
practitioner to see themselves more broadly as an organisational societal leader who 
acknowledges (and works with) the presence and influence of change within the 
external environment of the marketing system and who facilitates change in the internal 
operating environment to the satisfaction of the customer’s desire for change and the 
organisation’s need to survive in a changing world.  
 
This fault exists because a narrow concept of marketing has prevailed in that marketing 
is seen only from the worldview that marketing creates exchanges (Bagozzi 1975; 
Kotler 1972; Bartels 1988). An examination of first year marketing books suggests a 
way forward for the discipline. These books reveal that there is little information 
provided on the history of marketing thought. The inclusion of such a body of work 
detailing the narrative of marketing thought development would assist the student to 
understand the rich history that marketing has to offer. The hope is that with such 
knowledge the incidences of misunderstanding as to what is meant by the substance of 
marketing would be reduced. One learning for the student would be a greater 
appreciation of the fundamental role that the concept of change has played in the 
development of the discipline and the extent to which this concept is at the heart of an 
understanding of the substance of marketing. It seems a failure of introductory 
marketing books is that Bartels’s legacy, 50 years of focused research on the history of 
marketing thought, has not found its way into the introduction marketing students have 
to the discipline.  
 
A humble contribution in the form of the conclusions drawn from this thesis would also 
assist the student to gain a greater appreciation for the discipline and the role they, as 
marketing practitioners, can play within their organisation and society. Marketing as 
change offers the student a new introduction to the substance of marketing that may 
encourage them to explore its domain and, in particular, its application to what they do. 
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In doing so, marketing may well be able to gain more attention and respect from an 
audience beyond its current field. It may well also encourage more academic interest in 
the study of marketing where the element of change is seen as the core element in an 
explanation of the substance of marketing. 
 
6.5 Limitations of the Thesis 
 
This thesis set out to expand marketing’s general knowledge by answering the question, 
‘What is the substance of marketing?’ The answer suggests a plausible new marketing 
theory is possible. The new theory builds upon the contemporary marketing paradigm of 
exchange theory to provide an alternative explanation – that the substance of marketing 
is its core element, the concept of change.  
 
This thesis is thus different in that it does not test existing theory; its purpose is to 
propose new theory. To facilitate this outcome the decision to conduct either qualitative 
or quantitative research or a combination of both is an integral element to the success of 
the thesis.  
 
Within this context, a deliberate decision was made by the researcher to undertake 
qualitative research in the form of case studies. Qualitative research (case studies) is a 
useful means by which to address a real world problem and to explore a complex, 
contemporary topic relevant to the marketing discipline and to the future of marketing 
practice (Perry 1998). It is a sound means by which to establish interesting trends from 
which to draw inferences. This thesis employs the established research technique of 
historical analysis to the seventeen (17) case studies chosen from the history of the 
marketing thought literature. The case studies chosen in this thesis are sourced from 
primary documents, namely written records, such as marketing journal articles and 
chapters in marketing scholarly texts with the unit of analysis being the concept of 
change. An investigation of marketing’s history was considered apt given the intent of 
this thesis to take embedded knowledge from within the literature and provide an 
understanding of how marketing thought has evolved over time and, in particular, 
provide insight into the nature and scope of the substance of marketing. 
 
As with any research there are limitations however. The conduct of this thesis is no 
different in this regard.  
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The main limitation associated with this research is that it is an investigation into the 
history of marketing thought. This was due in part to the researcher’s interest in reading 
about marketing’s history. A benefit from such reading was the discovery of a 
consistent theme (change) that, at best, had been implied by scholars as existing in 
marketing or, in the worst case scenario, had been completely overlooked in any 
definitional understanding of the substance of marketing. As a result of this reading, a 
gap in the existing marketing literature was determined.  
 
Thus, the decision was taken to pursue, within the rigorous framework of case studies, a 
historical analysis of marketing thought – much like a historian would investigate the 
early written records of an ancient civilisation with each written record being 
determined as a separate case. This position was is in contrast to utilising other more 
common data collection methods, such as focus groups, personal and telephone 
interviews, or questionnaires. These traditional methods could have been employed 
instead of conducting an historical analysis. However marketing thought has a rich 
history that is often overlooked by the student of marketing when studying the social 
world in which they learn and work. This rich history is readily available to the 
researcher through the journals and scholarly text found in university libraries unlike the 
difficulties associated with logistics and the costs of facilitating focus groups, 
interviews and questionnaires of marketing’s scholarly elite located in universities 
throughout the world. As this research was conceptual in nature it was also determined 
that conducting focus groups, interviews and questionnaires of marketing practitioners 
was not suitable at this stage given that it would most likely not provide the necessary 
insight upon which to build new marketing theory.  
 
A further limitation is that the use of a historical analysis methodology can be 
interpreted as purely descriptive and, therefore, cannot establish causal relationships 
unlike quantitative research methods. Quantitative research, where the findings are 
expressed numerically, is outside the scope of this research because the conceptual aim 
of this research is to determine the substance of marketing.  
 
These limitations do foster opportunities for future research.  
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The findings from this qualitative research can be tested through the use of quantitative 
methodologies where empirical data is collected to substantiate the findings of the 
research. For example, questionnaires could be conducted in the workplace where 
practitioners test the theory against their real life understandings of marketing thus 
adding rigor to this thesis’s findings. Equally other forms of qualitative research, for 
example, focus groups made up of members of the academia could be employed to test 
the theory advanced in this thesis. However, as mentioned above, such research is 
outside the scope of this thesis. 
 
6.6  Conclusion 
 
‘What is the substance of marketing?’ is a problem that has troubled the marketing 
discipline throughout its long history.  
 
The aim of this thesis was to provide a fresh perspective to an age-old problem. The 
contribution made in this research is the product of an undergraduate and graduate 
marketing education wherein students were told that marketing was a pervasive societal 
influence. Such an interpretation was understood by this researcher and agreed with, but 
it also troubled him because if marketing was such an influence then why was the term 
so misunderstood in the real world. It also troubled this researcher that in this light, the 
accepted core element of marketing – the exchange concept – did not adequately 
explain the substance of marketing and led, in part, to this misunderstanding. Further, 
the contribution made in this thesis is importantly the product of practical experience 
where the concept of marketing has not been as readily accepted as the discipline would 
like to think. Such a combination of motives led this researcher to explore the history of 
marketing thought and ask why the term ‘marketing’ was so misunderstood. The answer 
rests upon the notion that the concept of change is the core element of marketing not the 
concept of exchange.  
 
This thesis concludes with a summary of the six chapters comprising the research study. 
Chapter One detailed the research question and suggested that axioms will be developed 
to assist in answering this question. The chapter notes that this thesis is about expanding 
the general knowledge of marketing by generating new marketing theory, and not about 
theory testing. The importance of the research is then outlined and it is noted that the 
research question has been a constant throughout the history of marketing thought. 
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Further, the chapter provides a broad overview of the thesis including the research 
methodology to be employed.  
 
Chapter Two gives the reader an appreciation of the existing marketing literature. The 
important paradigms and schools of marketing thought are presented; its broad domain 
is explored, as well as an examination and understanding of the evolving definition of 
marketing over time. Despite over 100 years of academic enquiry, the chapter reaches a 
telling point that provides a clear focus for this research endeavour. That point is that 
the term ‘marketing’ remains very much a misunderstood term leaving the researcher to 
ask, ‘Why this is so?’ It is felt that the answer to this question will address the 
substantive question of this thesis, ‘What is the substance of marketing?’ Of particular 
interest to the development of this thesis is the paradigm, ‘the concept of exchange’ – 
the reported core element of marketing (Section 2.4.2). The aim of this thesis has been 
to challenge this paradigm by turning to the history of marketing thought to instead 
advocate that the concept of change is the substance of marketing not the concept of 
exchange. The remainder of Chapter Two provides an overview of marketing as change 
and advances an alternative school of thought – that of Marketing Leadership.  
 
The previous chapter is complemented with a literature review of the history of 
marketing thought (Chapter Three). This chapter draws from the work of significant 
contributors to provide an appreciation of the development of marketing thought over 
time. In addition, it lays a foundation upon which to present the case for the implicit 
recognition of the concept of change as being a determinant for explaining the substance 
of marketing. An outcome of this chapter and contribution to the literature is the 
researcher’s presentation of a collective understanding of the history of marketing 
thought. In the process of detailing this collective history, a further significant 
contribution is made wherein a gap in the existing literature is identified pertaining to 
the substance of marketing. This gap is expressed as marketing having treated the 
concept of exchange as its core element, despite the literature suggesting that the 
substance of marketing could be better explained by the concept of change not the 
concept of exchange.  
 
Chapter Four described the research methodology and analysis technique used to 
answer the research question. Exploratory research in the form of case study 
methodology was used in this thesis. The technique used to analyse the case studies was 
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the Historical Analysis Model, a model which complemented the literature review in 
Chapter Two and the historical overview provided in Chapter Three. Two outcomes 
flow from this chapter. Firstly, the marketing discipline has much to learn from using a 
historical analysis methodology. Secondly, a contribution to the marketing literature is 
made by developing a specific historical analysis model for use in this thesis – the 
Problem Solving Historical Analysis Marketing Model.  
 
Chapter Five detailed the process by which this historical analysis model was applied to 
the case studies chosen. The analysis of each case study followed resulting in one 
hundred and sixty-six (166) affirmations being determined in support of the axioms. At 
the end of each case study, a table detailing the association between the affirmation and 
the axioms was presented. 
 
In the final chapter, conclusions are made about each of the three axioms and the 
research question. The chapter then details the implications of the findings as they relate 
to marketing theory, marketing practice, marketing research methodology and 
marketing scholarship and education. 
 
At the conclusion of this thesis, the marketing discipline is advanced through 
scholarship that has embraced marketing’s rich history to propose that the concept of 
change is the determinant for explaining the substance of marketing not the concept of 
exchange, which in reality is a manifestation of the change condition. Such new 
thinking about the marketing phenomenon has profound implications for marketing 
theory, practice, scholarship, and education. 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 1 
  
Article:  The First Dialogue on Macromarketing 
 
AUTHOR:   Shaw, Eric H. 
 
PUBLICATION: Journal of Macromarketing, Vol. 15, 1995 pgs. 7-20. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The author’s aim in writing this article is to analyse the earliest ‘socioeconomic 
foundations’ of the marketing system. This is achieved by drawing upon the thoughts 
and writings of Plato who describes the basis of society as being to serve human needs 
in the most efficient and satisfying means possible. Shaw’s examination links the key 
components of this efficient mechanism to a rationale for marketing premised upon the 
concept of market exchanges and market transactions. A term Shaw concludes as being 
the ‘building block’ for the aggregate marketing system and modern macromarketing 
thought. 
 
This aim justifies the article’s use in the historical analysis of the thesis. The article 
provides scope to answer the research problem and confirm or disconfirm the axiom 
articulated by drilling down into the basic componentry of the marketing system, as 
expressed by Plato and interpreted by Shaw, to determine if the act of marketing is in 
fact preconditioned upon the concept of change. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Macromarketing 
Journal Ranking Tier 3 
Peer Reviewed Journal Yes 
Author  Credible Expert (126 results for Eric H 
Shaw – Google Scholar 8th November 
2012) 
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited 29 times (Google Scholar 8th 
November 2012) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 29 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
Shaw notes, ‘Plato builds the economic 
foundations of the marketing system on 
the principles of … and market exchange’ 
(8). 
Marketing and the concept 
of exchange intrinsically 
linked. 
Affirmation 
2 
Citing Plato (1968:56 in Shaw), Shaw 
‘points out that marketing is mutually 
beneficial to sellers and buyers (9)’. ‘If 
one man gives another [something] in 
exchange for what he can get, it is 
because each finds that do so is for his 
own advantage’(9) 
Marketing and the concept 
of exchange intrinsically 
linked. 
 
The exchange itself implies 
a change in state, condition 
and outcome. 
Affirmation 
3  
‘The logic underlying Plato’s basic 
framework of the marketing system is 
lucid and precise. In summary, Plato has 
shown that because people are now self-
sufficient, societies evolve to satisfy 
human needs’ (10). The means by which 
human needs are met is through the act of 
‘market exchange – selling and buying’ 
which, as is pointed out by Shaw (10), is 
built upon by ‘two powerful market forces 
– supply and demand’. Price is 
determined due to ‘the intersection of 
supply and demand’ (12). 
Society is a function of 
change and evolves for the 
benefit of humans. 
 
Supply and demand – 
forces that are, themselves, 
subject to change and 
function because of it. 
Affirmation 
4 
‘Commercial exchange is a form of 
economic exchange based on two 
differentiated trading mechanisms: barter 
exchange and market transactions’ (12). 
‘Trade originated with barter exchange 
and evolved into market transactions with 
the invention of coined money’ (12). ‘The 
transformation of bartering into marketing 
coincided with the transformation of 
undifferentiated money into a 
differentiated gold and silver coinage 
system’ (12). ‘with the invention and 
diffusion of coined money, market 
transactions replaced barter exchanges, 
and the nature of trade undergoes a 
revolution of dramatic proportions’ (13).  
Revolutionary changes in 
the environment (invention 
of money) transform the 
way business in undertaken 
with marketing moving 
beyond bartering to simple 
and ultimately complex 
market transactions.  
 
People change their 
motives for business from 
subsistence living to 
personal growth and 
improving their standard of 
living. 
Affirmation 
5 
‘As a medium of exchange, money brings 
about quantitative changes that have 
profound economic consequences. The 
amount of trade increases, and its velocity 
accelerates. Transactions become more 
commonplace and frequent, causing a 
chain reaction. With an increase in trade 
The act of exchange by 
means of currency heralds 
change. 
 
The amount of trade 
increases: indicates change. 
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comes additional division of labour and 
greater economies of scale, more stable 
networks of trading relationships, greater 
marketing efficiencies, and lower costs’ 
(13). 
Its velocity accelerates: 
indicates change. 
 
Transactions become more 
commonplace and frequent:  
indicates change.  
 
Causing a chain reaction: 
indicates change. 
 
With an increase in trade 
comes additional division 
of labour and greater 
economies of scale: 
indicates change. 
 
  
More stable networks of 
trading relationships: 
indicates change (from 
current operating 
environment). 
 
Greater marketing 
efficiencies: indicates 
change.  
 
Lower costs: indicates 
change. 
Affirmation 
6 
Shaw (17) refers to Alderson’s (1965:83) 
premise ‘that the market transaction is a 
‘fundamental building block’ providing 
‘possibilities for a more rigorous type of 
marketing theory’. Alderson advocates 
that the market transaction is a ‘single 
element in a market transvection’ (17), 
which he defines as being ‘a set of 
sequential transactions, from the original 
seller of raw materials, through 
intermediate purchases and sales, to the 
final buyer of a finished product or 
service’ (17). In so describing, Alderson 
(1965:92) presents ‘an exhaustive 
description of the marketing process’ 
(17). According to Shaw (17), ‘The idea 
of a market transvection is of particular 
relevance to marketing thought’ in that 
‘the transvection represents activity or 
process and is more dynamic’ (17) with 
the transvection being ‘analogous to the 
flowing water, providing motion’ (17). 
‘A set of sequential 
transactions, from the 
original seller of raw 
materials, through 
intermediate purchases and 
sales, to the final buyer of a 
finished product or 
service’: the flow of 
activities undertaken 
indicates change from one 
stage to another. 
 
‘The transvection 
represents activity or 
process and is more 
dynamic’: indicates change 
through motion. 
 
With the transvection being 
‘analogous to the flowing 
water, providing motion’: 
indicates change through 
motion. 
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Affirmation 
7  
‘Plato was living in Athens while three 
institutional revolutions of epic 
proportions were taking place’ which lead 
to ‘great social transformations’ (18). 
 
Shaw notes a significantly 
changing environment, of 
epic proportions, at the time 
of Plato’s writings. This 
change influenced Plato’s 
thinking resulted in the 
articulation  of ‘the 
economic revolution’ 
which heralded the 
marketing system. 
Affirmation 
8 
Shaw noted that Plato (24 centuries ago) 
described the basis of society as one that 
satisfactorily met the needs of its people. 
Plato proposed an institutional 
framework, with constituent concepts of 
market exchange and transaction as the 
most economical and efficient means of 
satisfying those needs. This framework is 
what is understood today as the marketing 
system.  
 
In order to meet the needs 
of people, society through 
its various institutions, of 
which the marketing system 
is one, recognises that these 
needs are never static and 
change throughout time due 
to external influences 
occurring in the 
environment and due to 
internal influences within 
the individual. 
 
Plato’s articulation of how 
the needs of the Athenian 
populace, principally ‘the 
freedom of thought and 
action’ (18) could be met in 
terms of what today is 
understood as the 
‘marketing system’ drew 
upon the fundamental 
change that was occurring 
in society at the time. The 
occurrence and influences 
of these transformations 
changed not only the 
Athenian society, but also 
the way in which marketing 
thought is understood 
today. 
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Summary Case Study 1 (CS 1) 
 
CS 1 provides a number of examples that substantiate the fundamental marketing tenet 
that the core element of marketing is the concept of exchange and, in doing so, confirms 
the existence of Axiom One, that marketing creates exchange. CS 1 refers to marketing 
as, for example: based upon economic foundations, one principle of which is market 
exchange (Affirmation 1); an exchange of value which leads to a change in 
circumstances, be that a change in state, condition or outcome (Affirmation 2); and a 
confluence of activity arising from an evolving society that meets human needs through 
the act of exchange and the forces of supply and demand (Affirmation 3). 
 
The concept of exchange as presented in this case study is interpreted as not only 
fundamental to any understanding of the operation of the marketing system but also is 
understood to be a ‘building block’ for the aggregated marketing system and modern 
macromarketing thought.  
 
Axiom Two addresses this notion of building block by asking why marketing occurs, 
and thus what is the cause and motivation for the exchange in the first instance. In 
response, CS 1 reveals the nature and composition of this building block of marketing 
as change and confirms that the act of marketing including the exchange is 
preconditioned upon this concept of change. CS 1 provides evidence that indicates the 
presence and influence of change in the broader environment in which marketing 
operates to facilitate an exchange. For example, societies evolve to satisfy human needs, 
which change and are never static; supply and demand forces are subject to change, 
which is determined by the inherently changing human needs (Affirmation 3); the 
invention of money changes the nature of business from simple bartering to complex 
market transactions (Affirmation 4 and 5); and by describing the marketing process as a 
‘transvection’ consisting of a set of sequential market transactions (exchanges) and as 
representing the dynamic processes of activity or motion (transformations suggests that 
the condition of change is fundamental to any definition of marketing (Affirmation 6). 
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 1 Yes – Direct Yes Yes 
 
(* The Case Study is either written in the context that exchange is implied as the 
starting point of marketing thought development given its universal acceptance as the 
central tenet of marketing and thus not referenced specifically, or has throughout the 
case study directly referenced the concept of exchange.)
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HISTORICAL ANALYSIS MODEL – CASE STUDY 2 
 
ARTICLE:  Macromarketing as a Pillar of Marketing Thought 
 
AUTHOR:   Wilkie, William L., and Moore, Elizabeth S. 
 
PUBLICATION: Journal of Macromarketing Vol. 26, No. 2, 2006 pgs. 224-232. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The authors’ aim in writing this article is to generate commentary about the nature and 
scope of marketing thought ‘with primary concern on the role for, and treatment of, the 
societal domain in marketing thought’ (224). The title of the article aptly describes the 
motivation and thought processes of both authors. They see macromarketing (marketing 
and society) as a foundation upon which marketing thought has been developed in the 
past and a vehicle by which it can be in the future further defined. The authors make a 
number of conclusions particularly noting that today’s marketing academics have a 
much narrower perspective on their discipline (as a result of the fragmentation of 
marketing thought) than the earlier marketing thinkers who were active, both 
academically and professionally, in the years that saw the marketing discipline founded 
and formalised (1900-1950). In terms of relevance to this thesis, Wilkie and Moore 
believe one significant lesson stands out, that being ‘the appropriate centrality of the 
macromarketing perspective for the larger field of marketing scholarship’ (224). 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Macromarketing 
Journal Ranking Tier 3 
Peer Reviewed Journal Yes 
Author  Credible Expert (925 results for William 
L. Wilkie – 223 results for Elizabeth S. 
Moore – Google Scholar 2nd January 2013)  
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited 39 times (Google Scholar 2nd 
January 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 39 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
Wilkie and Moore (225) refer to Shaw’s 
(1912) interpretation that marketing (the 
distribution system) ‘contributed to the 
progress of civilization’. 
Civilisation progressed, 
society evolved and 
changed as a result of 
improved, efficient 
marketing distribution 
channels. 
Affirmation 
2 
Wilkie and Moore (225) refer to 
Alderson ‘it is the responsibility of the 
marketing profession ... to revitalize 
certain aspects of the science of 
economics’.  
Alderson saw a more 
expansive interpretation 
and role for marketing, one 
that implied marketing 
could and should change 
the discipline of 
economics beyond the 
notion of economic 
exchanges to embrace a 
broader societal 
perspective – a perspective 
that was inherent of 
change and evolution.  
Affirmation 
3  
‘Then, about 1950, the world of 
marketing thought began to undergo a 
major academic shift in modes of 
thinking. Spurred by the postwar 
economic boom and societal and 
technological developments such as 
television and computers’ (225). 
Societal issues throughout the 1960s and 
1970s in particular affected the way in 
which marketing was thought.  
Fundamental changes in 
the economic and social 
system lead to new 
approaches to thinking 
about marketing and 
growth in academic 
marketing.  
The 1960s and 1970s saw 
great change in Western 
societies. It was also the 
time when new 
fundamental 
interpretations of 
marketing were being 
espoused (Kotler and Levy 
1969; Kotler 1972). These 
interpretations were 
inherent of the economic 
principle of exchange as it 
applied to a broader 
domain (business and non- 
business applications), but 
not reflective of the nature, 
scope and influence of the 
change element occurring 
at the time in society.  
Affirmation 
4 
By 1980, powerful forces were 
influencing marketing thought. Wilkie 
The use of the term 
‘powerful forces’ suggests 
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and Moore refer to this era as the 
fragmentation of marketing thought. 
These forces took the form of ‘a 
growing globalisation of business 
education bringing new thinkers from 
around the world into marketing’ and 
growth in ‘specialized outlets to reflect 
the technical languages, methods and 
shared paradigms at work at the frontiers 
of marketing thought’ (225).  
that these forces 
influenced marketing 
thought which resulted in 
change taking the form of 
the fragmentation of 
marketing thought where 
in the practice of 
specialisation by the 
marketing fraternity led to 
the study of sub 
disciplines. 
Affirmation 
5 
‘The academic publication infrastructure 
that had slowly evolved over the 
previous forty-five years had now 
changed pace and direction’ (225). 
With this increased 
specialisation came change 
in the form of journals 
tailored specifically to the 
particular discipline being 
studied. 
Affirmation 
6 
Wilkie and Moore refer to the 1935 
definition of marketing wherein it is 
stated that marketing is ‘the performance 
of business activities that direct the flow 
of goods and services from producers to 
consumers’ (p.226) 
The 1935 definition 
implies ‘movement’ from 
producer to consumer and 
suggests progress, transfer 
or change from one state to 
another. 
Affirmation 
7 
The 1985 definition aims ‘to create 
exchanges that satisfy individual and 
organization objectives’ (226). 
An exchange implies a 
change in state; something 
has changed between the 
parties to the exchange. 
This change is state is in 
response to a need to 
satisfy individual and 
organisational objectives 
that are themselves always 
changing. Marketing is a 
discipline that is subject to 
and influenced by the 
condition of change. 
Affirmation 
8 
The 2004 marketing definition talks in 
terms of organizational function, 
processes for value generation and ‘for 
managing customer relationships’ (227). 
Similar to the 1985 
definition in terms of the 
influence of change, 
marketing as managing 
customer relationships is 
subject to and influenced 
by the condition of change. 
Customer relationships by 
their nature are always 
changing. 
Affirmation 
9 
Wilkie and Moore note that research on 
marketing and society is itself 
fragmented into those who pursue social 
marketing, marketing ethics, public 
policy and marketing, international 
consumer policy, consumer interest 
In describing this 
particular domain of 
marketing, a conclusion 
can be drawn that all such 
sub-disciplines of the 
study of marketing and 
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economists and macromarketing. 
 
Wilkie and Moore suggest unification of 
the research domain is hindered by such 
a singular focus. 
society share a common 
thread. That is, all sub-
disciplines are affected by 
and influenced by change. 
Social marketing implies 
marketing in a social 
change context, an 
individual’s understanding 
of ‘ethics’ changes in 
response to changing 
environmental factors and 
community expectations as 
do regulatory policies, 
legislation, cultures and 
politics, and the aggregate 
marketing system is 
inherent of change as it 
pursues an improved 
quality of life. 
Affirmation 
10 
Wilkie and Moore see ‘the aggregate 
marketing system (AGMS) as a huge, 
powerful, yet intricate complex 
operating to serve the needs of its host 
society. It differs for each society, in that 
it is an adaptive human and 
technological institution reflecting the 
idiosyncrasies of the people and their 
culture, geography, socio-political 
decisions, and economic opportunities 
and constraints’ (229).  
 
It is difficult for those outside of the 
marketing process and also academics to 
‘fully appreciate the scope and nuances 
of marketing’ (229). Wilkie and Moore 
specifically refer to three insights about 
marketing. These are (1) it 
‘accumulate[s] over time; (2) diffuse[s] 
through a society; and (3) occur[s] 
within the context of everyday life’ 
(229).  
The AGMS is inherent of 
change and requires this 
variable for it to operate 
successfully. The system 
adapts to changes in the 
operating environment, 
which take into account, 
for example, the 
uniqueness of people in 
society, their changing 
needs, and can be 
characterised as a system 
where change accumulates 
over time, is diffused 
throughout society and 
takes place every day. 
Affirmation 
11 
Wilkie and Moore call ‘for a larger 
conception of marketing’ (230). Further, 
according to both authors, ‘AGMS can 
open a number of vistas for 
investigation, particularly by fostering 
recognition of natural relationships 
within the complexity of a society and 
its development’ (230). 
One possible explanation 
of a larger conception of 
marketing could be 
marketing as change. A 
new vista for marketing 
endeavour is that of 
exploring the impact 
change as a variable has 
upon marketing. A natural 
relationship within the 
complexity of a society is 
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that of the ever-present 
variable, change.  
 
Summary Case Study 2 (CS 2) 
 
CS 2 provides evidence that substantiates the fundamental marketing tenet that the core 
element of marketing is the concept of exchange and in doing so confirms the existence 
of Axiom One, that marketing creates exchange. This evidence is largely implied in CS 
2 as the case study’s focus is upon the broader domain of marketing and society. 
Specific references to marketing as exchange are found in: Affirmations 6 (business 
activities); 7 (creating exchanges to satisfy needs); and 8 (processes for value 
generation). 
 
Axiom Two, Evidence marketing is change, is satisfied throughout this case study.  
 
CS 2 provides this evidence in terms of: defining marketing in the early twentieth 
century as a distribution system which allowed civilisations to evolve implying that 
efficient marketing distribution channels changed the course of society (Affirmation 1); 
Marketing thought (1950s to 1980s) developed in response to the significant change 
occurring in society, for example post war economic boom, was expressed only in terms 
of exchange (generic theory of marketing), but not reflective of the nature, scope and 
influence of the change occurring at the time in society and in the marketing 
environment (Affirmation 3); the evolving nature of marketing thought which changed 
the construct of the marketing discipline and led to fragmentation of thought in terms of 
the emergence of sub disciplines, reflecting the globalisation of business education, and 
new thinkers, as well as the advent of new specialisations of thought (Affirmation 4) 
and academic publication infrastructure (Affirmation 5); the author’s reference to the 
1935 marketing definition which implies the movement (change) of goods and services 
from producer to consumer (Affirmation 6); reference to the 1985 marketing definition 
of the creation of exchanges which implies a change in state or condition for the parties 
who are the subjects of the exchange (Affirmation 7); the 2004 marketing definition 
referring to managing customer relationships, which are by their nature influenced by 
the condition of change and always changing (Affirmation 8); the author’s reference to 
the aggregate marketing system as an adaptive human and technological institution, 
adapting to its changing operating environment, an element of the marketing system 
which is necessary for its success (Affirmation 10). 
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 2 Yes – implied 
and direct 
Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 3 
  
BOOK: The History of Marketing Thought, Tadajewski, Mark and Jones, 
D.G. Brian, Vol. 1, 2008, London. Chapter 10 A History of 
Marketing Thought 
 
AUTHOR:   Jones, D.G. Brian and Shaw, Eric H. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The aim of this article is to provide the authors’ perspective on the history of 
marketing thought. Jones and Shaw detail this history by conducting a chronological 
assessment taking the form of: medieval times to the Industrial Revolution; the era 
between 1900 and 1957; and post-1957, defined as the modern era of marketing. In 
doing so Jones and Shaw believe that such an endeavour is useful to the marketing 
scholar as it provides a framework for collecting, building and integrating 
knowledge. It also affords the scholar the opportunity to reflect on this knowledge 
and learn from it with the view of advancing marketing thought. In this vein Jones 
and Shaw conclude with a discussion about the state of historical research on 
marketing thought and provide some direction for future research.  
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Book chapters 
Journal Ranking N/a 
Peer Reviewed Journal N/a 
Author  Credible Expert (124 results for D.G. 
Brian Jones – 116 results for Eric H. Shaw 
– Google Scholar 8th March 2013) 
Does the article represent original thought? Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a scholarly 
record? 
Yes 
How many times has the article been 
cited? 
Chapter cited 47 times (Google Scholar 8th 
March 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 47 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny - Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
Jones and Shaw refer to the earlier work 
of Cassels (1936) on the subject of the 
history of ancient and medieval marketing 
thought and, in particular, the views held 
of trade at these times. Jones and Shaw 
make note of comments attributed by 
Casells to St Thomas Aquinas and state 
‘that a trader may sell for a higher price’ 
(169) ‘either because the price has 
changed with a change of place or time’ 
(Cassels 1936:131).  
The viewpoint expressed 
demonstrates the presence 
of change in the marketing 
process. 
Affirmation 
2 
Jones and Shaw detail Bartels’s 
description of ‘Periods’ of marketing 
thought development, in particular 
making reference to the Period of 
Reappraisal, 1940-1950, wherein they 
reference Duddy and Revzan (1947), who 
saw ‘the marketing structure as an organic 
whole made up of interrelated parts, 
subject to growth and change’ (180).  
The marketing structure is 
inherent of change, equally 
expressed as ‘growth’, 
which implies positive 
change. 
Affirmation 
3  
Jones and Shaw (181) refer to Alderson’s 
focus upon marketing systems as an 
approach that offers ‘the only possibility 
of providing a unity to all the other sub-
areas of marketing thought in the general 
theory’.  
The structure of marketing 
systems, inclusive of the 
institutions and 
organisations associated 
with marketing, possess the 
fundamental characteristic 
of change. Change allows 
the system and its 
constituent parts to survive, 
grow and prosper. 
Expanding upon Alderson’s 
thinking, the inference is 
that for the marketing 
system to be effective, 
recognition of the 
important role of change 
should be stated. The 
concept of change is the 
element by which sub-
disciplines of marketing 
can be unified. 
Affirmation 
4 
Jones and Shaw (189) refer to a study 
conducted by Jones (1997) wherein Jones 
considered the use of the machine 
metaphor by Shaw (1912): ‘Shaw 
believed that marketing involved the 
application of motion to material. He felt 
Shaw’s use of the term 
‘motion’ implies movement 
and change. The marketing 
system according to Shaw 
was inherent of this motion 
and movement and thus it 
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that scientific study of marketing should 
focus on identifying the motions 
operating in the marketing system. Shaw 
identified five such motions, but insisted 
that the analysis was incomplete’ (189). 
can be construed the system 
has the concept of change 
as a critical in-built factor 
for its success. 
 
Summary Case Study 3 (CS 3) 
 
CS 3 implies that marketing as exchange is the starting point for an understanding of 
marketing thought development and, given the focus of the case study upon providing a 
perspective on the history of marketing thought, it is therefore interpreted as a building 
block for the future development of the discipline. An indirect reference to marketing as 
exchange is found in Affirmation 1, which refers to traders selling (thus exchanging) for 
a higher price.  
 
Evidence is demonstrated in this case study that marketing can be expressed as change, 
thus confirming Axiom Two. For example: the marketing mix element of price changes 
with a change of place or time demonstrating the presence of change in the marketing 
process (Affirmation 1); the marketing structure, organic in nature and made up of 
interconnected parts is subject to growth and change thus demonstrating marketing as 
inherent of change (Affirmation 2 and 3); and in referencing Shaw’s (1912) principle of 
the application of motion to material, change expressed as movement is suggested to 
exist in the marketing system (Affirmation 4). 
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 3 Yes – implied 
and indirect 
Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 4 
  
ARTICLE: The Role of Marketing in Early Theories of Economic 
Development 
 
AUTHOR:   Dixon, D.F. 
 
PUBLICATION: Journal of Macromarketing, Vol. 20, Fall, 1981pgs 19-27.  
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
This article expands upon and explains the role that marketing played in early theories 
of economic development. The author achieved this objective by viewing the subject 
matter from both the macro perspective, and not the traditional micro marketing 
management perspective, and by means of analysing the rich heritage of historical 
marketing literature that emerged in Europe in the Middle Ages. This treatment of 
marketing, as a holistic system that serves society, offers an alternative explanation for 
how marketing can be understood. A common feature of such systems is that they are 
subject to, and function because of, the variable ‘change’. Be that, as Dixon points out, 
change in cost structures, population growth or technological advancement. These 
changes impact upon marketing’s role in economic development.  
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Macromarketing  
Journal Ranking Tier 3 
Peer Reviewed Journal Yes 
Author  Credible Expert (131 results for D.F. 
Dixon – Google Scholar 14th March 2013) 
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited 26 times (Google Scholar 14th 
March 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 26 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
Dixon refers to marketing providing 
market opportunities ‘which in turn 
stimulate factor employment in all sectors 
of the economy’ (19). 
The output of stimulation is 
change. Stimulate, used in 
the ‘positive’ is a word that 
denotes change and, in this 
case, suggests that factor 
employment will change 
for the positive. The 
practice of marketing 
changes factor employment 
in all sectors of the 
economy. 
Affirmation 
2 
Talking about the role of marketing in 
economic development from the 
macromarketing perspective Dixon 
references North and Thomas (1973:93) 
who state that ‘Production for the market 
involves besides the production of the 
good the process of making various 
transfers until the good reaches the 
consumer’ and that the ‘driving force 
behind economic development in pre-
industrial society is the decline in 
transaction costs’ (20) brought about by 
population growth and greater economies 
of scale. 
Production is a part of the 
marketing process. The 
description of production as 
the process of transfers 
implies that as transfers 
occur between actors these 
transfers are characterised 
by change. 
Equally so, a decline in 
transaction costs implies 
that these costs are 
experiencing change, which 
is positive for the 
marketing of goods and 
services in terms of a 
reduction in price. The 
presence of change also 
extends to external 
environmental factors 
affecting the marketing 
planning process such as 
population growth and 
improved economies of 
scale.  
These changes improve the 
efficiency of the marketing 
planning process that led to 
goods being exchanged. 
The steps leading up to and 
including the exchange 
itself are conditional upon 
change taking place within 
this process. 
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Affirmation 
3  
By recognising ‘trade as the key element 
in national economic development’ (20), 
the authors seek to ‘demonstrate the 
relationship of marketing and economic 
development’ (20). The act of trade 
implies the practice of marketing as 
understood by the concept of exchange 
and the various actors and actions 
involved. Dixon states the subject matter 
(merchant, buying and selling, trade) is 
clearly marketing. Noting this 
relationship, Dixon states that economic 
development defined as ‘a sustained 
increase in the real national output of 
goods and services, especially output per 
capita’ (20) … ‘may be expanded by an 
increase in the efficiency with which 
inputs are utilized, which may be 
derived from economies of scale, new 
technology or reductions in the cost of 
utilizing the market as an economic 
institution’ (20). 
The expansion of national 
output (economic 
development) by means of 
increasing input efficiency, 
better economies of scale, 
advanced technology and 
lower costs implies the 
importance of change in 
trade and thus the practice 
of marketing. Without 
such change, marketing 
stalls. 
 
Summary Case Study 4 (CS 4) 
 
CS 4 implies marketing as exchange. Direct reference is made to marketing as exchange 
in Affirmation 2 wherein it is stated that marketing production is a process of making 
various transfers in order to reach the end point of the customer. Further, Affirmation 3 
notes that economic development is built upon trade implying the practice of marketing 
as understood by the concept of exchange.  
 
CS 4 presents evidence that marketing can be expressed as change, thus confirming 
Axiom Two. For example, the practice of marketing generates opportunities in the 
environment in which it operates. This opportunity, in turn, creates change in this 
environment. (Affirmation 1). The driving force in marketing’s role in economic 
development is the reduction in transaction costs, that is, downward changes in the cost 
structure are brought about by changes in the operating environment expressed as 
population growth and greater economies of scale (Affirmation 2). By developing a 
nation’s economy through creating better economies of scale, increasing input 
efficiencies and utilising advanced technologies, change becomes an inherent marketing 
ingredient, without such change marketing’s role in economic development stalls 
(Affirmation 3). 
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Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 4 Yes – Direct Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 5 
  
Article:  Marketing’s Contribution to Society 
 
AUTHOR:   Wilkie, William L., and Moore, Elizabeth S. 
 
PUBLICATION: Journal of Marketing, Vol. 63, (Special issue) 1999 pgs. 198-218. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The authors’ aim is to reflect upon the relationship with, and reach of, the marketing 
field in today’s society noting, in particular, the contribution the marketing discipline 
has made over time to society. The article, written at the turn of the century, provides 
valuable insight into the distinctly multifaceted, dynamic, human institution the 
‘aggregate marketing system’. In doing so, an appreciation of the history of marketing 
thought is one outcome of benefit for this thesis as is the authors’ determination to 
better understand the nature of marketing in terms of its structure, activities, benefits to 
society, and its future potential. 
 
Wilkie and Moore’s focus upon the entire marketing system justifies the article’s 
inclusion in this historical analysis section of the thesis. By detailing the structure of the 
aggregate marketing system an analysis of the article provides examples of where the 
act of marketing appears to be preconditioned upon the concept of change. These 
examples are positive affirmation of the research problem asked and confirm the axiom 
stated. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Marketing 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (959 results for William L 
Wilkie  – 266 results for Elizabeth S. 
Moore – Google Scholar 12th November 
2012) 
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited 182 times (Google Scholar 
12th November 2012) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 182 times 
Is the content of the article worthy of Yes, as proven by the number of citations 
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further academic analysis? 
 
THE TEST OF EVIDENCE: 
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
‘Three early insights we gained in this 
project were that marketing’s 
contributions (1) accumulate over time, 
(2) diffuse through a society and (3) 
occur within the context of everyday life’ 
(198) 
Within the context of 
everyday life ‘change’ is 
an essential element. 
Affirmation 
2 
Wilkie and Moore demonstrate 
marketing’s contribution by providing a 
story line entitled ‘A View Across Time: 
Marketing’s Impact on Daily Life in the 
United States’. The subject Mary, ‘is 
imagining her ancestor’s times and how 
very much life has changed’ (199) 
compared with that of today. Wilkie and 
Moore conclude ‘The aggregate 
marketing system … has delivered most 
of these changes to society’ and 
‘continues to deliver change’ into the 
future (199). 
The aggregate marketing 
system is inherent of 
change, be it in the past, 
present and future. 
Affirmation 
3 
Wilkie and Moore explain the workings 
of the aggregate marketing system by 
illustrating how ‘the outputs of a small 
number of marketing channels are 
brought together for the purpose of 
consumption’ (200) as the subject of the 
illustration, Tiffany Jones sits down for 
breakfast. The authors deduce that 
‘breakfast represents an interesting 
confluence of forces from the aggregate 
marketing system’ (200). 
The outcome of the 
‘confluence of forces’, that 
is, the coming together of 
various elements within 
the aggregate marketing 
system, is a change from 
one state to another. 
Affirmation 
4 
This illustration further demonstrates by 
means of Figure 1 (202) how basic 
breakfast foods (for example, coffee and 
pastries) function within a marketing 
system from the initial freshly picked 
coffee bean in the field to the final 
brewed hot cup of coffee enjoyed around 
the kitchen table. The forces that operate 
within this marketing system come 
together to deliver a product of value to 
the customer.  
Figure 1 demonstrates 
these forces by means of 
sequential arrows 
suggesting motion, 
movement and activity. 
These forces also suggest a 
change in state from one 
stage to another and 
indicate that the condition 
of change is inherent as 
each stage along the value 
chain is performed and 
completed by an exchange. 
Affirmation Wilkie and Moore discuss the properties  
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5 of the aggregate marketing system 
(Figure 2, 205). Properties of interest in 
the aggregate marketing system include: 
 
‘Planned and continuous flows among 
participants, including flows of goods 
and materials, service deliveries, dollar 
payments, and flows of information and 
influence’ (205). 
 
‘Is a key basis for resource allocation in a 
market economy, because consumer 
responses to market offerings determine 
which goods and services are created in 
the future’ (205). 
 
‘Is governed by forces for efficiency, 
most notably self-interest, competition, 
and characteristics of market demand’ 
(205); the aggregate marketing system 
‘also works to bring a dynamism to 
society that encourages continual growth 
and progress’ (205); ‘marketers know 
that observed demand is not really fixed 
and that consumers can be highly 
responsive to differing marketing 
programs’ (205). ‘Is an open system, 
geared towards growth and innovation’ 
(205). 
 
The aggregate marketing system brings 
‘huge, positive changes to the daily lives 
of its society’s members’ (206). 
 
 
 
 
 
Such flows indicate 
change from one state to 
another.  
 
 
 
Consumer responses 
change and lead to changes 
in goods and service 
offerings. 
 
 
Forces, demand, 
dynamism, growth and 
progress suggest that the 
marketing system is never 
static and is subject to 
continuous change. 
 
 
 
 
Affirmation 
6 
Wilkie and Moore note the words of 
Adam Smith ‘Consumption is the sole 
end and purpose of all production’ (206). 
‘In this regard, the aggregate marketing 
system is involved directly in delivering 
the standard of living enjoyed by 
society’s members’ (206). 
The aggregate marketing 
system delivers a society’s 
standard of living, which 
changes as societies evolve 
through product and 
service innovation, shifting 
consumer trends, and 
improved prosperity.  
Affirmation 
7 
Wilkie and Moore refer to Peter 
Drucker’s 1958 views on the subject of 
‘Marketing and Economic Development’ 
and note the role marketing plays through 
the various stages of economic 
development (subsistence economy, early 
urbanised economies and market 
orientated economies), which aims to 
progress society.  
A feature of this progress 
is the ever-present concept 
of change. Marketing and 
change are intrinsically 
linked in order to attain 
each stage of a society’s 
economic development.  
Affirmation ‘A marketing exchange relies on both Indicates that for 
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8 transacting parties’ expectations to be 
better off’ (209).  
transacting parties to be 
better off change must 
occur in the marketing 
system. 
Affirmation 
9  
The aggregate marketing system ‘is 
based on its emphasis on a continual 
search for improvement’ (211). ‘Pressure 
for improvements in the system are 
relentless, and the positive benefits of 
this force should be appreciated’ (212). 
A continual search for 
improvement indicates that 
change is an inherent 
component of the 
aggregate marketing 
system and is recognised 
as a force to be respected 
within this system. 
Affirmation 
10 
‘Because of the marketing system’s 
openness to change, opportunities abound 
for feelings of personal growth and 
individual autonomy’ (213). 
The marketing system 
acknowledges the concept 
of change as operating 
within its domain. 
 
Summary Case Study 5 (CS 5) 
 
Axiom 1 is satisfied in CS 5 given the assumption by the authors that within the 
marketing system exchanges are created. Evidence to this effect is provided in 
Affirmation 4 wherein products of value are delivered to the customer by means of an 
exchange. Further, Affirmation 8 refers specifically to a marketing exchange requiring 
both parties to the transaction being better off.  
 
The value of this case study is the specific references detailed supporting Axiom 2 that 
the act of marketing is preconditioned upon the concept of change. CS 5 provides 
evidence that change is an essential component of the Aggregate Marketing System 
(AMS).  
 
Affirmation 1 attests to this view by referring to marketing’s contribution occurring 
within the context of everyday life, a context in which change is a distinct feature. 
Affirmation 2 refers specifically to the AMS as having produced most of the changes to 
society and will continue to provide change into the future. Affirmation 3 describes the 
AMS as facilitating a confluence of forces, the outcome of which is a change from one 
state to another. Affirmation 5 refers to planned and continuous flows among 
participants indicating changes from one state to another and that the AMS encourages 
continuous growth and progress (change). Affirmation 8 indicates that for marketing 
exchange to be effective, transacting parties experience change in the marketing 
process. Affirmation 10 states that the marketing system is open to change. 
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Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 5 Yes – Implied 
and Direct 
Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 6 
 
ARTICLE: Influences on the Development of Marketing Thought, 1900-
1923 
 
AUTHOR:   Bartels, Robert 
 
PUBLICATION: Journal of Marketing, Vol. XVI, No 1, 1951 pgs. 1-17. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
This article identifies and comments on what the author sees as the earliest subjective 
influences to have shaped contemporary marketing thought up to the time of the 
article’s publication in 1951. Bartels identifies the timeline of 1900 (the start of modern 
marketing thought) to the mid 1920’s (1923) as a period worthy of such study due to 
‘the substantial and uniform body of marketing thought’ (1) that had developed as a 
result of an ‘initial group of student-writers’ (2) active at this time. Bartels premise is 
that these writers and their thoughts reveal the crux of contemporary marketing thought. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Marketing 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (5730 results for Robert 
Bartels – Google Scholar 27th December 
2012) 
Does the article represent original thought? Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a scholarly 
record? 
Yes 
How many times has the article been 
cited? 
Article cited 54 times (Google Scholar 
27th December 2012) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 54 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
Bartels refers to tangible demonstrations 
of influences which affected ‘the form 
and content of marketing thought’ (1), 
and which ‘usually reflected the nature of 
the predominant marketing problem’ (1) 
of the time. 
It is worthy to note that an 
aspect of these marketing 
problems was that they 
tended to be representative 
of the economic, social, 
political, technological and 
legal environments of the 
time. These environments 
were typically characterised 
by the ever-present variable 
of change with associated 
theory, thought and practice 
influenced by such change. 
As such, change influenced 
marketing’s role within 
these domains with, for 
example, a concentration 
upon distribution channels 
for agricultural efficiency.  
Affirmation 
2 
‘Interest in marketing germinated not so 
much in specific courses in that subject as 
in progressive study of economics’ (5) as 
promoted by the progressive environment 
found in the Wisconsin and Harvard 
Universities. 
The catalyst for marketing 
thought development rested 
with the advanced study of 
economics. Advanced 
economic thought resulted 
in individuals making a 
career out of marketing. 
The study of marketing 
developed as a function of 
an evolving understanding 
of the economics discipline. 
This fact implies the 
changing nature of 
economic thought, that is, 
the influence of change 
upon the development of 
economic and subsequently 
marketing thought. 
Affirmation 
3  
Bartels refers to an early marketing 
pioneer by the name of Arch W. Shaw 
from Harvard University. Shaw became 
interested in market distribution and 
while seeking to establish a name for this 
activity ‘his thinking was further 
influenced by an awareness of the 
constant change which pervades all 
things’ (9). As a result, Shaw conceived 
‘marketing as the process of ‘matter in 
Shaw’s ‘matter in motion’ 
was premised upon an 
acknowledgement that 
continuous, relentless 
change not only dominates 
all things, but is 
fundamental to all things.  
 
Shaw saw distribution 
channels (marketing) as 
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motion’, and to discern therein the 
uniformity and order which he had found 
in other business practice’ (9). 
being influenced by 
constant change. This 
change he concluded led to 
uniformity and order in not 
only the marketing process 
but also other business 
practices. Shaw thus 
interprets marketing as 
being preconditioned upon 
the concept of change.  
Affirmation 
4 
Bartels concludes ‘that the early analysis 
and statement of marketing have 
remained sound and tenable and for the 
most part have been only refined and 
elaborated by subsequent writings’ (17). 
Such analysis and the subsequent 
interpretations of marketing featured as a 
stimuli a ‘environment of progressive 
economic thought’ and ‘other 
environmental factors’(17), such as 
learning the discipline of marketing by 
solving the problems found personally in 
the academic and practitioner’s business  
activity. 
For progressive economic 
thought to flourish, 
recognition must be given 
to the importance and 
influence of the change 
variable as demonstrated by 
the work of Shaw (‘matters 
in motion’). The output of 
such progressive economic 
thought was the scoping of 
a new discipline so named 
‘marketing’ which was 
reflective of changing 
environmental factors and 
the subsequent problems 
this change generated. For 
example, changes in 
agriculture and changes 
which resulted in 
population drift to cities and 
large urban areas resulted in 
problems with ensuring 
farm produce was 
distributed to consumers 
efficiently and effectively. 
It follows that the new 
discipline, as promoted by 
Wisconsin and Harvard 
Universities, is not only the 
outcome of change, but 
requires change to function, 
and thus should be inherent 
of the constancy of change 
in its definition and role. 
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Summary Case Study 6 (CS 6) 
 
No specific reference is made to the intent of Axiom One that marketing creates 
exchange. However CS 6 notes the role of economics in the development of marketing 
thought and, in doing so, implies the existence, in such a role, of economic exchanges. 
 
CS 6 supports Axiom Two by providing evidence marketing is change. In this case 
study, evidence takes the form of: the influence of change which led to the advanced 
study of economics heralding the development of marketing thought (Affirmation 2) 
and influences that are reflective of the nature of contemporary marketing problems, 
which were inherent and shaped by forces such as the changes occurring in the social, 
political, technological and economic environments of the time (Affirmation 1, 4). 
Evidence also included the definition of marketing as the process of matter in motion 
(Shaw 1912)  wherein Shaw acknowledges that his thinking was influenced by an 
awareness of the constant change which pervades all things and is thus fundamental to 
an understanding of marketing theory and practice (Affirmation 3).  
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 6 Yes – Implied  Yes Yes 
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 HISTORICAL ANALYSIS MODEL – CASE STUDY 7 
 
  
ARTICLE:  A Challenge to Marketing Men 
 
AUTHOR:   Francis, Clarence 
 
PUBLICATION: Journal of Marketing, Vol. 3, No. 1, 1938 pgs. 27-33. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The aim of this article is to challenge the marketing profession and its practitioners to 
not accept the stereotypic view of marketing held by consumers. Consumers see the 
discipline and its practitioners as only seeking ‘to cram down customer’s throats a lot of 
things they don’t want or need’ (27). The challenge presented by Francis, as a great 
opportunity, is to educate the public about marketing’s objective, in a manner in which 
the public appreciates. Consumers do not see marketing is a positive light, nor do they 
realise that marketing serves to improve standards of living, to feed to hungry, to 
provide clothing and shelter to those less fortunate, to build stronger domestic markets, 
and to reduce waste through more efficient distribution and more effective advertising. 
The article is a rally call for the profession but importantly it acknowledges the presence 
of change in marketing. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Marketing 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (109 results for Clarence 
Francis  – Google Scholar 18th January 
2013) and leading practitioner 
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited zero times (Google Scholar 
18 January 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, this is a practitioner address to the 
community 
Is the content of the article worthy of 
further academic analysis? 
Yes as demonstrated by its practitioner 
impact 
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THE TEST OF EVIDENCE: 
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
‘Change has long been the essence of 
marketing progress. If change is to be 
opportune, it must be made with due 
consideration to trends in consumer 
habits and general mass movement’ (27). 
If change has been at the 
core of marketing progress 
(inclusive of marketing 
thought), then it stands to 
reason that change should 
form part of any 
definitional understanding 
of marketing. 
Affirmation 
2 
Francis talks of the positive contribution 
marketing makes to society noting that 
marketing ‘serves to raise their standard 
of living’ (27).  
Implies that marketing 
betters society by making 
positive changes that result 
in its standard of living 
being improved. Marketing 
and marketers serve to 
change living standards.  
Affirmation 
3 
‘All these situations are challenges to 
marketing people, if they are going to 
work toward their objective of raised 
standards of living and larger markets’ 
(p.30) 
Marketing functions within 
markets. The use of the 
term ‘larger markets’ 
implies that marketing 
people see as their 
objective the need to 
transform or change 
smaller markets to larger 
markets. For example, 
local community markets 
to broader regional or state 
markets, from state 
markets to national 
markets, from national 
markets to international 
markets. Change is the 
essence of such business 
logic. 
 
Summary Case Study 7 (CS 7) 
 
Axiom One – marketing creates exchange is satisfied in this case study by reference to 
Affirmation 3 wherein it is inferred that an objective of marketing is the creation of 
larger markets, and the purpose of such markets is to create exchanges. 
 
The concept that change is a precondition for the act of marketing and marketing 
thought development is evident in this case study. Axiom Two is confirmed in that CS 7 
refers specifically to change as being the substance of marketing progress. The concept 
of change is presented as being an apt concept for detailing the nature of this substance 
by reference to the marketing process needing to consider such components as the 
trends in consumer habits and general mass movement, which are both inherent of and 
subject to the element of change (Affirmation 1). CS 7 also refers to raising standards of 
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living. Such an outcome implies that the act of marketing improves society through 
positive change resulting in an improved standard of living (Affirmation 2). 
 
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 7 Yes – Implied  Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 8 
  
ARTICLE:  Towards a Theory of Marketing 
 
AUTHOR:   Alderson W., and Cox, R. 
 
PUBLICATION: Journal of Marketing, Vol. XIII, No 2, 1948pgs. 137-152. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The author’s aim in writing this article is to progress towards a theory of marketing. 
Alderson and Cox state this pursuit is in response to a stronger desire to understand 
what marketing is in order for the discipline to address the problems of marketing 
defined as the haphazard accumulation of facts to date, and the absence of principles 
that underpin these known facts of marketing. Alderson and Cox believe there is a need 
for a structured analytical framework to underpin these facts and that this framework 
would be expressed as a theory of marketing where the general or abstract principles of 
marketing would be articulated. They feel that the marketing literature of the time is 
devoid of such a perspective and that the focus of ‘marketing men’ (139) must be upon 
addressing the ‘less-than-satisfactory position of marketing theory’ (139). 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Marketing 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (1770 results for Wroe 
Alderson – 765 results for Reavis Cox – 
Google Scholar 14th May 2013) 
Does the article represent original thought? Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a scholarly 
record? 
Yes 
How many times has the article been 
cited? 
Article cited 184 times (Google Scholar 
14th May 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 184 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
‘Economic theory has sometimes 
evaded problems raised by time through 
analysing instantaneous relationships 
instead of utilizing period analysis’ 
(140). 
Marketing has long been 
recognised as being about 
solving economic 
problems (and later other 
types of problems, such as 
social). The study of 
marketing to date has 
focused on ‘instantaneous 
relationships’, which has 
culminated in the principle 
of exchange being 
universally recognised as 
the core element of 
marketing. 
An alternative is to view 
marketing from the 
perspective of the 
problems that arise over 
time. One such constant 
problem is the influence 
that the variable change 
has on the practice of 
marketing and marketing 
thought development. In 
this case, change occurring 
over time is not the result 
of an instantaneous 
transaction. Alderson and 
Cox’s use of the term 
‘period analysis’ justifies 
the practice of applying 
Historical Analysis 
Methodology to marketing 
scholarship.  
Affirmation 
2 
Alderson and Cox expand upon the 
study of marketing as analysing 
instantaneous relationships by stating 
that ‘A market becomes an organization 
existing in full maturity at a given 
instant of time, rather than an organism 
growing and changing through time’ 
(140). 
The study of marketing 
(markets) should not only 
be about the given instant 
in time, ‘the exchange’ per 
se, but also about the 
organism, marketing, over 
the fullness of time where 
‘the force of change’ plays 
a fundamental role. This 
role extends to the 
definition, form, structure 
and paradigm of 
marketing. 
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Affirmation 
3  
‘business management and the 
management of consumption both 
operate by making decisions intended to 
maximise results under a continuous 
function. Little or no weight is given to 
the fact that decisions are really 
discontinuous’ (141). 
These decisions are made 
on the assumption that the 
environment in which the 
marketer operates is a 
continuous ‘static’ one.  
This is not reality.  
Such thinking reinforces 
the nature of marketing 
scholarship to date in 
terms of it being the study 
of instantaneous 
relationships. 
The environment in which 
marketing decisions are 
made is a discontinuous 
one, so created by the 
ever-present variable of 
change.  
An alternative formulation 
of marketing would note 
the presence of change in 
the marketing decision 
making process.  
Affirmation 
4 
In this article, Alderson and Cox look to 
possible sources for a theory of 
marketing. An obvious source is that of 
economic theory. Alderson and Cox 
note the work of institutional economist 
John R. Commons who studies the 
nature of transactions, in particular 
routine and fully negotiated transactions. 
‘Upon this idea can be built a 
meaningful analysis of changes in the 
ways buyers and sellers do business and 
of the significance of these changes for 
cost of marketing’ (143) 
In this case, Alderson and 
Cox refer not to the 
transaction (exchange) as 
the only source material 
for marketing theory but, 
in fact, draw reference to 
the existence of another 
variable ‘change’ in order 
to facilitate a more 
complete understanding of 
marketing thought. They 
note that buyers and sellers 
change the way they do 
business. They also note 
that these changes impact 
upon marketing in the 
form of costs. The authors 
state this is worthy of 
further analysis. 
Affirmation 
5 
According to Alderson and Cox, 
economic theory needs to progress 
further as it does not account fully for an 
appropriate explanation of marketing. 
‘Any market analyst who sees his role as 
that of facilitating adjustments of private 
and public policy in a world of change 
must grow impatient with the faltering 
attempts of economic theorists to deal 
with the dynamic aspects of an 
An appropriate explanation 
of marketing must 
incorporate the dynamic 
aspects of an enterprise 
economy which, by its 
nature, functions in a 
world of change. An 
appropriate explanation of 
marketing must 
incorporate the concept of 
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enterprise economy’ (151). change. 
Affirmation 
6 
‘The most acute marketing problems are 
precipitated by the facts of technological 
change’ (151). 
Change, in this case in the 
form of technological 
change, is part of the 
scholarship of marketing 
and, therefore, the domain 
of marketing. 
Affirmation 
7 
‘The market analyst does not have the 
luxury of choice as to whether he will 
adopt a dynamic view. At the very least 
he must take account of technological 
change in marketing’ (151). 
Any definitional and 
paradigmatic 
understanding of 
marketing must be 
inclusive of the concept of 
change. Marketing occurs 
because of and in sync 
with change.  
Affirmation 
8 
‘Progressive changes in the technology 
of distribution, in the methods and 
channels of marketing, are surely 
significant for economic theory. They 
are of the essence of any perspective 
which might be distinguished as 
marketing theory’ (151). 
Change is the essence of 
any marketing theory. 
Affirmation 
9 
Alderson and Cox refer to a possible 
source of marketing theory being found 
in the study of group behaviour. They 
introduce, in a marketing sense, the 
concept of ‘organised behaviour 
system’, as the rudimentary principle of 
group behaviourism.  
In so doing they state ‘that an organized 
behaviour system is not a neutral 
framework or container for the actions 
and evaluations which take place within 
it. That is to say that a market changes 
day by day through the very fact that 
goods are bought and sold. While 
evaluation is taking place within a 
marketing structure, the structure itself 
is being rendered weaker or stronger and 
the changes in organization which 
follow will have an impact on 
tomorrow’s evaluations. Marketing 
theory will not provide an adequate 
approach if it ignores this interaction 
between the system and the processes 
which take place within it.’ (151). 
Alderson and Cox’s theory 
of marketing is premised 
upon the concept of an 
organised behaviour 
system later expressed by 
Alderson (1957) as a firm 
and household. This 
system they state is active, 
dynamic, and always 
changing. Change plays a 
significant part in the 
interaction between the 
system and its processes. 
Such change impacts upon 
the marketing environment 
for example anticipating 
and meeting consumer 
needs, which change day 
to day and in terms of the 
structure of marketing 
where, for example, 
distribution channels 
change to facilitate more 
efficient delivery of 
product to the market. 
Finally one draws the 
conclusion that this 
interaction, predicated by 
inherent change, cannot be 
ignored if a fuller 
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explanation of marketing 
theory is sought.  
 
Summary Case Study 8 (CS 8) 
 
CS 8 satisfies Axiom One by referring to economic theory, the foundation of marketing 
scholarship, as the study of instantaneous relationships (exchanges). The study of 
marketing is about problem solving, economic or otherwise and, accordingly, the 
principles of exchange are recognised in these instantaneous relationships (Affirmation 
1). Equally, the aim of the market is achieved through the attainment of instantaneous 
relationships or exchanges at a given instant in time (Affirmation 2). CS 8 further 
provides evidence of marketing creating exchanges by reference to: the management of 
consumption (i.e. managing the decisions to facilitate exchanges) in a continuous, 
uninterrupted environment (Affirmation 3); and noting that economic theory (in 
particular, the study of the nature of transactions) is a possible source for a theory of 
marketing (Affirmation 4). 
 
In CS 8, Axiom Two is satisfied by the articulation of an alternative way of viewing 
marketing. By viewing marketing from the perspective of solving problems that arise 
over time, it becomes evident that the element of change is a variable that has 
influenced both marketing thought development and practice over time (Affirmation 1). 
From this perspective, marketing as change occurs over time and not solely expressed 
as the result of an instantaneous transaction an exchange. Consistent with this 
perspective is Affirmation 2 wherein marketing is viewed as an organism that grows 
and changes throughout time as opposed to fixed in time as found in exchanges. Further 
evidence exists in the form of appreciating that marketing decisions are made in an 
environment that is in fact discontinuous or uncertain (Affirmation 3). This 
discontinuity is brought about by the ever-present variable of change existing in the 
marketing operating environment. By appreciating the role of exchange in marketing, 
CS 8 additionally satisfies Axiom 2 by referring to the need to examine the changes in 
the techniques in which buyers and sellers conduct business and the impacts of these 
changes on the cost of marketing (Affirmation 4). CS 8 determines that an appropriate 
explanation for marketing must acknowledge that marketing operates in a world of 
change expressed in this case study as the dynamic aspects of an enterprise economy; 
aspects which the economic theorists have failed to deal with effectively (Affirmation 
5). Marketing as change is given more credence in Affirmations 6, 7 and 8 where CS 8 
refers to marketing problems being borne out of technological change. The evidence as 
presented in these affirmations allows the researcher to conclude that progressive 
change, in this case technological change, is the essence of explaining the substance of 
marketing theory. Finally, CS 8 describes marketing in terms of an organised behaviour 
system; a system that is not static or neutral, but instead active, dynamic and always 
subject to change. Acknowledging the interaction between this system and its inherent 
element of change advances a possible explanation for marketing theory. 
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Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 8 Yes – Direct  Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 9 
  
BOOK: Dynamic Marketing Behavior: A Functionalist Theory of 
Marketing, Chapter 3, Transactions and Transvections, pgs. 75-
97. 
 
AUTHOR:   Alderson, Wroe. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
Alderson’s aim in writing what turned out to be his final piece of work was his 
relentless pursuit to discover general truths about the marketing discipline. Alderson 
discusses the lack of opportunity ‘to engage in basic research in marketing’ (4) and 
to deal with more general questions than those related to the specific problems of a 
specific client’ (4). Among Alderson’s many contributions to the marketing thought 
literature was the concept of ‘Transvections’, which he described as a more 
powerful concept by which to explain marketing. Transvections build upon all the 
exchanges (transactions) that take place in the marketing process, but also by their 
nature take into account all the transformations or changes that take place in this 
process. He described a transvection as a ‘unit of action’ (86) flowing through the 
marketing system in the form of a combination of sorts (exchanges) and 
transformations (changes). It was upon this understanding Alderson proposed a 
general theory of marketing. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Book Chapter 
Journal Ranking N/a 
Peer Reviewed Journal N/a 
Author  Credible Expert (1750 results for Wroe 
Alderson– Google Scholar 27th March 
2013) 
Does the book represent original thought? Yes 
Is the book in the public domain? Yes 
Is the book a primary document? Yes 
Is the book an accurate statement of 
marketing thought? 
Yes 
Is the aim of the book to make a scholarly 
record? 
Yes 
How many times has the book been cited? Article cited 800 times (Google Scholar 
27th March 2013) 
Are the findings of the book plausible and 
of scholarly interest to the marketing 
community?  
Yes, cited 800 times 
Is the content of the book worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
Alderson refers to the ‘agreement 
between the buyer and seller’ and that 
this agreement ‘settles one or more 
issues about the movement of goods’ 
(76). 
The use of the term 
‘movement’ implies a shift, 
interchange or transfer – a 
change – in this case from 
one agent the buyer to 
another agent the seller.  
Affirmation 
2 
With regard to the consideration of 
transactions between parties Alderson 
refers to ‘three main possibilities’ for 
these transactions: ‘These are transfer of 
sales responsibility, transfer of 
ownership and transfer of possession’ 
(76). 
The transfer itself is about 
change and the possibilities 
presented all involve 
change. 
Affirmation 
3  
Alderson refers to various marketing 
institutions, for example the service 
wholesaler, evolving to satisfy specific 
marketing requirements. ‘The service 
wholesaler originally flourished in the 
handling of standard products and 
performed a sorting function in 
‘breaking bulk’ because his customers 
typically bought in less than carload 
lots’ (77). 
The sorting function 
critical to Alderson’s 
explanation of the 
marketing process itself 
implies and results in 
change in the form of 
breaking up bulk goods to 
more customer-friendly 
and manageable sizes or 
portions. 
Affirmation 
4 
Alderson looks beyond the concept of a 
transaction to explain the marketing 
function. In doing so he looks ‘for a 
more powerful concept than the 
transaction’ (86) and thus introduces the 
term ‘transvection’ (86) into the 
marketing vocabulary. The word was 
meant to convey the meaning of 
‘flowing through’, with special 
reference to something which flows 
through a marketing system – in one 
end and out the other (86). 
Flowing through implies a 
change in condition. Water 
flowing from the mouth of 
the river to the sea is on the 
move, it changes from 
fresh water to sea water, 
and its movement in the 
form of current denotes 
change. This movement 
suggests action; in turn, 
action results in a change. 
The concept of 
transvection is about 
change. 
Affirmation 
5 
‘A transvection is the unit of action by 
which a single end product such as a 
pair of shoes is placed in the hands of 
the consumer after moving through all 
the intermediate sorts and 
transformations from the original raw 
materials in the state of nature’ (86). 
The transvection is about 
action, which in the 
marketing domain takes the 
form of change. The 
marketing process 
expressed as a transvection 
is comprised of sorts (the 
exchange or transaction 
where goods change hands) 
and transformations 
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(expressed as change for 
example, location or form). 
The transvection as such 
discussed by Alderson is 
inherent of change. 
Affirmation 
6 
‘A transvection includes the complete 
sequence of exchanges, but it also 
includes the various transformations 
which take place along the way’ (86). 
‘The student of transvections is 
interested in every step along the way 
by which this flow through the 
marketing system was accomplished’ 
(87).  
The transvection is 
inherent of change. The 
transvection includes the 
changes associated with the 
exchange and the changes 
associated with the 
transformations that occur 
from raw material to final 
product. Alderson sees the 
transvection concept as a 
more fundamental 
explanation of the entire 
marketing process 
including that of the 
transaction. The essential 
ingredient of the steps 
(sorts and transformations) 
comprises this flow 
through the marketing 
system is change. 
Affirmation 
7 
‘In market planning there is necessarily 
substantial emphasis on means of 
motivating these further transformations 
following a transfer of ownership’ (87). 
Changing (transforming) 
the item, the subject of the 
transaction or exchange, is 
beneficial for the planning 
process to continue.  
Affirmation 
8 
‘Transactions and transvections are two 
different ways of looking at the 
marketing process which starts with 
conglomerate resources as they occur in 
nature and ends with meaningful 
assortments in the hands of consumers’ 
(88). 
The marketing process 
consists of transactions and 
transvections both of which 
are predicated on the 
concept of change. 
Affirmation 
9 
Noting that transactions address the 
‘problem of negotiation costs’ (88) in 
the marketing process, Alderson states 
that ‘From the viewpoint of the 
transvection, however, we are 
considering what is necessary for the 
total process, without regard to the 
successive changes in ownership’(88). 
Implies that change is part 
of the marketing process 
and, in this example, 
successive changes in 
ownership are the subject 
matter of the 
transaction/exchange. 
Affirmation 
10 
Alderson refers to the concept of a 
transvection as ‘something even more 
fundamental’ for any explanation of 
marketing. ‘The marketing process 
consists of a series of sorts each time 
the goods change hands, interspersed 
with a series of transformations 
The marketing process 
consists of a series of sorts 
(exchanges) characterised 
as changes in ownership 
and a series of 
transformations 
characterised by changes, 
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affecting the conditions under which the 
goods will eventually be brought to 
market’(88).  
which affect the form and 
shape of the goods being 
brought to the market.  
Affirmation 
11 
‘Beginning from the perspective of the 
transvection, for example, will be useful 
in shaping the character of the 
transactions which need to occur at 
successive stages’ (87). ‘In this process 
each sort serves to facilitate the next 
transformation, all of the 
transformations in this system being 
simple changes in location’ (89). 
Evidence of change in the 
marketing process. 
Affirmation 
12 
Alderson states that ‘the marketing 
process is the continuous operation of 
transforming conglomerate resources as 
they occur in nature into meaningful 
assortments in the hands of consumers’ 
(92). 
The marketing process 
requires change in order for 
the exchange to take place. 
Alderson saw change as 
being evident in the 
marketing process. 
Affirmation 
13 
‘A transvection by contrast refers to a 
single unit of action of the marketing 
system. This unit of action is 
consummated, when an end product is 
placed in the hands of the ultimate 
consumer, but the transvection 
comprises all prior action necessary to 
produce this final result, going all the 
way back to conglomerate resources. 
The definition of a transvection cab be 
shown symbolically as Tv = STSTSTS 
where S is a sort and T is a 
transformation’ (92). 
According to Alderson, the 
transvection represents a 
more appropriate 
explanation of the 
marketing system and is 
comprised of a unit of 
action, which can be 
expressed as the concept of 
change. The transvection, 
change, is consummated by 
the exchange, which itself 
is about a change in 
condition, for example, 
ownership. 
The transvection comprises 
all the changes that occur 
in the marketing process be 
they changes is the process 
of sorting or changes that 
lead to the transformation 
of goods or utility (value). 
Affirmation 
14 
‘As shown in the formula, there is a 
continuous alternation between sorts 
and transformations. It will not be 
asserted that this alternation is inherent 
in the nature of transvections’ (93). 
The use of the term 
‘alternation’ suggests 
sequential changes from 
one condition or action to 
another. The changing 
from sort to transformation 
indicates the presence of 
change in any 
understanding of the 
marketing process.  
In this example, Alderson 
makes no claim that the 
alternation is critical to the 
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transvection and thus an 
understanding of the 
marketing process. Perhaps 
this is an oversight, as the 
change that takes place 
between the sort and 
transformation is as critical 
to an understanding of the 
marketing process as is the 
change that is present in 
each sort and 
transformation.  
Affirmation 
15 
‘A transformation is a change in the 
physical form … transformations add 
form, space, and time utility’ (93). 
Evidence of change in the 
transvectional 
understanding of the 
marketing process. 
 
Summary Case Study 9 (CS 9) 
 
Confirmation of Axioms One and Two are confirmed in the affirmations presented in 
Case Study 9 given the shared use of the terms (sorts and transformations) to explain the 
substance of marketing. This is particularly so in Affirmations 5 through to 14. CS 9 
proposes a general theory of marketing based upon the concept of transvection, which is 
defined as not only the exchanges (sorts) that are occurring in the marketing system, but 
also the transformations or changes taking place. CS 9 provides clear evidence that 
change is inherent in the transvectional definition of the marketing system wherein sorts 
and transformations are the two key ingredients. 
 
Affirmation 2 implies the existence of, and refers to the reason for, the exchange taking 
place in the first instance. The case study identifies three possibilities: transfer of sales 
responsibilities, of ownership, and of possessions, all of which denote that the transfer is 
fundamentally about change. Axiom Two is further confirmed by appreciating that 
marketing institutions evolve to satisfy marketing requirements by performing a sorting 
function where bulk items are broken up into smaller allocations for individual 
customers. This demonstrates the existence of change prior to the exchange taking place 
as well as the need for change in the form of an evolving marketing institution in order 
to meet the needs of customers (Affirmation 3). 
 
Alderson uses specific terminology (transvections) to argue his case for a general theory 
of marketing. In doing so, this term confirms Axiom Two – marketing is change. For 
example, suggesting transvections means to ‘flow through’ presents transvections as a 
process of movement, action, a change in condition, as raw material flows through the 
marketing system (sorts and transformations) culminating in a finished product, which 
is consumed by a customer (Affirmations 4 and 5) after an exchange. 
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Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 9 Yes – Direct  Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 10 
  
ARTICLE:  Marketing as Production: The Development of a Concept 
 
AUTHOR:   Dixon, Donald F. 
 
PUBLICATION: Journal of the Academy of Marketing Science, Vol. 18, No. 4, 
1990 pgs. 337-343. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
At the core of this article is Dixon’s justification of how marketing in the form of the 
concept of production was conceived. Dixon highlights the established economic view 
that the manufacturing process is based upon the concept of production of tangible 
objects and that marketing is seen as an add-on to the production process through the 
creation of time, place and possession utility.  
 
In highlighting this thinking, the undertone presented is, ‘what is marketing?’  
 
The objective of Dixon’s paper is to present the case that there is no distinction between 
manufacturing and marketing by showing that early marketing thinkers were committed 
to the belief ‘that there was a clear concept of marketing as a productive process at the 
turn of the century’ (338). Dixon also noted two distinct treatments in the development 
of value and utility theory, these being exchange value and value in use.  
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of the Academy of Marketing 
Science 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (162 results for Donald F 
Dixon – Google Scholar 18th January 
2013) 
Does the article represent original thought? Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a scholarly 
record? 
Yes 
How many times has the article been 
cited? 
Article cited 58 times (Google Scholar 
18th January 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 58 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
Dixon discusses the existence of ‘use 
value or utility’ as being conditioned 
upon the needs of consumers ‘And the 
times and places that influence value are 
recognized as contributions made by 
marketing activity’ (338). The value of 
use (usefulness) ‘created by altering 
commodities, generates income’ (338). 
The altering process results in ‘changes’ 
‘for the better’ (338) and takes the form 
of ‘either because he has bettered the 
thing, or because the value of the thing 
has changed with the change of place, or 
time, or on account of the dangers he 
incurs in transferring the item from one 
place to another, or again in having it 
carried by another’ (338 quoting Thomas 
Aquinas 13th c.).  
The marketing process 
implies the creation of 
form, time and place utility.  
Dixon details that this 
creation is in fact a change 
process, changing items for 
the better which inherently 
allows for a more beneficial 
marketing process.  
The conclusion is drawn 
that value creation, a 
function of marketing, is 
the result of change to the 
tangible and intangible 
forms all influenced by the 
‘changing’ consumer needs. 
The concept of change is 
inherent in the discipline’s 
understanding of marketing 
as production.  
Affirmation 
2 
The study of use value saw nineteenth 
century writers (Mummery and Hobson) 
state ‘“utilities and conveniences” are 
non-material; that is to say, they consist 
of the “services” rendered by instruments’ 
(339). ‘Moreover, these writers carry the 
analysis through an entire marketing 
channel. The process of producing a pair 
of shoes is traced from the animal 
providing the hide to the ultimate 
consumer, to show that raw material 
gathers value continuously  
“by change of form or change of place”’ 
(339). 
The marketing process is 
inherent of the principle of 
change not just the 
principle of exchange.  
Any definition of marketing 
should consist of an 
understanding of the role 
and influence that the 
concept of change has on 
the marketing planning 
process. 
Affirmation 
3  
Dixon refers to the marketing activity of 
exchange from the perspective of leading 
economists, such as Adam Smith and 
Robert Torrens. The latter saw this 
marketing activity (exchange) as 
consisting of two parts. Firstly, the 
division of labour that facilitates the 
exchange and secondly, the establishment 
of ‘a continuous market by setting up 
warehouses and shops for the “collection 
and vending of commodities”’ (340). 
Dixon quoting Torrens (1821) states 
exchange as being ‘a more continued and 
One interpretation of 
Dixon’s inference of 
marketing as production is 
that the marketing activity 
that is exchange is a 
continuous and 
uninterrupted motion. The 
use of the word motion in 
association with the 
marketing act of exchange 
implies ‘change’. A 
conclusion can be drawn 
that the act of exchange is 
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uninterrupted motion to the cultivator and 
the manufacturer’ (340). Dixon states that 
the treatment of value in exchange draws 
the ‘same conclusions as the utility, or use 
value approach’ (340). Further, Dixon 
stresses the conclusion, by reference to 
economists Richard T. Ely and Alfred 
Marshall, that ‘marketing is productive in 
the same sense as other forms of industry’ 
(341). Quoting Marshall he states that 
‘Man cannot create material things … He 
really only produces utilities; or in other 
words, his efforts and sacrifices result in 
changing the form or arrangement of 
matter to adapt it better for the 
satisfaction of wants’ (341). 
itself premised upon the 
notion of change.  
Further, if production and 
marketing is about creating 
utility for the satisfaction of 
wants, then using the words 
attributed to Marshall, 
marketing as defined as the 
production of utilities 
implies the presence and 
role of change (‘changing 
the form or arrangement of 
matter’ [341]) in the 
marketing process. 
Affirmation 
4 
Dixon refers to the thinking of early 
twentieth century economists to continue 
the explanation of the concept, marketing 
as production. Referencing Irving Fisher 
(1867-1947), Dixon states that Fisher 
‘divides the process of production into 
three categories. The first two of these, 
‘transformation,’ which changes form, 
and ‘transportation,’ which changes 
position’ (341), both of which include 
marketing activities. ‘The third category 
of production is “exchange,” which alters 
ownership’ (341). 
The use of the words 
‘transformation’ 
‘transportation’ and 
‘exchange’ implies the 
application of change in the 
marketing planning 
process. Transformations 
change form, transportation 
changes position or place, 
and exchange changes 
ownership. 
Affirmation 
5 
Further, Dixon notes John Bates Clark’s 
(1847-1938) discussion of form utility as 
including marketing activities, by quoting 
Clark: ‘A form utility is created when a 
raw material is fashioned into a new 
shape, subdivided, or combined with 
other materials, as is done in 
manufacturing, and, in a certain way, in 
commerce.’ (341). ‘Clark concludes that 
‘Merchants are not mere exchangers, for 
they make positive additions to the utility 
of goods’ (341). 
Clark is suggesting that 
form utility occurs because 
raw material is ‘changed’ 
into a new shape. Further, 
Clark continues with the 
inference of change playing 
a role in marketing 
activities by stating that 
merchants do not just 
engage in exchange 
behaviour, but that they 
also make positive changes 
so as to create more utility 
for goods for the benefit of 
consumers. Both references 
to Clark highlight the 
important role change plays 
in the marketing process.  
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Summary Case Study 10 (CS 10) 
 
CS 10 presents and justifies the position that marketing can be viewed from the 
perspective of the concept of production. In detailing this justification, the affirmations 
presented in CS 10 provide evidence that Axioms One and Two of this thesis can be 
supported.  
 
Affirmations 3, 4 and 5 support the axiom that marketing creates exchange. CS 10 
draws upon an economic frame of reference to treat this marketing activity as: value in 
exchange (Affirmation 3); production is exchange as it alters ownership (Affirmation 
4); and merchants as not mere exchangers (Affirmation 5). These affirmations 
importantly also reflect the concept of change. For example, value in exchange reflects 
the production of utility where change in form to better suit the satisfaction of wants 
occurs (Affirmation 3), where the outcome of an exchange is a change in ownership 
(Affirmation 4), and where merchants not only exchange but make positive changes to 
create more utility in the goods they produce for the benefit of consumers (Affirmation 
5)  
 
CS 10 provides further proof to support Axiom Two. All affirmations imply that the 
marketing process creates form, time and place utility. This utility is a change process in 
that commodities are altered for the better or the value has changed due to changes in 
place (Affirmations 1 and 2), and expressed as transformations (Affirmation 4). These 
changes take place to satisfy the needs of consumers (Affirmation 3). These 
affirmations support the existence of change in the marketing process and support 
Axiom Two that the concept of change is inherent in any understanding of the substance 
of marketing.  
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 10 Yes – Direct  Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 11 
 
ARTICLE: Scholarly Research in Marketing: Exploring the ‘4 Eras’ of 
Thought Development 
 
AUTHOR:   Wilkie, William L. and Moore, Elizabeth S. 
 
PUBLICATION: Journal of Public Policy and Marketing, Vol. 22, no. 2, 2003 pgs. 
116-146.  
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The article, whilst making reference to the more recent expansion of marketing thought 
into many separate domains, takes an extensive look at the history of marketing thought 
from the perspective of ensuring that important knowledge accumulated over the last 
century is not lost to the discipline as it drives towards increased research 
specialisations. In detailing this history, Wilkie and Moore outline the general dialog of 
marketing thought categorising it according to ‘4 Eras’ and then specifically addressing 
each era from the perspective of its treatment of the societal dimensions of marketing. 
Wilkie and Moore seek further to challenge ‘thoughtful people in the field’ (116) 
encouraging them to think more ‘about the scope of the field and its undertakings’ 
(116). The authors conclude by identifying broader issues in the field worthy of 
consideration by the marketing fraternity. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of article Article   
Journal Ranking 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (976 results for William 
L. Wilkie – 233 results for Elizabeth S. 
Moore – Google Scholar 14th May 2013) 
Does the article represent original thought? Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a scholarly 
record? 
Yes 
How many times has the article been 
cited? 
Article cited 255 times (Google Scholar 
14th May 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 255 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
Wilkie and Moore explore the nature and 
scope of marketing over the last century 
of marketing thought with the aim being 
to ‘stimulate further thought about the 
scope of the field and its undertakings’ 
and ‘options for progressing’ the field 
(116). They put forward the view that, 
while research specialisations have been 
positive for marketing’s growth and 
development, ‘this powerful force’ has not 
been subject to debate ‘as to whether we 
are headed toward a point wherein a 
central coherence for the field of 
marketing is being lost’ (116). 
This powerful force, taking 
the form of ‘research 
specialisations’, is the 
outcome of a discipline that 
has throughout the last 
century been subject to and 
influenced by change in the 
external and internal 
environment in which the 
discipline functions.  
Affirmation 
2 
‘The academic field of marketing 
formally began shortly after the turn of 
the last century and is now about 100 
years old. Both the real world of 
marketing and the real world of society 
have undergone massive changes during 
this time’ (116).  
The ‘broadened, more 
aggregate perspective’ of 
marketing presented by 
Wilkie and Moore 
acknowledges that the 
societal dimension of 
marketing is inherent of the 
element of change.  
Further acknowledging that 
‘the focus of today’s 
academic field of 
marketing is squarely on 
firms and household 
consumers’ (116) the 
question can be posed did 
Kotler’s (1972) broadened 
view of marketing go far 
enough (essentially his own 
criticism of he and Levy’s 
1969 work) given such a 
view was premised upon 
the concept of exchange 
and not change.  
Affirmation 
3  
‘Rather than a steady, cumulative advance 
of a unified body of marketing thought, 
the past century has experienced periodic 
shifts in dominance of prevailing modes 
of thinking’ (116) . 
Wilkie and Moore premise 
this article on the influence 
of change upon the 
discipline. They 
acknowledge that 
marketing thought changes 
over time, noted by Wilkie 
and Moore as eras of 
thought development 
wherein each era is inherent 
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of change taking the form 
of change in content, scope, 
focus and understanding, or 
change resulting from 
external influences.  
Affirmation 
4 
‘business was changing the day-to-day 
life of society by investing in basic 
industries that fueled the growth of the 
United States’ (117). 
Acknowledgement of 
change in the (business) 
environment in which 
marketing operates. 
Affirmation 
5 
Wilkie and Moore state that ‘As our 
exploration deepened, it became 
increasingly clear that marketing thought 
has been simultaneously responsive to the 
exigencies of its times …’ (117). Further 
they state, that ‘knowledge development 
reflected (1) the impact of external 
societal events …’ (117) 
Marketing thought 
responded to the pressures 
of the time, which 
invariably expressed 
themselves as changes in 
the internal and external 
environments in which 
marketing operates.  
Affirmation 
6 
‘By the turn of the century in the United 
States, however, immigration, 
immigration to urban centers, production 
and technology gains and improvements 
in transport and storage were combining 
to change the state of the marketplace 
dramatically, and the growth and 
evolution of the distribution systems were 
developing apace’ (117/118).  
Acknowledges the presence 
and influence of change in 
the emerging explanation 
of marketing as its own 
distinct identity; that is, 
marketing as the study of 
distribution systems. 
Affirmation 
7 
‘The Aggregate Marketing System is 
recognised as different in each society, as 
an adaptive human and technological 
institution reflecting the idiosyncrasies  of 
the people and their culture, geography, 
economic opportunities and constraints, 
and socio-political decisions’ (118). 
The marketing system is 
recognised as being an 
adaptive institution 
reflecting the constituent 
parts of a given society 
which are inherently 
subject to change. The 
Aggregate Marketing 
System adapts to this 
change.  
Affirmation 
8 
Early marketing thinking (Era 1) saw the 
‘societal domain’ as ‘an implicit issue in 
the body of marketing thought’ (118). 
With the focus upon the distribution 
sector, described as an ‘enhanced and 
more complex’ system ‘evolving in the 
society at the time’ (118) early marketing 
thinkers sought to understand the nature 
of the market from the perspective of a 
societal wide view. Such a view included 
Shaw’s (1912) assertion that ‘The 
accepted system of distribution was built 
up on the satisfying of staple needs … this 
sort of activity has … contributed to the 
progress of civilization’ (118).  
The early study of 
marketing was upon the 
distribution system, which 
was noted at the time as a 
system changing to satisfy 
the needs of people and the 
advancement of society. By 
such definition it was also a 
system that was subject to 
change, which took the 
form of the shifting needs 
of people in society. 
Affirmation ‘Some of the major characteristics of this Evidence that the changes 
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9 important time in marketing are 
chronicled in Table 2. The rapid 
development of the field during this 
period actually accompanied (and 
reflected) several profound societal 
changes (indicated in the left-hand 
column of Table 2)’ (119). These changes 
included: 
• The expansion of mass production; 
• ‘Sharp income rises in the Roaring 
Twenties’; 
• Technological innovation based 
upon the use of electricity; 
• Major products become more 
dispersed within society and 
within reach of the average 
consumer; 
• ‘New media landscape’ – the 
introduction of the radio; 
• New retail format – supermarkets; 
• The advent of the power of the 
consumer; 
• Growth in the federal government 
including new consumer laws; 
• World War II starts; 
• ‘Post War return of soldiers’ 
results in pent up demand for 
products and services needing to 
be satisfied and increase 
population (the baby boom begins) 
(120). 
happening in society and 
the environment in which 
the marketing system was 
operating within at the time 
influenced the development 
of marketing thought and 
what was to become known 
as the practice of 
marketing.  
Affirmation 
10 
‘A key characteristic of the marketing 
system is that it is embedded within the 
day-to-day life of the society … As the 
world shifted and evolved in Era II, so did 
the marketing system’ (119). 
Evidence that the practice 
of marketing and the 
functioning of society are 
intrinsically linked and that 
change, a fundamental 
element in society, which is 
the environment in which 
marketing operates, 
influenced the development 
and understanding of 
marketing throughout Era 
II (1920-1950) and beyond. 
Affirmation 
11 
‘Era III was very much built on the arrival 
of mass marketing dominance and a 
period of booming growth in the U.S. 
marketing system’ (123). 
The booming growth in the 
marketing system (mass 
marketing), the result of a 
changing societal 
environment led to a 
paradigm shift (Era III – 
1950-1980), which saw the 
emergence of the 
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managerial viewpoint and 
the behavioural and 
quantitative perspective.  
Affirmation 
12 
Wilkie and Moore in referring to ‘The 
Turn to a Managerial Perspective’ (125) 
noted the existence of significant  key 
external factors that shifted marketing 
thinking to a focus upon ‘helping the 
individual manager make better decisions 
in Era III’ (125). ‘The world of marketing 
was now dealing with an exploding mass 
market. This was driven by pent-up 
demand from the war years’ restrictions 
on supplies of consumer goods, as well as 
an explosive growth in population. The 
baby boom had begun in 1946, bringing a 
cohort of an additional 4 million babies 
per year, which began to strain 
institutional and market capacities as it 
unfolded across time, until a total of 76 
million new consumers had arrived 19 
years later. In addition, marketers faced 
new opportunities through significant 
infrastructure developments for 
distribution (e.g. the new interstate 
highway system), new regions experience 
substantial growth, a shift to suburban 
living (altering the nature of locations in 
the retailing sector), and the development 
of a new communicator, television, and a 
national audience toward which to 
advertise each evening during ‘prime 
time’. Overall the scope of the real world 
of marketing in the United States was 
becoming much larger and much more 
national in character. This changing world 
offered huge opportunities but at the same 
time demanded significant adaptions, 
trials and risks by companies and their 
marketing managers’ (125). 
As the discipline evolved to 
managerial marketing, thus 
empowering managers to 
make better decisions, the 
marketing thought that led 
to such a perspective was 
being significantly 
influenced by the external 
environment it faced. This 
environment was 
characterised by change on 
a scale vastly different 
from previous eras where 
the dynamic of the market 
changed from localised to 
national. This change 
created the need for 
managers to make better, 
more informed and 
practical decisions in order 
to ensure their businesses 
survived and prospered. 
Change in its various forms 
led to managerial 
marketing.  
Affirmation 
13 
‘The strength of the shift to the 
managerial perspective in marketing 
during the early portion of Era III is 
strikingly evident in the burst of 
significant new concepts that were 
introduced during this time’ (125): 
‘concepts such as the marketing concept’, 
‘market segmentation’, ‘the marketing 
mix’, ‘marketing management as analysis 
planning, and control’ and ‘marketing 
myopia’ (125). 
The presence and influence 
of change in marketing’s 
operating environment led 
to new marketing thought 
which took the form of 
managerial marketing and 
its constituent concepts; for 
example, the marketing 
concept, marketing mix and 
market segmentation.  
Affirmation ‘More broadly, Era III itself was a time of Evidence that change 
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14 great change in which growth and 
innovation were much welcomed. In 
retrospect, the speed with which thought 
leaders adopted and worked with new 
ideas is a significant feature of the period’ 
(129). ‘The domain of marketing thought 
was expanding considerably during this 
time’ (129). 
impacted upon marketing 
thought. 
Affirmation 
15  
Era III was characterised by a clear focus 
upon marketing management which 
featured topics, such as research 
specializations, consumer behaviour, 
consumer research and the like. However, 
according to Wilkie and Moore, the study 
of marketing and society received 
‘substantial attention. This was due in part 
to certain pressing concerns of the period’ 
(130).   
These pressing concerns 
that fueled the subject 
matter of marketing and 
society were, in fact, 
characterised by the change 
occurring within society. 
Affirmation 
16 
‘The specific element that characterized 
this approach was its view of marketing as 
a key operating system within society, 
thus reflecting analysis at a higher level of 
aggregation than the newer emphasis on 
the horizon of marketing thought’ (130); 
that is, the shift to marketing management 
and theoretical considerations. 
Marketing as a key 
operating system within 
society demonstrates the 
intrinsic relationship 
between marketing and 
society. Such a relationship 
exists within a context 
where the variable of 
change is present and 
capable of influencing the 
development and 
understanding of 
marketing.  
Affirmation 
17 
‘Then in the second half of the 1960s, a 
powerful new interest, marketing and 
society, began to emerge. As in earlier 
eras, this shift reflected the tenor of the 
time. Social unrest was spreading across 
society. Issues such as civil rights and the 
role of the government and the ‘military-
industrial complex’ in waging a 
controversial war in Vietnam rose to the 
forefront of everyday life. Assassinations 
of national leaders and role models led to 
further urban unrest’ (130). 
Some academics responded by beginning 
‘to pursue new courses of investigation to 
try to ultimately improve the equity and 
operation of their society’ (130). Topics 
included, better health outcomes ‘planned 
social change; population problems; 
recycling solid waste; food prices and 
vulnerable groups; self-regulation; and 
ecology, air pollution and marketing 
The shift in marketing 
focus reflecting the tenor of 
the time was created, 
stimulated and facilitated 
by the ‘change’ taking 
place broadly across 
society throughout the 
1960s and 1970s (the end 
of Era III). The new 
courses of investigation 
undertaken were the result 
of the influence this change 
had upon the development 
of marketing thought 
generally and, more 
specifically, in its search to 
find answers to the 
problems besetting society 
at the time. 
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strategy’ (130). 
Affirmation 
18 
Referring to Kotler and Levy (1969) and 
Luck (1969), Wilkie and Moore state that 
‘Others in the mainstream of marketing 
became embroiled in a controversy 
regarding the proper boundaries for the 
marketing field: Is marketing 
fundamentally a business topic, driven by 
the profit motive, or is it something 
broader, a technology or body of 
knowledge that can (should) be applied to 
social problems wherever they are 
found?’ (131)  
The outcome, of this 
change occurring in society 
and the questions it raised, 
was the fundamental 
redefining of the scope and 
understanding of 
marketing. The catalyst 
expressed as change in 
society interpreted 
marketing as more than a 
business application. 
Marketing was seen as a 
broadened concept 
universally applied to all 
organisations with publics. 
The application of 
marketing goes 
considerably beyond the 
notion of an exchange (in 
itself preconditioned upon a 
change) between the 
organisation and its publics 
to embrace the more 
universal concept of 
change, wherein the 
organisations and its 
publics are influenced by 
change; for example, 
changing their product 
offering or changing their 
product preferences. Such 
change, be it internal as 
above or external (for 
example environmental 
change), influences the 
marketing planning process 
and the types of decisions 
made by the marketing 
manager. 
Affirmation 
19 
Wilkie and Moore turn their attention to 
Era IV by stating ‘Since 1980, there have 
been significant upheavals in the worlds 
of both marketing practice and academia, 
and Era IV reflects these upheavals within 
the body of marketing thought. For 
example, it was during this period that the 
command economies of many communist 
nations faltered, then fell, and then began 
to be replaced with new experiments in 
market-based systems. Increasing 
globalisation ensued, partially as a result 
Wilkie and Moore in 
characterising Era IV use 
the words ‘significant 
upheavals’ to imply that 
important changes were 
taking place within the 
environments where 
marketing was practiced. 
Examples of external 
changes are provided. 
Wilkie and Moore further 
note that these changes 
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of marketers from Western nations 
seeking new lands of opportunity and 
partially from people of those lands 
seeking to learn more and to apply 
business methods for successful 
enterprise. Then, as the Internet opened 
communication across international 
boundaries, interest in marketing concepts 
exploded geometrically’ (132). 
were fundamental to the 
production of literature 
around ERA IV marketing 
thought. Therefore, it is 
implied that change both 
impacted upon the 
development of marketing 
thought and that change is, 
in fact, intrinsically linked 
to an understanding of 
marketing.  
Affirmation 
20 
‘On the domestic front, leveraged buyouts 
and related financial strategies altered the 
domestic business landscape of the 1980s 
and 1990s, placing the attainment of 
short-term profit (and its impact on a 
firm’s stock price) in a new premier 
position. This and associated forces had 
important negative impacts on 
marketing’s role within corporations, 
causing that role to shrink, shift, and 
synthesize with previously distinct 
functional domains’ (132). 
These underlying (internal) 
forces can be characterised 
as change from one 
business operating 
condition to another. Such 
change, impacted upon 
marketing’s role within an 
organisation. These 
underlying forces occurred 
in response to change 
taking place in the external 
environment; for example, 
a change in shareholder 
attitude towards ensuring 
good stock prices. Change 
of this nature also saw 
some marketing thinkers 
(Day 1996: Webster 2002) 
turning their attention to 
marketing’s future role 
within organisations.  
Affirmation 
21 
Wilkie and Moore present a summary of 
their thoughts on marketing’s relationship 
with society by stating that ‘a dramatic 
evolution of the real world of the U.S. 
Aggregate Marketing System underpins 
everything there. In magnitude, 
sophistication, substance, and 
performance, the reality of ‘marketing’ is 
vastly different today that it was a century 
ago, as is the ‘society’ within which it 
operates’ (139). 
The premise behind this 
work is that marketing and 
society and intrinsically 
linked. They suggest that as 
society changes, so does 
one’s understanding of 
marketing. Marketing’s 
reality today is a function 
of the environment in 
which it operates. In Wilkie 
and Moore’s case, this 
environment is society. A 
feature of this environment 
is constant change. Thus it 
is implied that marketing’s 
reality is so because of this 
change element operating 
within the environment in 
which marketing operates. 
Affirmation ‘Indeed, the fundamental relationship Reconfirms the presence 
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22 between marketing and society, as 
conceived by the thought leaders of the 
marketing field, has changed as well. This 
is largely due to the conception of 
marketing itself having changed, giving 
rise to the “4 Eras,” already discussed in 
detail. An important finding here is the 
extent to which the tenor of the times is 
reflected within the body of marketing 
thought’ (139). 
and influence of change 
upon marketing thought. A 
critical point for noting is 
that ‘the tenor of the times’ 
means that change was 
taking place at the time in 
both the domains of 
marketing and society and 
that, given Wilkie and 
Moore’s belief that 
marketing and society are 
intrinsically linked, such a 
theme of change should be 
included in any collective 
understanding of 
marketing. 
Affirmation 
23 
‘There is no question that the body of 
thought has been impressively advanced, 
and in exciting ways. This will surely 
continue in the future, especially in light 
of emerging globalization challenges and 
opportunities, the spread of the Internet 
phenomenon, other new technological 
innovations, and a changing set of 
consumers and citizens’ (142). 
The concept of change has 
been central to the 
development of marketing 
thought and will be at the 
heart of the future 
advancement of the 
marketing thought 
literature. 
 
Summary Case Study 11 (CS 11) 
 
CS 11 explores the scope and undertakings of the field of marketing over the last 
century and encourages students of the discipline to progress options for marketing 
thought development. In doing so, the axioms are tested.  
 
Axiom One is not specifically addressed in this case study. However, Affirmations 4, 6, 
and 8, reference the terms ‘business’, ‘marketplaces’ and ‘distribution systems’ thus 
implying an interpretation that marketing creates business exchanges, be these 
exchanges in the marketplace or in the distribution channel employed to facilitate such 
business in the marketplace. 
 
The strength of CS 11 lies in the volume of evidence presented to support Axiom Two. 
The premise drawn from CS 11 is that the societal treatment of marketing is inherent of 
the element of change and that such change has influenced the development of 
marketing thought. For example, Affirmations 2 to 10 describe the change occurring in 
the marketing discipline. Reference is made to: the domains of marketing and society 
experiencing significant change and periodic shifts over the last one hundred years 
(Affirmations 2 and 3), change in the environment that marketing operated in changing 
the day-to-day life of society and the marketing system itself (Affirmation 4). 
Affirmation 5 portrays marketing thought as responding to the pressures of the time 
which manifested itself as change. Profound external societal changes such as 
immigration, advent of mass markets, increases in base incomes, new retail formats, 
booming growth and technology improvements dramatically affecting the market place 
are referenced in Affirmations 6, 9 and 11. The adaptive nature of the Aggregate 
Marketing System responding to change is referenced in Affirmation 7, along with the 
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study of distribution systems, which evolved in response to the changing needs of 
people and society (Affirmation 8).  
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 11 Yes – Implied  Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 12 
  
BOOK: The History of Marketing Thought, Third Edition, 1988, Chapter 
15 Influences on the Development of Marketing Thought, 1950 – 
1987, pgs 245 - 289 
 
AUTHOR:   Bartels, Robert 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
Bartels’s book details the history of marketing thought from the turn of the twentieth 
century. He does so by considering the existing literature and the comments made in 
surveys taken by leading marketing writers who were asked to expand upon the 
influences that they believed shaped the domain of marketing. Bartels’s aim was to 
consider ‘the whole of marketing’ as opposed to its ‘individual parts’. This particular 
case study critiques Chapter 15, which examines the influences that impacted upon 
marketing’s thought development throughout what was a very significant period (1950 
to 1987) in its growth. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Book chapter 
Journal Ranking N/a 
Peer Reviewed Journal N/a 
Author  Credible Expert (6130 results for Robert 
Bartels – Google Scholar 8th May 2013) 
Does the book represent original thought? Yes 
Is the book in the public domain? Yes 
Is the book a primary document? Yes 
Is the book an accurate statement of 
marketing thought? 
Yes 
Is the aim of the book to make a scholarly 
record? 
Yes 
How many times has the book been cited? Article cited 466 times (Google Scholar 
8th May 2013) 
Are the findings of the book plausible and 
of scholarly interest to the marketing 
community?  
Yes, cited 466 times 
Is the content of the book worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part A 
(Evidence Assessed Separately) 
Affirmation 
1 
Bartels refers to the history of 
marketing thought as being one not 
without ‘reservations and criticism’ 
(248) of its central tenet that it was 
‘based upon economic concepts and 
current marketing research’ (248). 
‘Dissent was mild at first, but by the 
mid-1950s new concepts of 
marketing appeared which led 
eventually to unimagined alteration 
of the structure and focus of the 
discipline. The change to come was 
due to new interests and 
perspectives of marketing scholars, 
as well to changes in the 
environment’ (248). 
The development of marketing 
thought was both a function of a 
changing environment which 
began during the 1950s, and into 
the 1960s and 1970s, and the 
subsequent response by marketing 
scholars that resulted in new 
concepts being developed  to 
explain marketing’s domain in 
this ever changing environment. 
Affirmation 
2 
‘Although traditional perspectives 
continued into and beyond the 
1950s, new concepts effected 
profound changes in marketing 
thought and literature. Marketing 
itself was reconceived and 
redefined, not as distributive 
activity, but as the function of 
management in distributive activity, 
especially of manufacturers 
marketing consumer goods’ (254). 
Evidence of the impact of change 
on the development of marketing 
thought. 
Affirmation 
3  
Kotler (and Levy) began to explore 
the limits of marketing noting that 
all organisations have marketing 
problems and perform marketing. 
The result was a broadened concept 
of marketing. ‘In the early 1970s, 
Kotler was influenced by events of 
social protest and countercultural 
experimentation’ (256). 
The notion of change was 
inherent in these times and 
influenced the thinking and 
writings of Kotler. The 1960s and 
early 1970s saw society subject to 
significant change. Kotler’s 
interpretation of the change going 
on around led him to identify 
problems and causes in society 
where the practice of marketing, 
based upon exchange, could play 
a role. Such thinking led to the 
development of ‘social 
marketing’ and planned social 
change. This change influenced 
the development of a broadened 
concept of marketing wherein the 
marketing domain expanded 
beyond the traditional business 
application to all organisations 
and their publics.  
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Affirmation 
4 
‘In the early 1970s, still another idea 
grew out of changing business and 
economic conditions’ (257) – that 
idea being ‘demarketing’ where 
marketing skills were used to 
discourage the purchase of a good or 
service due to for example excess 
demand. 
By broadening the concept of 
marketing new sub disciplines 
emerged. These disciplines (for 
example, demarketing) had their 
origin out of a culture of change.  
Affirmation 
5 
Kotler searched for the core concept 
of marketing and ‘became 
increasingly convinced that the core 
concept of marketing is exchange’ 
(257). He articulated ‘The Generic 
Concept of Marketing’, which was 
based upon ‘the central theme of his 
conviction, namely, that marketing 
is exchange in different contexts’ 
(257). The core concept of 
marketing according to Kotler is 
‘ex-change’. 
The act of exchange itself is an 
expression of a change in 
condition, for example, change in 
ownership, alternatively changing 
one thing for another. Therefore, 
the act of exchange implies 
change and is preconditioned 
upon the notion of change 
occurring. The term ‘ex’ is 
derived from the Latin meaning 
‘out (of), from, beyond’ (source 
http://dictionary.reference.com/browse/ex-
[accessed May 05, 2013]). As 
such, it follows that the 
recognised core concept of 
marketing ‘exchange’ is in fact 
‘out of’; ‘from’; or ‘beyond’ 
change. The central theme of 
marketing is not exchange but, in 
fact, change.  
Affirmation 
6 
‘In his affiliation with the 
Northwestern University faculty, 
Levy’s interdisciplinary orientation 
found new application through 
considering how marketing 
problems related to contemporary 
and changing culture…’ (265) 
Noting the role that Levy played 
with Kotler in broadening the 
concept of marketing Levy 
acknowledges the existence of 
change, in the form of changing 
culture, and its subsequent 
influence upon marketing thought 
development and the practical 
application of marketing. 
 
Summary Case Study 12 (CS 12) 
 
CS 12 examines ‘the whole of marketing’, particularly the influences that have shaped 
the domain of marketing, during a very significant period in the discipline’s 
development the 1950s through to 1987. 
 
Axiom One is confirmed in Affirmation 1 where it is noted that the central tenet of 
marketing built upon economic principles (exchange theory) has been the subject of 
reservation and criticism. Again, in Affirmation 5, specific reference is made to Kotler’s 
belief that the concept of exchange was core to any explanation of a theory for 
marketing.  
 
Evidence presented in CS 12 supports Axiom Two. The concept of change as a 
determinant for influencing marketing thought is expressed in: Affirmation 1 where 
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change took the form of new concepts to explain marketing and manifested into new 
areas of academic interest and new structures of the discipline; Affirmation 2 where the 
scope of marketing changed to that of marketing management; Affirmation 4 where 
change could also be interpreted as demarketing; and Affirmation 6 where a changing 
culture (a significant feature of the social environment of the 1960s and 1970s) 
influenced Levy’s thoughts on the application of marketing. As stated above, 
Affirmation 5 reinforces Axiom One but, in doing so, it is noted that the act of exchange 
itself is an expression of a change in condition for example change in ownership. The 
act of exchange implies change and is preconditioned upon the notion of change 
occurring. Importantly, it is noted that the word exchange means ‘out of’ (ex) change.  
 
It is worth noting that CS 12 identifies the role change in the environment of the times 
played in marketing thought development. In particular reference is made to Kotler in 
the early 1970s being influenced by the events of social protest and cultural 
experimentation. These events heralded significant change in society throughout this 
era, which resulted in a fundamental reinterpretation of the domain of marketing 
(Affirmation 3).  
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 12 Yes – Direct  Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 13 
 
ARTICLE:  Wroe Alderson: Father of modern marketing 
 
AUTHOR:   Shaw Eric H, Lazer William, Pirog III Stephen F. 
 
PUBLICATION: European Business Review, Vol. 19, No. 6, 2007 pgs. 440-451. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
Having employed a range of different methodologies for the preparation of writing this 
article, including an extensive review of the history of marketing thought literature, the 
author’s aim is to demonstrate the significant contribution that Alderson has made to the 
development of marketing thought. The authors believe that this contribution is not fully 
recognised by the marketing discipline and in fact is worthy of Alderson being referred 
to as the ‘Father of Modern Marketing’. Alderson’s contribution resulted in a paradigm 
shift in thinking about marketing. This change in thinking whilst profound has become 
so entrenched in the literature that its detail and importance is taken for granted, much 
to the regret of those who study the history of marketing thought and its future potential 
for developing the discipline, in particular the pursuit of a general theory and 
understanding of marketing. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article European Business Review 
Journal Ranking Tier 3 
Peer Reviewed Journal Yes 
Author  Credible Expert (115 results for Eric H. 
Shaw  – 621 results for William Lazer – 20 
results for Stephen F. Pirog III Google 
Scholar 5th January 2013) 
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited 3 times (Google Scholar 5th 
January 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, notwithstanding the article has only 
been cited 3 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, based on the prior works of Shaw and 
Lazer 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
‘Alderson played a major role in the 
discipline’s shift from a distribution 
orientation … to an organizational 
perspective that sought to understand the 
problem solving behaviour that creates 
these markets’ (442). 
Alderson himself was 
responsible for a change in 
thinking about how 
marketing could and should 
be perceived. In this case, 
he saw marketing more 
about the pluralistic aspects 
of managing the marketing 
function than about the 
singular activity 
distribution of goods from 
farm to market. 
Affirmation 
2 
Central to this new perspective was 
Alderson’s (1937) pioneering work on 
addressing issues of concern to the 
marketing manager (‘problems of 
marketing management’) in order ‘to 
explain why marketing was performed in 
the first place’ (442). 
In this regard, the 
importance of Alderson’s 
work was that in order to 
study the problems faced by 
marketing managers, 
acknowledgment must be 
given to the fact that the 
circumstances leading to 
these problems are always 
precipitated by a degree of 
change in the environment 
in which the marketing 
manager operates. Change 
creates the problem by 
which the marketing 
discipline responds. 
Affirmation 
3  
According to Shaw et al, Alderson saw 
the marketing discipline as more than an 
extension of economics and ‘that most 
individual consumers or consumer buyers 
are members of a small social unit, the 
conjugal family or household’ Alderson 
(1957: 175-76 in Shaw et al: 443). 
Alderson ‘shifted focus from ‘economic 
man’ to the social dynamic of a 
household’ (443). 
Alderson’s use of the words 
‘social dynamic of a 
household’ is interesting for 
its relevance to the study of 
the undercurrents, forces at 
play, and the changing 
nature of the household. 
The household being 
Alderson’s principal unit of 
analysis. One such 
undercurrent or force is that 
of the concept of change 
and in particular its impact 
upon any explanation of 
marketing. 
Affirmation 
4 
Shaw et al state that Alderson promotes a 
‘functionalist approach to marketing 
theory’ which ‘begins with the study of 
organized behavior systems’ (444). 
The household unit is 
Alderson’s organised 
behaviour system. The 
structure of this marketing 
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Functionalism looks ‘at a systematic 
structure to determine the present 
relationship between inputs and outputs’ 
(444). 
system, which facilitates 
inputs and outputs, is by its 
nature inherent of change 
expressed in terms of 
composition, needs, wants, 
and cultural considerations. 
The system requires and is 
influenced by change in 
order for it to function. 
Affirmation 
5 
Shaw et al state that ‘a general theory of 
the marketing system would require 
systematically integrating a sub-theory of 
marketing management with sub-theories 
of household buying, market transactions 
and transvections, channel conflict and 
cooperation, and the dynamic impact of 
the marketing system upon the macro 
socio-economic environment and its 
reciprocal impact upon marketing 
structure, process and function’ (445). 
A sub theory of marketing 
management implies the 
need to change the 
marketing mix as and when 
required by the marketing 
manager. Household 
buying, exchanges and 
transvections imply a 
change of state between the 
parties in the marketing 
system. Channel conflict 
implies a state of disorder 
where change is an 
outcome. The marketing 
system, comprising of 
structure, process and 
function, and the macro 
environment in which it 
operates, is subject to the 
impact of change. Thus, a 
general theory of the 
marketing system is 
inherent of the variable of 
change. 
Affirmation 
6 
Quoting Alderson, Shaw et al state that 
marketing as a field of study operates as 
‘an applied segment … of a general 
science of human behavior’ (446). 
Change is an integral part 
of the general science of 
human behavior. 
Affirmation 
7 
Shaw et al make the point again that 
Alderson viewed the theory of marketing 
as encompassing of not only economic 
theory but also ‘systems theory, 
organizational behavior, anthropology 
and social psychology. He especially 
includes cultural ecology, which is 
concerned with the adjustment of 
organised behavior systems to changes in 
their dynamic environments’ (446).  
Shaw et al acknowledges 
Alderson’s view of cultural 
ecology, which implies the 
existence of change in any 
understanding of marketing 
theory. Herein it is 
understood that the 
marketing system is 
influenced by and 
responsive to change in its 
environment. 
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Affirmation 
8 
‘To survive, an organized behavior 
system must continuously adapt to both 
the needs of its members and to changes 
in the environment. An important 
environmental adaption mechanism is the 
market’ (446). 
Again, change impacts 
upon the marketing system 
to the extent that it must 
adapt to the changing 
conditions. 
Affirmation 
9 
‘Sellers adapt through the sorting process, 
which includes identifying, targeting and 
communicating with customer segments 
and transforming a diverse array of raw 
materials, component parts, finished 
products or services into output 
assortments that buyers will value and 
purchase’ (446). 
The marketing manager is 
conscious of the changing 
nature of customer 
segments. The act of 
transformation sees inputs 
subject to change in order 
to create outputs with value. 
Affirmation 
10 
‘Because every firm is unique in some of 
its resources and capabilities, it faces a 
unique set of opportunities in the 
marketplace. Moreover, the environment 
is dynamic because opportunities (and 
threats) tend to proliferate. A firm’s 
success ‘also creates threats to other firms 
that forces them to react to the changing 
environment. Thus, change is inherent in 
the system, simultaneously creating 
opportunities and threats’ (446, 447). 
The environment in which 
the marketing system 
operates is subject to and 
influenced by change. The 
presence of this change 
results in firms seizing 
opportunities or facing the 
threats it presents in a 
reactionary manner. The 
conclusion is clearly stated 
– change is fundamental to 
the marketing system. 
Affirmation 
11 
‘Thus, the dynamic mechanism for a firm 
to survive and grow is through the 
marketing management process of 
applying its marketing mix to match 
market opportunities and thereby finding 
its niche’ (447). 
The marketing management 
school of thought with its 
application of marketing 
mix elements is the 
instrument by which firms 
change their behaviour in 
order to survive and 
prosper. The use of this 
instrument changes in 
response to the unique 
situations faced by the firm 
which are always changing 
in response to the broader 
environment. 
Affirmation 
12 
‘When the environment changes and the 
firm no longer serves its customers better 
than its competitors, the firm is threatened 
and it must adapt to the new 
circumstances by modifying the 
marketing mix or finding other 
opportunities. If not, it faces extinction. 
Thus, firms survive and grow in the 
marketplace based on the actions and 
reactions of managers in adjusting 
marketing mixes to match environmental 
opportunities in an ongoing process that 
Acknowledges the impact 
of environmental change 
upon the marketing system 
in particular the firm. The 
firm must change its 
behaviour (adjusting the 
marketing mix or finding 
new opportunities) in 
response to the change 
catalyst be that external or 
internal.  
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produces dynamic marketing behavior’ 
(447). 
 
Summary Case Study 13 (CS 13) 
 
The objective of CS 13 is to explain, in terms attributed to Alderson, why marketing is 
performed in the first place. In essence, CS 13 addresses the core research question of 
this thesis namely ‘What is the substance of marketing?’. CS 13 commences by 
illustrating that the concept of exchange is the building block for the future development 
of marketing thought. The belief that marketing creates exchange is implied throughout 
this case study and thus Axiom One is satisfied. For example, this article refers to 
marketing as more than economics (implied exchange principle) (Affirmation 3), that a 
general theory of marketing would require a sub theory of market transactions 
(Affirmation 5), and the sorting process creates outputs that buyers will value and 
purchase (Affirmation 9).  
 
However, this case study makes a valuable contribution to the thesis in that it is 
premised upon the concept of change. This premise in turn facilitates the development 
of new marketing thought – marketing as an organised system of behaviour. As such CS 
13 satisfies Axiom Two. It is noted that (in Affirmation 3), Alderson changes the focus 
of marketing scholarship from the old paradigm of the economic man (consumers 
exchanging one good for another) to that of a new way of thinking that is marketing as a 
dynamic small social unit – the household – an organised system of behaviour 
(Affirmation 4) where consumers come together to make marketing decisions. These 
decisions are made in an environment that is subject to and influenced by the force of 
change be that expressed as a change in the needs of the household or the result of 
change impacting the household from the external environment.  
 
The concept of change is an inherent part of: a general theory of the marketing system 
(Affirmations 5, 11 and 12); the description of marketing as a general science of human 
behaviour (Affirmation 6); an understanding of marketing theory from the perspective 
of cultural ecology, which is concerned with the adjustments of households, that is, 
adapting to the changing needs and wants of household consumers, to changes in their 
environment (Affirmations 7 and 8); transforming materials, parts, products and 
services into exchangeable items of value (Affirmation 9); and the marketplace system 
wherein opportunities and threats are created (Affirmation 10). 
 
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 13 Yes – Direct  Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 14 
 
ARTICLE:  Evolving to a New Dominant Logic for Marketing 
 
AUTHOR:   Vargo, Stephen L., and Lusch, Robert F. 
 
PUBLICATION: Journal of Marketing, Vol. 68, 2004 pgs. 1- 17. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
The authors’ motivation in writing this article is to provide insight and direction as to 
the future of marketing thought. 
 
Such insight and direction is as a result of careful analysis and an understanding of the 
evolution of marketing thought. The authors make the claim that the focus of marketing 
activity has shifted from the exchange of tangible goods to the exchange of intangible 
services, from the producer to the coproducing consumer, and from what is exchanged 
to the process of exchange. Vargo and Lusch propose that a new dominant logic for 
marketing has emerged with implications for marketing scholarship, practice and 
education. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Marketing 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (8593 citations for 
Stephen L Vargo – 3720 citations for 
Robert F Lusch – Google Scholar 18th 
November 2012) 
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited 3448 times (Google Scholar 
18th November 2012) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 3448 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE: 
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
‘Evolving to a new dominant logic for 
marketing’ (1). 
The title of the article, 
particularly the use of the 
word ‘evolving’, is itself a 
demonstration of the fact 
that marketing is a 
discipline defined and 
characterised by the ever-
present variable change. 
Affirmation 
2 
‘suggest that a paradigm shift for 
marketing may not be far over the 
horizon’ (1). 
Vargo and Lusch’s article 
explains marketing from the 
perspective of change 
Affirmation 
3 
‘Perhaps marketing thought is not so 
much fragmented as it is evolving toward 
a new dominant logic’ (1). 
The use of the word 
‘evolving’ is itself a 
demonstration of the fact 
that marketing is a 
discipline defined and 
characterised by the ever-
present variable change. 
Affirmation 
4 
‘To unravel the changing worldview of 
marketing or its dominant logic, we must 
see into, through and beyond the extant 
marketing literature’ (2). 
The authors suggest that 
marketing’s worldview, its 
dominant logic, is a 
changing domain. It is, in 
fact, subject to the forces of 
change (internal and 
external) and influenced by 
the notion of change. 
Affirmation 
5 
Vargo and Lusch draw reference to 1) 
‘Marketing inherited a model of exchange 
from economics, which had a dominant 
logic based on the exchange of “goods” 
which usually are manufactured output. 
The dominant logic focused on tangible 
resources, embedded value, and 
transactions’(1)  and 2) the new 
perspective that marketing is more about 
the exchange of services an intangible 
resource. In doing so they refer to 
operand (tangible) and operant 
(intangible) resources noting that the 
latter ‘are not static or fixed’ (2), ‘they are 
likely to be dynamic and infinite and not 
static and finite’ (3). ‘This change in 
perspective on resources helps provide a 
framework for viewing the new dominant 
logic of marketing’ (2) 
Change is at the heart of the 
new dominant logic. The 
view of marketing has 
changed from a goods-
centred approach to that of 
a service-centred approach. 
From the application of 
operand resources to the 
use of operant resources. 
These operant resources are 
inherent of change, skill 
sets change, knowledge 
changes, and as such the 
way in which we look at 
marketing has been 
influenced by the concept 
of change. 
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Affirmation 
6 
Marketing is interpreted as ‘matter in 
motion’ (3). 
Identifying the discipline 
of economics as the first 
school of thought for 
marketing theory and 
practice Vargo and Lusch 
drew upon Shaw’s (1912) 
description of marketing as 
‘matter in motion’ as the 
starting point to argue for 
an evolving understanding 
of marketing. In doing so, 
Vargo and Lusch link the 
concepts of change, 
movement, and ‘matter in 
motion’ to the marketing 
process where matter is 
embedded with value. As 
such, the inference is that 
marketing is a discipline 
influenced by and inherent 
of the variable of change; 
in this case, a change in 
state where matter through 
manufacturing is changed 
and embedded with added 
value. 
Affirmation 
7 
‘The firm’s only purpose is to create a 
satisfied customer’ (3). 
The marketing 
management school of 
thought operates within an 
environment characterised 
by change taking an 
unsatisfied customer, 
whose needs and wants are 
unfulfilled, and 
transforming them into a 
satisfied customer where 
those needs and wants are 
fulfilled. This (marketing) 
process implies that 
change has taken place to 
create a satisfied customer 
and is also the result of a 
changing environment 
where the customer’s 
needs and wants have 
changed due to 
environmental (internal 
and external) influences. 
Affirmation 
8 
‘The worldview changes from a focus 
on resources on which an operation or 
act is performed (operand resources) to 
resources that produce effects (operant 
According to Vargo and 
Lusch, the evolution of 
marketing thought to that 
of a service dominant logic 
 318 
 
resources)’ (4). is the result of a change 
within the domain of 
marketing and our 
understanding of that 
domain. Such a perspective 
implies that new marketing 
thought, which results in 
an exchange of services, is 
influenced by the concept 
of change. The exchange 
itself is about a change. 
Affirmation 
9  
‘Before 1960, marketing was viewed as 
a transfer of ownership of goods and 
their physical distribution’ (5). 
Indicates the principle of a 
change of ownership. 
Affirmation 
10 
‘Industry is concerned with the 
application of motion to matter to 
change its form and place. The change 
in form we term production: the change 
in place, distribution’ (5).  
Indicates change as 
playing a significant role in 
the marketing process.  
Affirmation 
11 
Vargo and Lusch refer to Alderson 
(1957:69): ‘What is needed is not an 
interpretation of the utility created by 
marketing, but a marketing 
interpretation of the whole process of 
creating utility’. 
An interpretation of the 
utility created by 
marketing implies ‘value’, 
an exchangeable unit. A 
marketing interpretation of 
the whole process of 
creating utility involves the 
‘concept of change’ to 
create the value to be 
exchanged and not just the 
end result of the marketing 
process, an exchange 
which in itself implies a 
change in state. Utility is 
created through a process 
of change from one state to 
another. This is the essence 
of any marketing 
interpretation of the 
process of creating utility.  
Affirmation 
12 
‘The service-centered view of marketing 
implies that marketing is a continuous 
series of social and economic processes 
that is largely focused on operant 
resources with which the firm is 
constantly striving to make better value 
propositions that its competitors’ (5). 
Change is an essential 
element of the social and 
economic processes that 
play a role in the 
marketing planning 
function. Making better 
value propositions 
indicates the constant 
striving for a changed 
service offering (operant 
resources) by which to 
satisfy the customers’ 
needs and wants, which are 
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also subject to change. 
 
Affirmation 
13 
‘The service-centered view of marketing 
is customer-centric’ and ‘market driven’ 
(6). ‘This means more than … and being 
adaptive to their individual and dynamic 
needs’ (6). 
Acknowledges the 
presence and influence of 
change on the marketing 
discipline by indicating 
that the marketing system 
needs to take into account 
the changing individual 
needs. 
Affirmation 
14 
‘Bastiat recognised that by using their 
skills (operant resources) humans could 
only transform matter (operand 
resources) into a state from which they 
could satisfy their desires’ (7) 
The presence and influence 
of change (transformation) 
is the essential element 
upon which Vargo and 
Lusch’s articulate the new 
marketing paradigm. 
Affirmation 
15 
Vargo and Lusch in noting that 
‘knowledge’ is a primary cause of 
competitive advantage state ‘that firms 
that do the best are the firms that learn 
most quickly in a dynamic and evolving 
competitive market’ (9). 
Marketing functions in an 
environment that is always 
changing. 
Affirmation 
16 
‘Both marketing practitioners and 
academics are shifting toward a 
continuous-process perspective, in 
which separation of production and 
consumption is not a normative goal, 
and toward a recognition of the 
advantages, if not the necessity, of 
viewing the consumer as a coproducer’ 
(11). 
 
‘marketing is headed toward a paradigm 
of “real-time” marketing … by 
interactively designing evolving 
offerings that meet customers’ unique, 
changing needs’ (11). 
Acknowledges the 
essential role of the 
consumer as a coproducer. 
The shift to a coproducer 
mind-set is as a result of 
meeting customers’ unique 
needs and wants. These 
needs and wants are 
always changing. 
Therefore, the marketing 
discipline is a discipline 
inherent of the desire for 
change. 
 
 
 
Affirmation 
17 
‘Over the past 50 years, marketing has 
been transitioning from a product and 
production focus to a consumer focus 
and, more recently, from a transaction 
focus to a relationship focus’ (12). 
Marketing in response to 
external and internal 
stimuli is an ever changing 
discipline. 
Affirmation 
18 
‘What precedes and what follows the 
transaction as the firm engages in a 
relationship (short- or long-term) with 
customers is more important that the 
transaction itself. Because a service-
centred view is participatory and 
dynamic, service provision is 
maximised through an interactive 
learning process on the part of both the 
enterprise and the consumer. The view 
What precedes and what 
follows the transaction 
/exchange is the concept of 
a change in state, being 
and environment. This 
change is more important 
than the actual exchange 
and results in an evolving 
structure for marketing. 
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necessarily assumes the existence of 
emergent relationships and evolving 
structure’ (12). 
Affirmation 
19 
‘perhaps the central implication of a 
service-centered dominant logic is the 
general change in perspective’ (12).  
Acknowledges the 
existence of change in the 
marketing process. 
Affirmation 
20 
‘It (a service-centered view) challenges 
marketing to become more than a 
functional area and to represent one of 
the firm’s core competencies; it 
challenges marketing to become the 
predominant organisational philosophy 
and to lead in initiating and coordinating 
a market driven perspective for all core 
competencies’ (13). 
Service Dominant Logic 
implies change, from a 
functional unit of an 
organisation to an 
organisational wide culture 
of service provision. From 
the customer perspective, 
service provision is about 
addressing the customer’s 
changing needs. 
Affirmation 
21 
‘In a service-centered view of marketing 
… the role of manufacturing changes’ 
(13). 
The role of change in the 
marketing planning 
process. 
Affirmation 
22 
 Vargo and Lusch note ‘However, times 
have changed’ (15).  
‘The orientation has shifted from the 
producer to the consumer. The academic 
focus is shifting from the thing 
exchanged to one on the process of 
exchange’ (15). 
‘Science has moved from a focus on 
mechanics to one on dynamics, 
evolutionary development, and the 
emergence of complex adaptive 
systems’ (15) 
Indicates change.  
 
Indicates change, the 
process of exchange is 
about change. 
 
 
Marketing influenced by 
the forces of change has 
evolved from Newtonian 
rules and laws associated 
with the exchange concept 
to that of marketing 
Darwinism where the 
marketing discipline is 
never static, evolves in 
response to the changing 
nature of customers’ needs 
and wants and thus adapts 
its practices to these forces 
of change. 
 
Summary Case Study 14 (CS 14) 
 
CS 14  justifies its discussion upon the concept of exchange being the core tenet of 
marketing. Evidence is provided that substantiates this fundamental belief of marketing 
and, in doing so, confirms Axiom One – that marketing creates exchange, be that goods 
exchange or service exchange. It is, of course, both the building block and point of 
contention by which the authors advance a new dominant logic for marketing – one 
inherently based upon the concept of exchange. However, further evidence is provided 
in this case study to confirm Axiom Two that the core element of marketing is the 
concept of change not exchange.  
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CS 14 refers specifically to marketing as exchange. For example: the established world 
view of marketing as an exchange of goods as opposed to the proposed new thought that 
marketing is an exchange of services (Affirmation 5); the transfer of ownership of 
goods and their physical distribution (Affirmation 9); and representing an academic 
shift in emphasis from the things exchanged to one of the process of exchange 
(Affirmation 22).  
 
CS 14 provides evidence to confirm Axiom Two – that the discipline of marketing 
thought and its future development is characterised by the concept of change. Evidence 
is expressed as: 
 
• Evolving to a new dominant logic (Affirmations 1, 3);  
• A paradigm shift (Affirmation 2); 
• A changing worldview of marketing (Affirmation 4); 
• The worldview of marketing changing from a goods-centred approach (operand 
resources) to that of a service-centred approach (operant resources) in response 
to a continuous series of social and economic processes. Operant resources are 
inherent of change, skill sets change, knowledge changes, social and economic 
processes change and as such the way in which CS 14 looks at marketing has 
been influenced by the concept of change (Affirmations 5, 8 and 12); 
• The starting point for the discourse in CS 14 is Vargo and Lusch’s reference to 
Shaw’s (1912) ‘matter in motion’ analogy wherein the marketing process 
changes matter embedding it with value, transforming its state and condition. As 
such, the inference is that marketing is a discipline influenced by and inherent of 
the variable change; in this case, a change in state where matter through 
manufacturing is changed and embedded with added value (Affirmations 6, 10, 
14 and 21); 
• Change takes place in the marketing process to create a satisfied customer 
(Affirmation 7); 
• Being adaptive to these changing unique customer needs (Affirmations 13, 16); 
• The pursuit of marketing advantage borne out of those firms who respond 
quickly to a changing competitive environment (Affirmation 15); 
• The transition (change) from transaction focus to a relationship focus 
(Affirmation 17); 
• The importance of the change element as it precedes and follows the exchange 
(Affirmation 18); 
• A general change in perspective (Affirmation 19); 
• A change from a Newtonian understanding of the laws of exchange where these 
principles are fixed to that of a Darwinian explanation of marketing where the 
marketing environment is never static but evolving in response to the changing 
nature of customer’s needs and wants and its operating environment 
(Affirmation 22). 
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Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 14 Yes – Direct  Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 15 
 
ARTICLE:  Broadening the Concept of Marketing 
 
AUTHOR:   Kotler, Philip, and Levy, Sidney J. 
 
PUBLICATION: Journal of Marketing, Vol. 33, January, 1969 pgs. 10-15. 
 
SCRUTINY OF ARTICLE: 
 
• Authors’ motivation 
 
The thrust of Kotler and Levy’s article is that the discipline of marketing should be 
viewed from more than just the traditional narrow perspective of it being a business 
application. The authors claim that its domain should be broadened to reflect an 
expanded social reality that the practice of marketing applies to all organisations with 
customers and ‘is a persuasive society activity that goes considerably beyond the selling 
of toothpaste, soap and steel’ (10). In presenting their thoughts, both authors seek to 
broaden the concept of marketing and have this interpretation become the accepted 
meaning for the discipline. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Marketing 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (16,000 results for Philip 
Kotler – 927 results for Sidney Levy 
Google Scholar 26th February 2013) 
Does the article represent original thought? Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a scholarly 
record? 
Yes 
How many times has the article been 
cited? 
Article cited 1576 times (Google Scholar 
26th February 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 1576 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
The practice of marketing suggests 
‘continuous attention to the changing 
needs of customers’ (10). 
Marketing is premised 
upon the concept of being 
aware of the needs of 
customers, which it is noted 
are always changing. 
Affirmation 
2 
Kotler and Levy justify the expansion of 
marketing thought upon ‘One of the most 
striking trends in the United States is the 
increasing amount of society’s work being 
performed by organizations other than 
business firms’ (10).  
The presence of this ‘trend’ 
in the 1960s notes that 
change in society is afoot. 
This change precipitated an 
alternative interpretation of 
the domain of marketing. 
Affirmation 
3  
Kotler and Levy refer to ‘non-business’ 
organizations practicing marketing in 
similar vein to traditional profit-
maximising organisations. Both 
organisations produce products for their 
customers. For example, ‘The Republican 
Party has invested considerable thought 
and resources in trying to develop a 
modern logic. The American Medical 
Association decided recently that it 
needed to launch a campaign to improve 
the image of the American doctor’ (12). 
In developing their 
respective products, the 
Republican Party and the 
American Medical 
Association seek to change 
their image. At the heart of 
the potential exchange with 
the American people, is the 
concept of change. These 
organisations use the 
practice of marketing to 
seek change in the first 
instance (i.e. change from 
one state to another) and 
the acceptance of this 
change to create amongst 
customers the desired 
response, which is a change 
from the customer’s 
previous position. 
Affirmation 
4 
Kotler and Levy refer to concepts that 
guide the marketing effort in business and 
non-business organisations. Among these 
concepts are: the changing nature of 
product definition, from a narrow 
definition to a broader ‘generic product 
definition’ (13) for example, ‘modern 
soap companies recognise that its basic 
product is cleaning, not soap’ (13). 
Churches similarly have changed their 
product offering from the provision of 
religious services to that of providing 
human fellowship (13). 
Such thinking implies that 
marketing is inherent of 
change, change being 
demonstrated here in the 
form of a change from 
product offering to service 
offering, from soap to 
cleaning. The new focus of 
the organisation is founded 
upon change.  
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Affirmation 
5 
A second guiding concept is that of 
‘continuous marketing feedback’ (14). 
‘Business organisations gather continuous 
information about changes in the 
environment’ (14) 
Evidence that change in the 
environment impact upon 
the marketing activities of 
the organisation. 
Affirmation 
6 
A third guiding concept is the ‘marketing 
audit’ (14). According to Kotler and 
Levy, ‘Change is a fact of life, although it 
may proceed almost invisibly on a day-to-
day basis. Over a long stretch of time it 
might be so fundamental as to threaten 
organizations that have not provided for 
periodic re-examinations of their purpose’ 
(14) 
Acknowledges the 
existence and potential 
negative impact of change 
upon the marketing of an 
organisation and treats this 
change by prescribing a 
marketing audit. 
Affirmation 
7 
‘The other meaning of marketing 
unfortunately is weaker in the public 
mind; it is the concept of sensitively 
serving and satisfying human needs’ (15). 
‘By this recognition that effective 
marketing requires a consumer orientation 
instead of a product orientation, 
marketing has taken a new lease on life 
and tied its economic activity to a higher 
social purpose’ (15).  
Serving and satisfying 
human needs in a critical 
marketing function given 
these needs are always 
subject to change. This 
change lies at the heart of 
the marketing concept.  
By taking on this new 
orientation, marketing itself 
has changed from product 
to consumer orientation. 
Affirmation 
8 
‘In the course of evolving, many 
organizations lose sight of their original 
mandate, grow hard, and become self-
serving’ (15) 
Organisations fail because 
they do not note change in 
their operating environment 
– principally changes in the 
customer’s needs. 
Affirmation 
9 
‘Marketing is the function of the 
organization that can keep in constant 
touch with the organization’s consumers, 
reads their needs, develops “products” 
that meet these needs, and builds a 
program of communications to express 
the organization’s purpose’ (15). 
The concept of change is at 
the heart of the 
organisational marketing 
function. Marketing keeps 
in touch with customers 
and their needs because 
these needs change over 
time. Marketing notes this 
change and responds to this 
change by developing 
suitable new products. 
 
Summary Case Study 15 (CS 15) 
 
CS 15 promotes the thesis that marketing is more than a business application and should 
be viewed from a broader perspective one that reflects an expanded social reality that 
sees marketing as a persuasive societal activity. 
 
Axiom One is satisfied in this case study by reference to marketing as a business 
application where exchanges are the core component of successful marketing. 
Affirmation 3 notes that both profit making and non-profit making businesses produce 
products for their customers with the aim of exchanging them with a customer, for 
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example, political parties seek to exchange a modern manifesto for the vote of a 
constituent. 
 
However, a contribution not specifically articulated in Kotler and Levy’s original work 
on broadening the scope of marketing is the impact that the concept of change has on 
marketing thought development. CS 15 thus provides significant evidence that the 
concept of change is, in fact, a determinant for explaining the substance of marketing 
and, in doing so, satisfies Axiom Two. 
 
For example, Axiom Two is satisfied in CS 15 by reference to: 
 
• Marketing being premised upon an awareness of the needs of customers which 
are always changing (Affirmation 1); 
• A changing society in the 1960s where work was performed by organisations 
other that business firms. Such change heralding a rethink on how marketing 
should be understood resulting in an alternative interpretation of the domain of 
marketing (Affirmation 2); 
• All organisations developing products for their customers with the objective of 
seeking a change in behaviour from the targeted consumer. CS 15 demonstrates 
this with reference to the Republican Party developing a product. At the heart of 
the potential exchange with the American people is the concept of change, 
which takes the form of a change in voting behaviour (Affirmation 3);   
• Broadening the scope of marketing changing its domain from a narrow 
definition of product offering – soap – to a broader service offering – cleaning 
(Affirmation 4); 
• The need to monitor marketing activity continuously through marketing 
feedback systems or through conducting marketing audits given that change in 
the environment impacts upon the marketing activities of the organisation 
(Affirmations 5 and 6); and 
• Serving and satisfying human needs, a critical function of marketing, which are 
always subject to change. Organisations fail in this regard due to them not 
noting change in their operating environment – principally change in the 
customer’s needs. Marketing notes this change and responds to this change by 
developing new product and service offerings. The concept of change lies at the 
heart of the organisational marketing function.  
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 15 Yes – Direct  Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 16 
 
ARTICLE:  A Generic Concept of Marketing 
 
AUTHOR:   Kotler, Philip. 
 
PUBLICATION: Journal of Marketing, Volume 36, April, 1972 pgs. 46-54. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
Kotler contends that the earlier 1969 article authored with Sidney Levy had one fault – 
the concept of a broader interpretation of marketing as espoused ‘did not go far enough’ 
(47). The purpose of this article is to articulate the broadest interpretation for marketing. 
In doing so, Kotler presents the ‘generic concept of marketing’ where marketing 
includes all of the transactions that occur between an organisation and all its publics. 
These transactions Kotler suggests involve the creation and offering of value so as to 
elicit a desired response. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Marketing 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (16,000 results for Philip 
Kotler Google Scholar 26th February 
2013) 
Does the article represent original thought? Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a scholarly 
record? 
Yes 
How many times has the article been 
cited? 
Article cited 1093 times (Google Scholar 
26th February 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 1093 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE:  
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
‘One of the signs of the health of a 
discipline is its willingness to re-examine 
its focus, techniques, and goals as the 
surrounding society changes and new 
problems require attention. Marketing has 
shown this aptitude in the past’ (46). 
Indicates that marketing 
thought evolves as a result 
of changes impacting the 
environment.  
Marketing organisations are 
constantly challenged by 
problems which, given their 
nature, are always changing 
and, therefore, require 
astute marketing practice. 
Therefore, it can be said 
that change influences 
marketing thought and 
practice.  
Affirmation 
2 
‘Marketing evolved through a commodity 
focus … an institutional focus … a 
functional focus … a managerial focus … 
and a social focus. Marketing emerged 
each time with a refreshed and expanded 
self-concept’ (46). 
The focus of marketing 
changed as a result of an 
improved understanding of 
marketing and in response 
to changes in the 
environment in which 
marketing operated.  
As a discipline marketing 
thrived off this changing 
knowledge bank of its 
domain. 
Affirmation 
3  
Kotler asks, ‘What then is the disciplinary 
focus of marketing?’ The core concept of 
marketing is the transaction. A transaction 
is the exchange of values between the 
parties’ (48). ‘A transaction takes place, 
for example, when a person decides to 
watch a television program; he is 
exchanging his time for entertainment’ 
(48). Further, Kotler states that ‘A 
transaction takes place when a person 
votes for a particular person; he is 
exchanging his time and support for 
expectations of better government’ (48-
49). 
For the exchange to take 
place, a change in state 
must occur in the parties to 
the exchange. That is, a 
person exchanging his time 
for entertainment is 
responding to the need for 
change from his current 
state – no entertainment – 
to that of a state of being 
entertained. Such a desire 
for change precipitates the 
actual exchange. The voter 
desires a change in 
government – a change 
from one state to another. 
Again, this change 
precipitates the exchange 
which takes the form of the 
person’s time and support 
for expectations of better 
government. The need for a 
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change causes the 
exchange. 
Affirmation 
4 
‘Marketing is specifically concerned with 
how transactions are created, stimulated, 
facilitated, and valued. This is the generic 
concept of marketing’ (49).  
The generic concept of 
marketing implies that 
marketing is about 
transactions expressed as 
an exchange of values 
between two parties. The 
examples above 
(Affirmation 3) 
demonstrate that the 
presence of, and desire for 
change in the parties 
involved creates, stimulates 
and facilitates the exchange 
of value. 
Affirmation 
5 
‘Marketing consist of actions undertaken 
by persons to bring about a response in 
other persons concerning some specific 
social object’ (49). 
The response sought is a 
change in behaviour of the 
party to the exchange. 
Marketing is inherent of 
change. 
Affirmation 
6 
‘The market’s response probability is not 
fixed. Corollary 3.1. The probability that 
the market will produce the desired 
response is called the market’s response 
probability’ (49). 
Marketing produces a 
market response: the notion 
of a response implies a 
reaction, an effect and a 
change, be it ‘positive’ – 
‘the market is capable of 
producing the desired 
response’ (49) or ‘negative’ 
– ‘that is, the market in not 
internally compelled to 
produce the desired 
response’ (49) without 
being ‘highly influenced by 
marketer action’ (50). Such 
action alters the response 
by the marketer to elicit the 
desired change in the 
market’s response. 
Affirmation 
7 
‘Marketing has some useful insights to 
offer to agents seeking to produce basic 
changes in people, although its main 
focus is on creating products and 
messages attuned to existing attitudes and 
values’ (50).  
‘The core concern of marketing is that of 
producing desired responses in free 
individuals by the judicious creation and 
offering of values’ (50). 
These statements suggest 
that the creation and 
offering of value albeit 
attuned to existing attitudes 
and values also involves the 
seeking of basic changes in 
people expressed as desired 
responses.  
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Summary Case Study 16 (CS 16) 
 
CS 16 builds upon CS 15 in that the author argues that the broader interpretation of 
marketing did not go far enough. The objective of CS 16 is to articulate the generic 
concept of marketing. CS 16 is based upon the fundamental tenet that the core element 
of marketing is the concept of exchange thus confirming Axiom One – that marketing 
creates exchange. In articulating the generic concept of marketing, CS 16 defines 
marketing as all the exchanges that take place between an organisation and all its 
publics. These exchanges involve the creation and offering of value in order to elicit a 
desired response, further evidence confirming Axiom One. Affirmations 3 and 4 
provide evidence to this effect. However, of note is that the desired response, which is 
consummated by the exchange, provides confirmation of Axiom Two that marketing is 
change, as the aim of the exchange is to create change.  
 
CS 16 acknowledges the importance of the change variable in the marketing decision 
making process and thus provides evidence to support Axiom Two that marketing is 
change. Affirmation 1 refers to the strength of the discipline to re-evaluate itself in tune 
with the surrounding societal changes. As society changes, correlation exists between 
developments in marketing thought and the change occurring in the environment in 
which marketing operates (Affirmation 2). Affirmation 3 refers to the accepted view of 
the centrality of exchange to any understanding of the marketing concept; however, 
Affirmation 3 also provides evidence that for the exchange to take place there must in 
the first instance be a desire for a change, for example, a change in state, the voter 
desires a change in Government. Such a desire for change triggers the actual exchange 
suggesting that change is the essence of marketing. Affirmations 5, 6 and 7 confirm 
Axiom Two suggesting that marketing is inherent of change, be it change articulated as: 
the marketing actions required to facilitate change (Affirmation 5); the market’s 
response being a function of change and not fixed (Affirmation 6); and the marketing 
pursuit of seeking basic changes in people expressed in terms of a desired response 
(Affirmation 7). 
 
Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 16 Yes – Direct Yes Yes 
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HISTORICAL ANALYSIS MODEL – CASE STUDY 17 
 
ARTICLE:  Charting New Directions for Marketing 
 
AUTHOR:   Day, George S., and Montgomery David B. 
 
PUBLICATION: Journal of Marketing, Vol. 63, (Special Edition), 1999 pgs. 3-13. 
 
SCRUTINY OF ARTICLE: 
 
• Author’s motivation 
 
This article aims to seek answers addressing the current trends and disruptions that the 
discipline faces and that are likely to shape the future direction of marketing. These 
trends and disruptions (for example, the new knowledge economy, globalisation and 
disjointed and seamless markets) can all be characterised by one common element that 
being the presence of change impacting upon the application of marketing and thus 
marketing thought. As a result, Day and Montgomery note that these trends and 
disruptions present challenges for the marketing fraternity one of which is to reconsider 
the role of marketing theory. 
 
• Internal Scrutiny (validity and legitimacy) 
 
Source of Article Journal of Marketing 
Journal Ranking Tier 1 
Peer Reviewed Journal Yes 
Author  Credible Expert (1480 results for George 
Day – 848 results for David Montgomery 
– Google Scholar 18th January 2013) 
Does the article represent original 
thought? 
Yes 
Is the article in the public domain? Yes 
Is the article a primary document? Yes 
Is the article an accurate statement of 
marketing thought? 
Yes 
Is the aim of the article to make a 
scholarly record? 
Yes 
How many times has the article been 
cited? 
Article cited 344 times (Google Scholar 
18th January 2013) 
Are the findings of the article plausible 
and of scholarly interest to the marketing 
community?  
Yes, cited 344 times 
Is the content of the article worthy of 
further academic analysis? 
Yes, as proven by the number of citations 
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THE TEST OF EVIDENCE: 
 
Test Evidence of change influencing 
marketing thought development 
External Scrutiny – Part 
A (Evidence Assessed 
Separately) 
Affirmation 
1 
Day and Montgomery state that ‘four 
fundamental issues serve to establish the 
identity of the field of marketing’ (3). 
These issues are (1) ‘How do customers 
and consumers really behave? (2) How 
do markets function and evolve? (3) How 
do firms relate to their markets? and (4) 
What are the contributions of marketing 
to organisational performance and 
societal welfare?’ (3). 
To answer these enduring marketing 
questions, Day and Montgomery state 
that ‘new answers will need to be sought 
to accommodate the following trends and 
disruptions that are shaping the direction 
of marketing: (1) the connected and 
knowledge economy; (2) globalizing, 
converging, and consolidating industries; 
(3) fragmenting and frictionless markets; 
(4) empowered customers and 
consumers; and (5) adaptive 
organisations’ (3) 
Day and Montgomery 
challenge marketers to 
develop a better 
understanding of 
marketing given today’s 
operating environment. 
Further, they call upon the 
discipline to provide more 
meaningful interpretations. 
One such meaningful 
interpretation includes the 
better articulation of the 
theoretical underpinnings 
of marketing. 
At the heart of the issues 
raised by Day and 
Montgomery is the 
variable change. Why is 
the behaviour of customers 
and consumers important 
to marketing scholarship 
and practice? – Because 
their behaviour is forever 
subject to change and 
influenced by change.  
Markets function in 
response to change and 
evolve as a result of the 
change. Firms relate to 
markets by creating 
exchanges. For successful 
exchanges to occur the 
condition of change must 
exist, either, before, during 
or after the exchange. 
Marketing contributes to 
organisational performance 
and societal welfare by 
acknowledging (providing 
leadership) and responding 
(managing) to change.  
By identifying the ‘trends 
and disruptions that are 
shaping the direction of 
marketing’, Day and 
Montgomery intuitively 
acknowledge and, 
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therefore, imply the 
existence of change as a 
determinant in the 
marketing equation. By 
their nature, trends change 
throughout time. 
Disruptions imply change 
and are the result of 
change. 
Affirmation 
2 
Marketing has been seen as ‘a loose 
consensus that consumer choice, 
exchange, and especially, the four P’s 
(product, price, place and promotion) 
dictated the important questions for the 
field’ (3); however, the 4 Ps are now 
seen just as a ‘handy framework’ (3), 
particularly given the ‘lack of 
recognition of marketing as an 
innovating or adaptive force’ (3). 
To recognise marketing as 
an innovating or adapting 
force, it is reasonable to 
suggest that marketing is 
innovating because of, and 
in response to change, and 
therefore adapting as a 
result of this change. 
Change can be either 
internal to the firm-market 
relationship and/or external 
in terms of the firm and its 
interaction with its 
operating environment.  
Affirmation 
3 
Customers’ and consumers’ needs and 
wants are being satisfied in numerous 
ways due to ‘an era of proliferating 
choices and rapid technological and 
social change’ (4). 
Implies that marketing is a 
function of changing 
choices and influenced by 
changes in technology and 
society. 
Affirmation 
4 
Markets function, due in part, by 
products that ‘emerge, grow, mature and 
perhaps decline’ (4) and ‘are 
characterized by boundaries that are 
shifting and overlapping rather than 
distinct and stable, as normally is 
assumed’ (4). 
Change is inherent in the 
product life cycle.  
Markets are inherent of 
change, which can be 
demonstrated by the 
transformative nature and 
scope of the market. 
Current marketing thought 
and theory ‘the exchange 
principle’ is too 
conveniently based upon a 
stable market environment 
and does not recognise the 
change variable that is 
inherent in markets as they 
shift and overlap. 
Affirmation 
5 
Day and Montgomery pose the question 
‘How do they anticipate changing market 
requirements’ (5). 
Implies the existence of 
change in the marketing 
manager’s domain. 
Affirmation 
6 
Day and Montgomery refer to the 
marketing concept wherein ‘it was 
presumed that firms that were better able 
to respond to market requirements and 
anticipate changing conditions would 
Implies the existence of 
change in marketing’s 
domain. Market 
requirements vary in 
response to environmental 
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enjoy long-run competitive advantage 
and superior performance’ (5). 
changes. 
Affirmation 
7 
Day and Montgomery state that the ‘four 
fundamental issues’ (6), raised in 
Affirmation 1, have guided the marketing 
discipline through past transformations. 
They further believe that today’s 
marketing environment has changed and 
is characterised by a ‘nonlinear, 
disruptive “new economy”, based on 
silicon, computers and networks’ (6). 
Noting these changes, which are 
described as trends and disruptions, they 
state ‘that the fundamental questions’ (6) 
raised in the above issues ‘are 
sufficiently robust that they can 
accommodate these changes’ (6). 
Day and Montgomery 
acknowledge the presence 
of change in their 
deliberations. Terms, such 
as ‘transformation’, and 
descriptors, such as 
‘nonlinear’ and 
‘disruptive’, suggest the 
existence of a marketing 
environment that is 
inherent of change and not 
stable as traditionally 
considered. This stable 
environment being the 
context in which the 
paradigm and definition of 
marketing has been 
premised upon. Such 
thinking excludes the 
variable of change in the 
discipline’s understanding 
of marketing. 
Affirmation 
8 
Globalisation ‘is being fuelled by the 
persistent forces of the homogenization 
of customer needs, gradual liberation of 
trade, and the recognition of the 
competitive advantages of a global 
presence. The main catalyst is 
technological change that enables global 
coordination of widely dispersed 
activities, while the pressure for 
globalization drives the extensions of 
technology into new applications’ (7) 
Marketing in a global 
environment is the result of 
persistent forces which, in 
this example by Day and 
Montgomery, takes the 
form of change – changing 
customer needs; the 
elimination of trade 
barriers; and changes in 
technology. The domain of 
marketing expands because 
of the presence of change. 
Affirmation 
9 
Stable market structures limit 
competition. Changing the conditions 
upon which markets can operate by 
removing, for example, import barriers, 
and anticompetitive government 
regulations means consumers have more 
choice and competition between firms 
intensifies. The structure of the market in 
terms of numbers of firms competing 
changes. ‘During a consolidation, market 
boundaries are rearranged, protected 
niches are invaded, and the balance of 
power usually tilts towards the customer 
and channel members’ (7). 
Implies change is a 
determinant in the structure 
of the market and the 
domain of marketing. 
Affirmation 
10 
‘The forces reshaping industries are 
simultaneously acting on markets and 
Change is the most 
persistent and dominant 
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demanding to be incorporated into 
marketing theories and models of how 
markets function and firms relate to their 
customers’ (8). 
force within the marketing 
domain and, building upon 
the thoughts of Day and 
Montgomery, demands to 
be incorporated into 
marketing theories, 
paradigms and models.  
Affirmation 
11 
‘variety seeking customers … readily 
switch their brand allegiance as 
requirements change’ (8). 
The requirements of 
customers change over 
time and thus this change 
influences marketing 
practice. Change is an 
indispensible part of the 
marketing paradigm and 
domain. 
Affirmation 
12 
‘Traditional marketplaces are being 
reshaped continually’ (8). 
Presence of change in 
marketing 
Affirmation 
13 
‘Consumer choice behavior is at the 
intersection of many converging trends’ 
(8). Trends include: the diversity of 
choice that consumers have today; 
changes in lifestyle means that time is a 
scarce resource for the average consumer 
and has resulted in new product and 
service offerings; ‘demographic shifts are 
changing the profile of the global 
market’ (8) under population of Western 
economies, life spans and replacement 
rates are increasing, and ageing 
populations. 
Change is inherent and a 
prerequisite for these 
trends and as such 
influences the nature scope 
and function of the market 
place. 
Affirmation 
14 
‘The ways firms relate to their markets 
are changing in response to – as well as 
to exploit – changes in their customers, 
competitors, markets, industry and the 
economy’ (8). 
Indicates the presence of 
change in the marketing 
planning process and notes 
the influence change has 
on stakeholders to the 
marketing function. 
Affirmation 
15 
‘there will be a need for adaptive, robust 
organizations that can adjust to many 
different and uncertain future states. 
Faculty members, their students and 
practicing managers must develop 
flexibility in responding to dynamically 
changing circumstances and interactions’ 
(10). 
The use of the words, 
‘many different and 
uncertain future states’ 
implies the presence of 
change in the marketing 
equation. 
Faculty members, their 
students and practicing 
managers must firstly 
appreciate the inherent role 
and impact that change has 
on the marketing process. 
Doing so without a 
marketing definition 
inclusive of ‘change’ is 
problematic for future 
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marketing thought. 
 
Summary Case Study 17 (CS 17) 
 
CS 17 describes the trends and disruptions that the marketing discipline faces and notes 
that these events will likely shape the future direction of marketing, in particular 
through the challenges it presents to the marketing practitioner and to a better 
understanding the substance of marketing theory.  
 
CS 17 presupposes the emphasis for dialog about the marketing discipline is upon the 
existence of exchange theory. Axiom One is confirmed through: Affirmation 2, where 
marketing is understood to be a loose consensus including the element of exchange 
which together with consumer choice and the Four Ps dictated the important questions 
for the field, and Affirmation 4, wherein the established belief that markets function by 
exchange in an environment characterised by certainty (distinct and stable) is 
challenged. Current marketing thought and theory (as in CS 17) is premised upon the 
concept of exchange and is based upon the assumption that markets are certain and 
stable.  
 
Evidence exists in CS 17 to support Axiom Two – that marketing is change. CS 17 calls 
upon the discipline to provide a more meaningful interpretation to the marketing 
concept given that trends and disruptions, such as connected and knowledgeable 
economies, globalisation and transforming markets, are all inherent of change and thus 
influences the direction of marketing thought (Affirmation 1). Further evidence appears 
in Affirmations: 3 (increasing consumer choice due to rapid technological and social 
change); 4, 5 and 6 (products, markets and environments change); 7 (changed marketing 
environment); 8 (technological change); 9 (changing market structures); 10 (forces, 
universally defined as change, demands to be incorporated into marketing theory, 
paradigms and practice); 11 (changing customer requirements); 12 (changing market 
places); 13 (changing consumer behaviour and characteristics); and 14 (change in the 
marketing system); all bear witness to this reality.  
 
Further evidence can be found in Affirmation 2 where it is stated that there is little 
recognition of marketing as an innovative or adaptive force. It is reasonable to suggest 
that for marketing to be both innovative and adaptive, the element of change must be 
present and active. Innovative marketing is due, and in response, to change. Marketing’s 
ability to innovate and adapt is as a result of the change element influencing it. 
 
Importantly, Affirmation 15 notes that faculty members, students and marketing 
practitioners must appreciate the existence of, the inherent role of, and the influence that 
the concept of change has on explaining the substance of marketing.  
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Confirmation of Axioms 
 
Case Study  Evidence 
Marketing 
creates 
Exchange* 
(Confirmation 
of Axiom One) 
Evidence 
Marketing is 
Change 
(Confirmation 
of Axiom Two) 
Implications for 
further research 
Marketing 
Management – 
Marketing 
Leadership 
Distinction 
(Axiom Three) 
 
CS 17 Yes – Direct Yes Yes 
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